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Drop-Off in Business Activity 
Seen at Distribution Conference 


But Nystrom, Lazarus, 
Others Expect It Will 
Not Be a Serious One 


Boston, Oct. 20—American busi- 
ness is looking—with strange 
equanimity—toward a drop-off in 
business activity some time during 
the next 12 months. 

This strange fatalistic accept- 
ance of the belief that business 


will not be as good in 1954 as it | 


has been in 1953—but that there 
is little likelihood that it will be 


off much more than 5% from e€x- | .ome, it need not be disastrous. It 


isting levels—supplied the back- 
drop for the 25th annual Boston 
Conference on Distribution, which 


closed a two-day session here to- | 


day. 


ism,” if it can be called that, stem | 


largely from the fact that Amer- o¢¢ in business, he said, is a sharp- 


ican business has accepted the 
challenge and is prepared to do 
everything in its power to improve 
distribution, marketing, advertis- 
ing and sales activities to make 
certain that the decline is a minor 
one, speaker after speaker implied. 


s The general tenor was set at 
the opening session by Dr. Paul H. 
Nystrom, professor-emeritus, Col- 


umbia University, 
of the Limited Price Variety Stores 
Assn., 
dertook an ap- 
praisal 
distribution 
the conference. 

“A business 
recession or re- 
adjustment may 
not be inevitable 
but it certainly 
looks now as if it 
may occur, per- 
haps in 1954,” he 
said. “If it does 


Poul Nystrom 


may even be the means of a house 
cleaning and a reestablishment of 
business on a sounder foundation 
to take fuller advantage of 


economy.” 
Along with the threatened slack- 


ening competitive attitude. “One 
evidence of this is the expanded 
expenditure and the more inten- 
sive use of advertising and sales 


/promotion, the reorganization and 


' desirable. 


employment of more salesmen to 
seek out new accounts that up to 
two or three years ago were con- 
sidered unimportant or even un- 
No one is turning 
(Continued on Page 82) 


Extensive Ad Program for Trucking 
Industry to Be Backed by Suppliers 


WASHINGTON, Oct. 22—Moving 
with a minimum of fanfare, or- 
ganized truckers have marshaled 
hundreds of thousands of sup- 
pliers’ ad dollars in a program 
which is eventually expected to 
saturate radio and tv, billboards 
and printed media with messages 
pointing up the importance of 
highway transportation. 

So far, none of the ads has been 
approved or published, but five 
big firms have pledged substantial 
assistance and a number of new 
pledges are to be announced at 
the convention of the American 
Trucking Associations in Los An- 
geles next week. 

The project has been managed 
by a special subsidiary of ATA 
called ATA Foundation Inc. This 
subsidiary was set up exclusively 
to receive funds from suppliers 
and manufacturers for education- 
al, research, scientific, engineering 
and public relations purposes. It 
does not receive any money from 
truckers. 


s The foundation is not preparing 
any ads on its own and is not 
spending money. The ads are pre- 
pared by the suppliers and their 
agencies. The ads and the media 
lists—also prepared by the sup- 
plier and his agency—are subject 
to approval of the foundation. 
When the ads appear, the supplier 
notifies the foundation of expenses 
incurred in its behalf. 


Four of the initial participants|to the general public,” 


are Trailmobile Inc., Cincinnati; 


Fruehoff Trailer, Cleveland; Day- 
ton Rubber Co., Dayton, and Great 
Dane Trailers, Savannah. This 
week, ATA announced that Gen- 
eral Tire & Rubber Co., Akron, 
has promised an initial $50,000 in 
assistance. The General Tire ads 
are to be prepared by D’Arcy Ad- 
vertising Co., Cleveland. 
Walter F. Carey, chairman of 
the ATA _ Foundation, stressed 
these unique features of the plan: 
Each member is entitled to cre- 
ate his own messages to appear 
under his own signature and the 
(Continued on Page 8) 


Government Okays 
New Antibiotic for 


Commercial Products 


New York, Oct. 22—There may 
be a new wonder drug in the ad- 
vertising headlines next year—if 
the men of Madison Ave. take 
note. 

At a recent luncheon of New 


York’s Academy of Sciences, Dr. | 


Clifford W. Price, a Baltimore re- 
search scientist, revealed that for 
the first time a preparation in- 
volving antibiotics has won U. S. 
Food & Drug Administration ap- 
proval for sale to the general 
public for external use, without 
a prescription. 

As “the most effective bacteri- 
_cidal agent yet released for sale 
it has a 


(Continued on Page 4) 
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| sil Co., Manitowoc, Wis., will use a four- 
color page in Ladies’ Home Journal and 
Life to spearhead its new advertising cam- 
paign for Hallite utensils. Cramer-Krasselt 
Co., Milwaukee, is the agency. 


Food & Drug Is 
Key in Rule on 


Anti-Ulcer Drug 


down | 


WASHINGTON, Oct. 21—The Food 
and Drug Administration was in 
the process today of seizing 50 
|shipments of Tryptacin, an anti- 
acid marketed by Rhodes Pharma- 
cal Co., Cleveland, on the ground 
that the product was improperly 
advertised as a _ treatment for 
stomach ulcers. 

An initial seizure of Tryptacin 
had been made in St. Paul in 
October, 1952 on the basis of full- 
page ads in the St. Paul Pioneer- 
Press. The large-scale seizure pro- 
gram got under way after Federal 
Judge Robert C. Bell of St. Paul 
issued a decision early last month 


is the most extensive yet under-| 
taken by the Food and Drug Ad- | 
ministration under the so-called | 
“squeeze play” program’ which 


ago. 
(Continued on Page 88) 


NEW CAMPAIGN—Aluminum Cooking Uten- | 
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Gets 4th Agency Man 


Those Anti-Enzymes 
for Toothpastes Are 
FTC’s Newest Study 


WASHINGTON, Oct. 21—The Fed- 


eral Trade Commission was inves- 
tigating the claims for anti-en-| 
‘zyme dentifrices this week, but) 


‘there was no indication of the kind 


WEAR*EVER ‘of action, if any, that the commis- 


sion will take. 

The commission had written in- 
|dividual manufacturers for sam- 
/ples of their products and adver- 
|tising and had invited them to 
send representatives to Washing- 
ton for interviews. 

The commission’s problem, ac- 
cording to industry sources, is that 
the anti-enzyme principle is 
backed up by substantial research, 
and the commission itself lacks 
technical data which could be 
used to challenge the ad claims. 

Industry members contend that 
at least five years of clinical re- 
search is required in order to ob- 
tain good legal proof of the effec- 
tiveness of an ingredient. 


s At the present time FTC is com- 
pletely without data on the anti- 
enzymes, and its appropriation for 
research amounts to a very small 
sum. Under the law, FTC must 
prove advertising is false. The ad- 
vertiser is not required to prove it 
is true. 

The commission was reportedly 
brought into the situation because 
of hard feeling within the denti- 
frice industry. Two firms, Colgate 
and Lambert, have applied for 


patents on the two anti-enzyme 


supporting the government's char- | preparations that made the best 
ges. The drive against Tryptacin | j|showing in tests at Northwestern 


| University. Both have been adver- 
'tising that their anti-enzymes pro- 
vide protection for 12 to 24 hours. 

Other firms claim anti-enzyme 


was developed about three years |action but so far have not specified 


time periods equal to Colgate or 
Lambert. 


& Co. is the previous agency. 


Last Minute News Flashes 


Fulton, Morrissey Gets Wrisley Account 


CuHIcAGo, Oct. 23—Allen B. Wrisley Co. has appointed Fulton, Mor- 
rissey Co. to handle advertising of its soaps and toiletries. Earle Ludgin 


Owens-Corning Will Switch Agencies 
New York, Oct. 23—Owens-Corning Fiberglas Co. is getting ready 


to switch its account from Fuller & Smith & Ross either to McCann- 
Erickson, Young & Rubicam or Hewitt, Ogilvy, Benson & Mather, or 
the account may be divided. The decision reportedly will be made with- 


| stein in Toledo. 


Tobey Closes Agency, Joins Kimball 

NEw York, Oct. 23—Fred Tobey Associates, founded in September, 
1951, has closed and Fred Tobey, president and art director, has joined 
Abbott Kimball Co. as creative executive and a member of the plans 
board. He takes with him about ten Tobey accounts. Other Tobey per- 
sonnel have not yet announced their plans. 


No Decision in Jones Case for 3 Weeks 
ALBANY, N. Y., Oct. 23—-The New York court of appeals adjourned 
yesterday until Nov. 16 without handing down any decision in the 
, Duane Jones case, which went to the state’s highest court on Oct. 7 
(Additional News Flashes on Page 89) 


in a couple of weeks by Owens-Corning President Harold Boeschen- | 


Advertisers Make Room; 
Cowles’ Shapiro Elected 
Director by Close Vote 


Cuicaco, Oct. 23—Advertising 
agencies today won a partial vic- 
tory in their campaign to obtain 
greater representation on the Audit 
Bureau of Circulations board of 
directors. 

The 39th annual meeting of the 
bureau ended today with the board 
|having okayed a change in the 
by-laws to give the agencies one 
more member—raising their total 
to four directors—at the expense 
of the advertisers, who agreed to 
cut their board representation to 
11. 

Agency men long have maneu- 
vered to cut the traditional domi- 
nance of the advertisers, which 
dates back to the founding of ABC 
in 1914. At that time, with the 
agency business in its infancy, ad- 
vertisers were the big space buyers 
and as such were given the loudest 
voice in ABC proceedings. 


@ The agencies based their cam- 


paign on two factors—overwork 
and age. They contended that 
three men are too few to give 


required attention to all commit- 
tee meetings of the 26-man board. 
They requested more spots in 
which to train younger men in 
working on the board, declaring 
it requires two terms for a neo- 
phyte to learn his job. 

The agencies came to the two- 
day meeting with a proposal that 
they be given three more places 
on the board. This figure coincided 
with the number of vacancies 
caused by retirement of advertiser 
board members. (Another adver- 
'tiser later announced his retire- 
|ment, which brought the vacancies 
(Continued on Page 85) 


Sinclair's Power-X 
Getting Big Push 


New York, Oct. Sinclair 
Refining Co.’s fall and winter 
campaign for its Power-X gaso- 
line will run in 374 newspapers in 
249 cities in a 36-state marketing 
area. Full-color pages are sched- 
uled to appear in The American 
Weekly in some markets. In addi- 
tion, 156 radio stations and 24 tv 
stations will broadcast 35,247 mes- 
sages by the end of the year. 

Sinclair will emphasize the 
power theme until mid-November, 
when a cold-weather theme will 
‘be introduced. 


'@ A 50-50 cooperative program 
entails use of about 1,500 news- 
papers, 350 radio and tv stations, 
1,300 movie theaters and 550 out- 
door boards. 

Promotion of Sinclair’s new 
Extra Duty motor oil will continue 
this fall with two-color pages in 
Collier's, Life and The Saturday 
Evening Post. 

Morey, Humm & Johnstone is 
the agency. 
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A Business Paper Success Story... 


Orchids of Hawaii Hires Business 
Publications Instead of Salesmen 


Los ANGELEs, Oct. 21—After al- 


most six years of selling orchids | 
by mail, mainly through business | 


publications, H. C. Krueger, Flow- 
ers of Hawaii Ltd., is still amazed 
that he is able to do so. 


Over the past year, the com-| 


pany’s sales have averaged more 
than 300,000 Vanda orchids per 
month. Advertising is doing the 
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TOP SALESMAN—Flowers of Hawaii Ltd., 

Los Angeles, sends out this mailer in an- 

swer to inquiries resulting from its business 

paper advertising. The company has no 

salesmen and finds that the mailer sooner 

or later brings in an order for its Vanda 
orchids. 


Paramount Theater 
Profit Gains, But 
ABC’s Still in Red 


New York, Oct. 21—American 
Broadcasting-Paramount Theaters’ 
estimated consolidated earnings for 
the third quarter of 1953 were $1,- 
009,000, including $946,000 from 
operations and $63,000 from capi- 
tal gains, Leonard H. Goldenson, 
president, reports. 

For the same quarter in 1952, 
net earnings were $1,927,000, in- 
cluding $1,627,000 from operations. 

For the first nine months of this 
year the company’s estimated net 
was $7,559,000, compared with $5,- 
435,000 for the corresponding pe- 
riod in 1952. 


a In his letter to stockholders, Mr. 
Goldenson explained: 

“The earnings reported for 1953 
reflect a profit in the operations of 
our theaters and a loss in the oper- 
ations of our broadcast division 
for the third quarter and for the 
year to date. Theater earnings for 
the third quarter and for the year 
to date are above those for the 
same period of 1952. The loss in 
our broadcast operations for the 
third quarter, which was antici- 
pated...reflects both the normal 
seasonal slack and the initial costs 
involved in reorganizing and 
strengthening the operations of the 
radio and television networks and 
stations of ABC. The results of 


these efforts and expenditures are 


now beginning to show.” 

Mr. Goldenson said the com- 
pany is pleased with the public re- 
action to the new fall shows of- 
fered by the network. 


| 
Part of the upbeat in the the-| 


ater business was attributed to 
“The Robe,” 20th Century-Fox’s 
first CinemaScope feature, which 
has been a big draw in several Par- 
amount theaters throughout the 
country. 


| whole selling job; the company has 
no salesmen. 


the company’s sales move through 
florist channels. Almost all the 
|rest is sold to all types of retail- 
ers, who use them as giveaways 
or premiums for store openings, 
anniversaries, special promotions 
‘and to introduce new products. 


® Food stores represent the larg-. 


est group of users, followed closely 
by gasoline stations, drugstores, 


banks, theaters, jewelry stores and 
hardware stores. Mr. Krueger be-| 


lieves that anybody selling any- 
thing is a prospect for Vanda or- 
chids. He says he could sell more 
fields but the problems of reaching 
them and the necessary advertis- 
ing budget makes it too complex a 
| job. 

Having been raised in his fam- 
‘ily’s wholesale and retail florist 
business in Toledo, Mr. Krueger 
admits he never would have be- 
lieved flowers of any kind could 
be sold by mail. In his opinion, 
the only explanation is the “mag- 
ic” in the words “Hawaiian” and 
“orchids.” 


e Two other factors make the 
|glamorous orchids _ practical— 
they’re low in cost and_ will 
stand up without refrigeration for 
seven or eight days without deteri- 
oration. Since the flowers are 
flown from Hawaii and are on the 


Only a very small percentage of | 


A 
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CLASSIC ADVERTISING—W. T. Smither, manager of the advertising department of 


R. J. Reynolds Tobacco Co., Winston-Salem, shows the series of teaser ads used to 
introduce Camel cigarets to the buying public in 1914. Mr. Smither was an assistant 


in the ad department when these ads ran 
a newcomer to 


Camel Advertising 
Opened with Teaser 
Copy 40 Years Ago 


WINSTON-SALEM, N. C., Oct. 21 
—This is a big day for R. J. Rey- 
nolds Tobacco Co. Exactly 40 years 
ago the company set the tobacco 
world back on its heels with the 
introduction of Camel, purported- 
ly the “first modern-type blended 
cigaret.”’ 

The new product hit the stands 
at a time when premiums, cou- 
pons, souvenirs and other cigaret 
extras were in vogue. But from 
the outset, R. J. Reynolds decided 
| to buck the trend by stressing the 
| quality of the product itself in his 
advertising and packaging. 
| The first Camel pack, which in- 
cidentally was decorated with a 


West Coast within 24 hours after | picture of a camel, “Old Joe,” who 
being picked, or in New York | was a big attraction in Barnum & 
within 48 hours, they present no Bailey, carried the printed mes- 
special problems to a retailer who | sage: “Don’t look for premiums 
wishes to use them over a period or coupons, as the cost of the to- 


of several days. 

A minimum order for Vanda or- 
chids is 100. The least expensive 
single blossoms range in _ price 
from 8¢ each .in quantities of 100 
to 4¢ each in quantities of 5,000 or 
more. They’re available in five 
styles, with the most expensive, a 
triple foil corsage, costing 18¢ each 
for 100 orchids, and 14¢ when 5,- 
000° or more are purchased. All 
prices are f.o.b. Los Angeles. 


@ When Flowers of Hawaii began 
its sales effort in the U. S. early 
in 1947, florists were the target. 
Some exploratory contacts were 
made with big food chains, among 
them Kroger Co. in Cincinnati. The 
resultant sale of several thousand 
orchids turned sales effort grad- 
ually toward retail fields. Mr. 
(Continued on Page 6) 
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Hello Delicious! 
BUY THEM NOW ° 


WASHINGTON SrATE Dolicioue APPLES 


APPLE GIRL—A pretty girl about to bite 
into an apple is being featured in the 
Washington State Apple Commission’s an- 
nual promotion. The ‘Hello, Delicious” cam- 
poign will use newspapers, posters and spe- 
cial promotions to the trade. Pacific Na- 
tional Advertising Agency, Seattle, is hand- 
; ling the drive. 


baccos blended in Camel cigarets 
prohibits the use of them.” This 
admonition still appears on the 
Camel package. 

Reynolds also decided to go 


. The young lady decorating the picture is 


the department. 


contrary to the then usual practice 
of selling a cigaret brand regional- 
ly; he chose to promote and ad- 
'vertise the brand throughout the 
nation. 

| 

s Before Camel was to be intro- 
‘duced in a new city in 1914, the 
| company ran a teaser campaign. 
|The first ad carried Old Joe’s pic- 
| ture with one word, “Camels.” The 
next ad still had Old Joe, but the 
word was now a sentence, “The 
|Camels are coming!” On the third 
day, Old Joe shared the space 
with a longer sentence, “Tomor- 
‘row there’ll be more Camels in 
|this town than in all Asia and Af- 
irica combined!” And on the day 
| Camel was stocked in the store, 
/Old Joe’s picture was much small- 
‘er to make room for a pack of 
/\Camels, a lighted cigaret and the 
/announcement: “Camel cigarets 
|are here!” 

For Reynolds it was an ex- 
tremely blessed event. In 1913 the 
company’s sales amounted to 
$22,339,036. Trillions of Camels 
later, in 1952, the company’s sales 
hit $881,424,299 and the 40-year- 
old brand showed no sign of relin- 
quishing its firm hold on the top 
of the sales ladder. 


New York, Oct. 21—A trend to 
watch in publishing today is the 
‘entry of the consumer magazine 
publisher into the trade field, ac- 
cording to Bernard P. Gallagher, 
negotiator in the sale and purchase 


Folger Is Gradually 
Introducing Instant 
| Coffee to the West 


San Francisco, Oct. 20—Taking 
a single market at a time, the Fol- 
ger Coffee Co. is employing an in- 
‘tensive local, multi-media cam- 
paign to introduce its new instant 
|coffee. The program is progress- 
‘ing by steps from San Diego, the 
leentral California valleys, San 
Francisco, Arizona, and to Los 
Angeles, the Pacific Northwest, 
}and the intermountain region. It 
started last summer and will con- 
| tinue for about a year. 
The drive employs b&w or black 
and red ads in local newspapers, 
outdoor advertising, and spots on 
‘both television and radio. Prin- 
'cipal copy line is “The best coffee 
in an Instant,’”’ which alternates 
with “The Instant you’ve been 
waiting for.” 
| The drive is also being suppor- 
|ted by local “door bell ringing” 
campaigns. Representatives of the 
‘firm call at homes and ask house- 
wives if they can produce a can 
of Folger’s coffee or instant cof- 
'fee. If they can they become eli- 
gible for merchandise prizes. 
| Brooke, Smith, French & Dor- 
rance of the Pacific Coast Inc. is 
the agency. 
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‘Consumer Magazine Publishers Going into 
Trade Paper Field, Bernard Gallagher Says 


of magazine properties. 

| “The main reason quite a num- 
ber of consumer publishers are 
|considering the purchase of trade 
publications is that their space 
men are now calling on advertis- 
ers in these fields and these trade 
publications are natural ‘feeders’ 
to the consumer magazine,” he 
|told ADVERTISING AGE. 

Back of the trend, he continued, 
is the fact that many consumer 
publications find themselves com- 
peting with the complementary 
trade field on circulation and 
space selling. 


# In this connection, Mr. Galla- 
gher said the past year has seen 
a great growth in the number of 
consumer books interested in 
building up circulation on the bus- 
iness side. A consumer magazine 
may, for example, seek 10,000 cir- 
‘culation among jewelry stores. 
Subscriptions may be offered at 
‘half the price consumers pay. 
Then the magazine, often enough, 
‘turns over the entire subscription 
price, plus a bonus of perhaps 50¢ 
or $1 for each subscription, to the 
_ subscription-soliciting organiza- 
‘tion it retains. 

All this is done so the consumer 
magazine’s space salesmen are 
provided with an additional lure 
with which to attract advertisers. 

Big consumer publishers, ac- 
cording to Mr. Gallagher, can find 
good returns in the trade field, 
and particularly attractive today 
‘are books in the automotive, trav- 
‘el, plastics, photographic, sporting 
‘goods and chemical fields. Mr. 
Gallagher said some of these fields 
(Continued on Page 78) 
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Big Baby Crop 
Surprises GE 


1953 


New York, Oct. 20—GE’s anni- 
| versary babies have made quite 
|a splash in the world already. All 
/181 of them born to employes of 
General Electric Co. on Oct. 15, 
75th anniversary of the company’s 
founding, have received lots of 
/newspaper linage and five shares 
each of GE stock, at a cost to the 
company of about $73,000. 

' It all started last Jan. 14, when 
the company announced it would 
present five shares of stock to ba- 
tray of GE employes born on Oct. 
BES 

It was estimated at the time that 
probably 13 to 15 babies would be 
born within the 24 hours of Oct. 
15. This estimate was based on 
birth statistics in cities where GE 
has plants and offices and was cal- 
;culated on the proportion of GE 
employes in each locality. 


|@ The idea was the brain-child of 
William D. Haylon, manager of 
GE’s information services bureau 
in New York. Company officials 
gave it their blessing, and an- 
nouncement of the plan was made 
Jan. 14. 

Nine months later and a day, 
which even obstetricians admit is 
close figuring, GE employes pro- 
duced 181 offspring. Everybody 
concerned with the promotion was 
amazed. In Schenectady, N. Y., 
where GE’s main plant is, the nor- 
mal daily birth rate is 12. On Oct. 
15, 39 babies were born just to GE 
employes in Schenectady. 

Four GE families named their 
children so they would have G. E. 
as initials. There is Garri Edward 
Johnson in Minneapolis; Gerald 
Eric Bernstein in Evandale, O.; 
George Edward Bohn in Louis- 
ville; and Gary Elverson in Dar- 
by, Pa. 

In Boston, Mrs. Walter Gongian, 
wife of a GE employe in Los An- 
geles, gave birth to a son at 1:30 
a.m. EST on Oct. 16. But because 
the father was in Los Angeles, 
|where the time was 10:30 p.m. 
Oct. 15, GE added the Gongian 
baby to the list of company stock- 
holders. 


|8 Perhaps it is only coincidence, 
j}but GE stock on the New York 
|Stock Exchange opened Oct. 15 at 
|76 and closed at 78-7/8. Also, the 
company’s sales for the first nine 
months of 1953, as reported today, 
totaled $2.3 billion, up 29% from 
a year ago. On top of that it has 
created 181 brand new stockhold- 
ers in nine months. Really quite 
a productive company, huh? 


WHY THE RICH CET RICHER 


ECONOMY—A. E. Nettleton Co.'s b&w 
series in The New Yorker explains that the 
special work that goes into making Nettle- 
ton Shoes makes them wear longer and 
“pure pleasure to walk in,” justifying their 
slightly higher cost ($22.95 to $42.95). 


Lawrence C. Gumbinner Advertising Agen- 
cy, New York, is handling the campaign. 
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CANADIAN MEETING—Canadian and U. S. advertising execs 
gathered in the president's suite between sessions of the annual 


convention of the Newspaper Advertising 


Eastern Canada in Montreal. Left to right are Roland Malette, 
La Voix de L’Est, Granby, Que.; L. P. Vezina, Quebec L’Action 
Catholique; Charles G. Fenn, London Free Press, Canadian direc- 
tor of the Newspaper Advertising Executives Assn.; Edward H. 


Facts Must Combat 


1953 


Managers Assn. of 


Glamor in Selling 


Newspapers, Canadian Ad Execs Told 


P&G Ad Director Calls 


for More Competition, | 
Smaller Publications | 

MONTREAL, Oct. 20—‘‘Someone is 
going to have to sell newspapers as | 
a medium to national advertisers, | 
or those advertisers are going to 
be lured away by the ‘glamor girls’ | 
—tv, radio and magazines.” 

This warning was issued to the 
Newspaper Advertising Managers 


Fight’s All Over: 
Schwegmann Loses 


in Supreme Court 


WASHINGTON, Oct. 20—The long 
fight over the legality of fair trade 
appeared to have been finally set- | 
tled today when the Supreme 
Court refused to reverse the action 
of a federal judge who issued an 
injunction requiring the Schweg- 
mann supermarket of New Orleans 
to respect the fair trade price for 
the products of Eli Lilly & Co. 

This was Schwegmann’s second 
trip to the Supreme Court. Two 
years ago he convinced the court 
that the old Miller-Tydings Act 
had no provision requiring non- 
signers to respect fair trade con- 
tracts. 

Schwegmann’s second trip 
started soon after Congress 
rammed through a new fair trade 
law—the McGuire Act, specifically 
legalizing fair trading wherever 
state laws permitted. The McGuire 
Act said states could require both 
non-signers and signers to abide 
by a published fair trade price. 

This time Schwegmann raised a 
basie constitutional issue. It con- 
tended Congress could not author- 
ize states to require non-signers to 
abide by the fair trade contract. 


we When the lower courts over- 
ruled this argument and issued the 
injunction requiring his supermar- 
ket to respect the fair trade price 
for the products of Eli Lilly & Co., 
it asked the Supreme Court to 
consider the constitutional aspects 
of the problem. 

In today’s action, the court sim- 
ply refused to consider the case. 
There was no opinion. But the ac- 
tion constitutes a ruling by the 
court that Schwegmann failed to 
make even a prima facie case of 
constitutional injury. 


SCHWEGMANN HEARTSICK 
New ORLEANS, Oct. 20—John 
Schwegmann Jr., 
Schwegmann Bros. Giant Super 
Markets, said today he was “heart- 
sick” over the Supreme Court’s 


(Continued on Page 87) 


Assn. of Eastern Canada last week 
by Walter D. Hogue, director of 
advertising for Procter & Gamble 
Co. of Canada. 

Mr. Hogue said that newspapers 
will have to do “informed” selling, 
that they must have facts, and facts 
in large quantities, in order to in- 
fluence a national advertiser to 
put his advertising money in news- 
papers, rather than in other media. 


# “Right now newspapers are not 
doing that ‘informed’ selling,’ he 
complained. “You aren’t giving us 
those facts on effectiveness-per- 
dollar expenditure. You make na- 
tional advertisers buy newspaper 
space fairly well in the dark.” 

Mr. Hogue said that if newspa- 
pers as a group could present re- 
sults showing that newspaper ad- 
vertising sells more goods per 
dollar expenditure than campaigns 
in other media, then they would 
sell more space. He said that if 
newspapers could prove, for ex- 
ample, that so many housewives 
read the women’s page, that such- 
and-such an advertisement pulled 
so many replies, there would be a 
growing interest in “daily black 
and white” among national ad- 
vertisers. 

P&G, he said, started a $500,000 
newspaper results research cam- 


paign in 1941, using newspaper 
advertising in Pittsburgh, New 
Orleans and Minneapolis. Five 


months after the campaign started, 
“Pearl Harbor broke, the soap 
business went wild and the results 
were completely fouled up,” he 
said. 


@ The P&G advertising director 
said that if his company had been 
able to complete the test and if it 
had shown successful results, Proc- 
ter & Gamble might today be put- 
ting the bulk of its media dollars 
into bew newspaper ads instead of 
in radio and television. 

“It is such tests as that... that 
are going to be needed to back up 
your story in selling newspapers 
as a medium to national advertis- 
ers,” he advised. ‘“‘Remember, any 
company will inevitably be tempt- 
ed by the new glamor media which 
offer entertainment, the excite- 
ment of novelty and a storm of 
publicity. You newspapers. will 
have to counter with your weapon 
(which cannot be glamor, I’m 
afraid), which will have to be facts. 
It’s very much the same as if an 
ordinary woman were competing 
with Rita Hayworth for a man.” 

Mr. Hogue also urged newspa- 
pers to be more competitive among 
themselves. He said that an atmos- 


|phere of “live and let live” in a 
partner in| 


rival publishing field might be 
fine while there is plenty of ad- 


|vertising for both, but that when 
tv begins to drain off newspaper 


(Continued on Page 86) 


Burgeson, Bureau of Advertising, New York; Al Hume, Regina 
Leader-Post; W. J. Lupton, Guelph Mercury; Eric M. Wilson, Mont- 
real Star; James C. Anderson, Kitchener Record; Duncan Macin- 
nes, McCann-Erickson, Toronto; J. Ross Bates, St. Catherines 
Standard; Walter F. 
T. H. Johnstone, Ottawa Journal. The three-day meeting at- 
tracted more than 70 delegates. 


Bartel, Multi-Ad Services, Peoria, Ill., and 


Miss Sherman Tells 
Chicago Adwomen to 
Forget About Sexes 


Cuicaco, Oct. 21—If women 
want to get ahead in advertising, 


‘they must forget the battle of the 


sexes, 

The Women's Advertising Club 
of Chicago got this advice last 
night from Margot Sherman, who 
has gotten ahead to the point 
where she’s v.p., creative group 
head and the only woman member 
of the advisory committee on ad- 
vertising plans for McCann-Erick- 
son, New York. 

Miss Sherman, who doubles in 
brass as Mrs. Charles Peet and 
the mother of two children, de- 
scribed some typical masculine re- 
actions to women in advertising 
for the Chicago group. One kind, 
she said, always thinks that a wo- 
man’s decision is really a whim, 
and most men will describe a good 


adwoman as “clever” rather than | 


“sound” or “capable.” 


8In combatting this kind of think- 
ing, Miss Sherman said, advertis- 
ing women won't necessarily have 
to work harder but they will al- 
ways have to prove themselves. 
Miss Sherman produced a ser- 
ies of color slides for the adclub 
showing recent national ads pre- 


pared by women, including Chry- | 


sler Corp., Talon zipper and Wam- 
sutta sheet ads. All such ads, she 
said, “project a warm, friendly, 
feminine personality.” 

For women interested in making 
their way in the advertising busi- 
ness, Miss Sherman had these sug- 
gestions to offer: 

1. Look as good as you can. 

2. Write copy that will interest 
your audience and write it in that 
audience’s terms. 

3. Make your copy entertaining 
whenever possible, and always try 
to keep it fresh. 

4. Keep the advertiser's 
sage crisp and specific. 

5. Don’t ape anybody 
ural and feminine. 


mes- 


stay nat- 


Six Name Vick Knight Inc. 


Vick Knight Inc., Los Angeles, 
has been named to handle the ad- 


vertising and public relations for | 


Kaye-Halbert Corp., C 
manufacturer of telev: 
Pacific Instrument & Control, Los 
Angeles manufacturer of electron- 
ic devices; Porta-Fold Inc., Los 


ilver City 
ion sets; 


Angeles maker of aluminum lad- 
ders; Pyramid Products. Los An- 
geles maker of cosme - U. @, 
Pumic Supply Co., I Vining, 
Cal., producer of grill cks and 


planters, and Kaufmar 
es, Los Angeles manu 
assembly toys. 


Baskerville Joins WN > 
Charles Gordon Bask 


terpris- 
turer of 


lle, for- 
merly general manage KRIC, 
Beaumont, Tex., has t named 
manager of WNAO a: WNAO- 
TV, Raleigh, N. C. Mr. kerville 
succeeds Charles W. ne, who 


has resigned. 


FC&B’s Hussey Raps Publishers 


Radio Has Far Outdone 


|sales talk! Radio has cut rates (too 
‘often off the card, unfortunately), 


Space Media, He Says, 
to Meet Inroads of TV 


Cuicaco, Oct. 20—Printed media 
have not yet come up with re- 
search that effectively rebuts the 
sales story of television, Robert 
Hussey, v.p. and media director, 
Foote, Cone & Belding, Chicago, 
warned the Agate Club, magazine 
representatives’ association, vester- 
day. 

He pointed to current expendi- 
ture figures of all advertisers and 
especially leading advertisers to 
show that, while all media have 
made dollar gains, broadcast ad- 
vertising has increased its share of 
market to a degree that threatens 
competition with further slides 
when it becomes truly national in 
coverage. 

“I am not at all sure, of course,” 
he continued, “that magazines and 
newspapers could have reversed 
the share-loss picture if they had 
quit selling primarily in their own 
backyards, and had sold harder 
against the other types of media, 
notably tv. But I do have a hunch 
that their results might have been 
better if they had stayed less close 
to home in their selling tactics. 


s “When tv took its huge toll of 
radio, starting four years or so 
ago, did radio continue merely to 
go after the remaining radio busi- 
ness—sell only in its own back- 
|yard? No, while maintaining a 
lively fight—station against sta- 
tion and net against net—it also 
'revamped the BAB and through it 
lis selling right back at tv, and 
against print to boot. 


For Poor Defense Against TV 


“And radio's selling is not mere 


has dreamed up new and highly 
competitive packages, has dug up 
research facts, success stories, and 
a never-ceasing flow of up-to-date, 
informative material, all in addi- 
tion to the personal pitches of the 
radio reps themselves. Other me- 
dia have done a good deal, too, but 
not so much. And certainly not so 
directly competitive to tv as tv has 
been to them! 


s “To the best of one man's knowl- 
edge, the only print media which 
have done any major print vs. tv 
studies are ali too easily remem- 
bered—a small part of the last 
nine-book study by Look, one spe- 
cial job by Puck, parts of the last 
Crowell-Collier study, and Life’s 
recent, highly controversial audi- 
ence study of four media. A total 
of four publication studies since 
tv began to really bite five years 
ago. 

“That’s about it! Studies by 
newspapers of tv's effect? Per- 
haps, but I have missed them if 
any of note have been made. 

“Cumulative audience studies by 
print? Sorry! Radio has had cum- 
ulative audience facts for a de- 
cade. Tv has had them from its 
inception. But in the print field 
only Life has done anything, and 
that only in the last three or four 
years. And yet it seems to me that 
frequency is hardly an inconse- 
quential factor in advertising. 


# “So with print on the tv spot 
(along with radio), what moves to 


(Continued on Page 90) 


Post Office Official 
Predicts Expansion 
of 3¢ Air Service 


WASHINGTON, Oct. 21—A _ rank- 
ing Post Office Department offi- 
cial predicted today that the pre- 
sent tests of 3¢ letter mail by air 
may soon be extended to a perm- 
anent service for the entire coun- 
try. 

Inaugurated two weeks ago, the 
tests provide for air shipment of 
first class letters when space is 
available on regular passenger 
flights. Under the existing plan, 
the air service is confined to the 
W ashington-Chicago and New 
York-Chicago service. 

L. Rohe Walter, special assistant 
to Postmaster General Arthur 
|Summerfield, told a direct mail 
seminar of the Washington Adver- 
tising Club that the initial exper- 
ience with the test has exceeded 
all expectations. 


es “Hundreds of thousands of let- 
ters, postmarked as late as mid- 
night, are being delivered in the 


CHRIS J. WITTING, managing director of 
DuMont Television Network for the past 
three years, has been appointed president 7 , 
of Westinghouse Radio Stations Inc., ef- | Kelvinator’s agency is 


fective Jan. 1. 


| 


first morning delivery,” he re- 
ported. “As soon as we have more 
experience, we will undoubtedly 
extend the test to other parts of 
the country.” 

His report on the Eisenhower 
administration's efforts to improve 
postal service was a highlight of 
an all-day meeting for direct 
mailers under the chairmanship 
of Lawrence I. Brettner, circula- 
tion promotion manager of Amer- 
ican Aviation Publications. In ad- 
dition to Mr. Walter, speakers in- 
cluded Thomas J. McElroy, pro- 
motion manager of the Catholic 
Digest, and James Rotto, sales di- 
rector of Hecht Co. 


Kelvinator to Use 
Holiday Gift Copy 


Derroir, Oct. 21—-Kelvinator di- 
vision of Nash-Kelvinator Corp. 
will tee off with its national ad- 
vertising drive to stimulate pur- 
chasing of major appliances as 
holiday gifts with the first of five 
color page ads in Life Oct. 26. 

“This Christmas Give Kelvina- 
tor—the gift that gives for years” 
is the theme of the five ads, which 
also will run in a number of other 
national magazines that the com- 
pany declined to name. The key 
ad also will appear in several hun- 
dred of the larger city newspapers 
across the nation. 

In the opening ad, safety fea- 
tures of the home dryer are em- 
phasized. On Nov. 2 the ad will 
feature a_ refrigerator. Electric 
ranges and automatic washers will 
be featured in the Nov. 9 and 23 
issues of Life. 

The final ad in the series will 
appear Nov. 20 and will promote 
all products, including refrigera- 
tors, ranges, washers, dryers, Kel- 
vinator cabinets and sinks, room 
air conditioners and electric water 
heaters. 

Geyer 
| Advertising. 
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Government Okays 
New Antibiotic for 
Commercial Products 


(Continued from Page 1) 

host of possibilities in bandages, 
body powders, soaps, toothpastes, 
deodorants, lotions, salves, etc. 

“Described as a “multibiotic,” a 
combination of streptomycin, ba- 
citracin and polymyxin, the prod- 
uct is the result of four years of 
research and clinical tests, and is 


reportedly capable of killing a’ 


greater range of harmful bacteria 
than any of the hundreds of 
known antibiotics. 


s Dr. Price pointed out that as a 
deodorant, for example, the multi- 
biotic would act by destroying 
bacteria instead of working on 
perspiration as most deodorants 
now do. As a _ pre-impregnated 
bandage, it would destroy bacteria 
without burning or otherwise af- 
fecting skin tissue. 


No announcemen has been 
made about future plans for the 
introduction of “multibiotics” in 
consumer products, but it was 
indicated at the Academy of 
Sciences meeting that an an- 
nouncement will be made within 
the next several weeks by Multi- 
biotics Corp. of America, the 
Baltimore group which sponsored 
the research and testing program. 

Anybody interested? 


2 Tobacco Companies Merge 


American Tobacco Co., New 
York, which owns 96% of the 
common and 81% of the preferred 
stock of the American Cigarette & 
Cigar Co., New York, will merge 
with the latter company, directors 
of both have agreed. American To- | 
bacco puts out Lucky Strike (Bat- 
ten, Barton, Durstine &. Osborn) 
while American Cigarette makes 
Pall Mall (Sullivan, Stauffer, Col- 
well & Bayles). 

Paul Hahn, president of the two 
companies, said maintaining them 
as separate operations has been 
an unnecessary complication. The 
merger will not have any effect on 


the advertising plans or agency 
assignments of American Tobacco, 
a spokesman for the company said. 


Calvert Elects Guttenberg 
V.P. as Advertising Head 


Edgar E. Guttenberg, advertising | 


director of Calvert Distillers Corp., 
New York, has been elected a v.p. 
in charge of advertising and sales 
promotion. 

Mr. Guttenberg, who joined Cal- 
vert in 1936 as assistant sales pro- 
motion manager, was named ad- | 


vertising director in 1949. In his) 
17 years with the company he also) 


filled the posts of assistant adver- 
tising manager and advertising 


/ manager. 


Motorola Backs ABC-TV Drama, 


Motorola Inc., Chicago maker of 


auto radios and television receiv- | 


ers, has signed a contract with the 
ABC-TV network for the sponsor- 
ship of “The Motorola TV Hour,” 
which will be seen on alternate 
Tuesdays from 8:30 to 9:30 p.m., 
CST, beginning Dec 1. The pro- 
gram will be a _ series of live 
dramas. Ruthrauff & Ryan, Chi- 
cago, handled the contract. 


1,310,000 


IOWA PEOPLE 


read THE 


we Ee Ge ee 
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Highlights of the Week’s News 


America’s truckers are winding up for a vast advertising and public 
relations program designed to sell the importance of highway trans- 
portation. A good part of the bill will be picked up by the industry's 
Me eee sis ny clea s ges wdee ne éa'seeebeatae a Page 1 

Babies are expensive, General Electric finds. The company offered 
five shares of stock to employes who added an heir on Oct. 15 and 
is now making out stock certificates for no less than 181 in- 

BIER SR Riek We Cae ey ea oe Page 2 

New business for consumer magazines, Bernard Gallagher says, will 
come from the trade field. Consumer publishers are starting to build 
up trade circulation to increase the value of their pages to adver- 
NRIs suc eta I eS Fe ety ls Fy kg eh ae aioe ae Page 2 

Schwegmann’s Super Market has lost again. The Supreme Court won’t 
set aside the injunction preventing the store from selling Eli Lilly 
products at less than the fair trade price .................. Page 3 

Newspapers need more facts. This warning came last week from two 
sources—Walter D. Hogue, ad director for Procter & Gamble Co. in 
Canada, addressing Canadian newspaper ad managers, and Robert 
Hussey, Foote, Cone & Belding v.p., who accused magazines with the 
same faults in a talk before the Agate Club ................ Page 3 

_Premium promotions are on the increase, according to Progressive 
Grocer. A survey by the magazine found 41% of the supermarkets 
were using some kind of premium plan and 80% said they boosted 
RR A nn ee a ne ee een Page 24 

How Kenyon & Eckhardt views ad budgets was told by William B. 
Lewis, agency president, who said that K&E breaks its clients’ bud- 
get into defensive and offensive budgets .................. Page 36 

| Roy Norr’s crusade against smoking may get some help from the na- 

| tion’s Better Business Bureaus. The Kansas City bureau has sent a 

| memo to other bureaus urging them to support legislation to control 


Advertising Age. 


| mg eee ee ee ae err eee ere err rare Page 46 
| Automation Age: E. B. Weiss’ fourth and final fascinating instalment 
on the machine age starts On ........... ccc ccccccccccsceces Page 59 


| Don’t monogram those Christmas gifts! That’s one bit of a lot of good 
| advice adman’s wife has for publicity and public relations men on 
ey Be IE 6.85 6 od KR AE SESE RPACS 6 445449 T RSA ADRES Page 63 

| Business paper advertising by Cannon Mills has stretched over a 30- 


year period. How the company has profited from its business publica- 


See Ge OE TO oi 65h 0600 ho 608 ee ese e aN Page 79 
REGULAR FEATURES 
| Advertising Market Place ....80 Getting Personal ............. 38 
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|Farm Publications Linage ... .40 


| 


Voice of the Advertiser ...... 74 


Appoints Clinton D. Carr 


Baltimore Copper Paint Co., 
Baltimore, maker of Regatta ma- 
rine finishes, has appointed Clinton 
|D. Carr & Co., Baltimore, to han- 
idle its advertising, effective next 
| January. Previously, La Porte & 
|Austin, New York, had the ac- 
| count. 


DES MOINES SUNDAY 
REGISTER 


_WKNB-TV Appoints Bafford 


M. Dean Bafford, formerly pub- 
lic relations director of Bolsey 
Corp., New York, has been ap- 
pointed director of publicity and 
promotion of WKNB-TV, Hart- 
ford, Channel 30. Mr. Bafford will 
work for both WKNB radio and 
"tv. 


and they buy — buy — buy! 

93% own a washing machine— 94% have a mechanical 
refrigerator —99% boast a modern range — | 
70% own their homes | 


980,000 read NO OTHER Sunday Newspaper. 


. . . as reported by the Advertising Research Foundation in its first 


an \ 


Wale | 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd Street, 
New York 36, New York. 


and 


you 


a 


THE DES MOINES SUNDAY REGISTER 


...an “A” Schedule Newspaper in an “A-1"’ Market 
GARDNER COWLES, President | ‘ 
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WHY 
PUNeo aS 


You don't need a crystal ball to 
know you will get the best printing 
results when your plates are made 


ohhs 


by Laurence. You know that 


Laurence skill and care insure their 
complete dependability. And you 
know they'll be delivered on time, 


priced right too. You can 
foresee all this because 
know that for 20 years 


Laurence has been helping 


blue-chip advertisers and 
their agencies do a better job 


by doing a better job for THEM. 


+ aaure nr ©} @& In.-CHICcAco 
FINE PHOTOENORAVINGS FOR 20 YEARS 
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TO SELL THE 


Herald Tribune families spent 
$230,000,000 on their 1952 vacations. 


Herald Tribune families own 420,000 
record players or phonographs. 


Herald Tribune families have 
480,000 checking accounts, 320,000 
safe deposit boxes. 


90th of a series 


In New York, one newspaper alone selects the best segment of 

the market for you...the Herald Tribune! It’s the best segment 
because it consists entirely of New York’s best customers ,.. 

the people who not only can afford to buy, but who want to buy and do 
—Five and A Half Billion Doilars BIG! ...atremendous purchasing 


power that makes itself felt in profitable sales at all price levels! 


Right now, these best customers in the Herald Tribune give 
you the best opportunity to sell the most—to cut your advertising 
costs and inerease your profits by concentrating where it counts 


—in the Hera! Tribune Quality Market! 


NEW y A. 
Aer;: tye: Tribune 


Cay ee oreo! . 
eS ee ieee omy 


gh ee ae ee SB an is oie ae? daa Noon cs ae eet a Se eae Re Mage or $- eer yee B Niel Greate * gs! SRE oe ae iy kt A TS «7 Me ig et SONS he Fe ae) ae at bl RN eee ie f Me a Se ea ball ie 
~ oi : Sindee «aaa Bane ar eee ST gle ere ) RO NR ra i a ' hiker igiere* +) aes ao aire Ree sty 2 ea ee Bat eens Me Rei " . : Re pid Px pa)? pte eens eee ee Teg Ie 8 : ‘ A : , (EP ag Se ae SP Nt (eNO Eh aan 
2, eh cree NM seul on Regie baal SE ee ig pe ype (ise tere fe eed ; ea : pa : 2 peel ahs aiteeh PSEA ld al Be cy suas ae = | Seater Mads Baa ig C2 Se esas 3 7 ea ME eo os mg ee et ey ee 
Cer awe We ess ar Ne Ne aa. ee Ph ee eee es ter a te eee or eee: 2 eae cee cy eae Tt os ae a ee enema! 2 8 tte 
PO aR te eee cot eeiadinl | ek Bers tana tie ei SS edi c 2 a PP aE pb neg Rig SO ata >i ee ee ce CELA eSB ne cs oN Pa Bae": af OR RO i | Nant, i'r vets hes emery Peal Tag esky ct ue alia de wa ae oe ae a oeuaar ; 
ae rir ae SE eee ny ss Me : i ae We as ON RI es eam oe Me aes See. eee Came eae ee a ire ; : age Ap ee ee me oe Se Fedbpee ‘ ee " 
se Te Fee GN ile oR SMMC ge ce gee RP A << jleserea 8” i, a, oe ren a. 4 eGo pas toa eo ee uate eNO. lira oes Merge, i oF Paes i Sy Paps gar ot Esk toto, Eh Ps saad ge 
a en ee eo ey Tigh. a oe a ee NERC te MELE SU a Rico tisee ee NYE Se ae epte aE NEE yo. 1 Raa pO bias = ee cade fee eee fh Pai = 
Nee 2 pebacuar ea ‘ a c pat ee PURPLES mem eet ~ E ‘ i . eae 2 a see baits eas = , 3 , ‘ oe i aaa 
- ae an x ' ‘ Wee ; = ’ . ‘ - ae 
< ii ? age ,'; . . . x x ae 
ee 
ne 
=P) 
ae 
a | 
; 
a es ee 7 : 
; p Hes . v 
ee gages Sint 
: y bin so Gecey 
. 1 * the oe i 
i 2 See tie ed 
Bosh, 4 Bad abe Ske 
é + ° « ‘ ss Pete ‘ 
ee ee es ce <5 : : React 
wh “ “ * ¢ t ‘ é » % . eit ete 
. 7 A Lies 
‘ Sela aie 
; . ae: 
ats Tae 
Bambee 
oh Aegare 
‘ “a 
ZS caren 
oft mf a tld 
- a“ 
ne 
eee 
sa 
a 
, i ayes aoe 
- f 5 goes Se 
' ee 
*g @ . 
en nts f jy 
% ¥ i : i 
* a Pan neg 
¥ iy eal 
omen ; . 4 Paves 
Saree : : Soe oe 
eats Fy - . ‘ : . <o 02 ee 
i te ei: ; : ; -s pag ae 
bacehe ae sry : . ‘saae, 
Bie “ ‘ i 
Py age 6 hs 
‘ ‘ \ ae 
aap 
aan 
" Waliere 
agar 
oad Boke 
irr 
Wig de 
7 ® '’ Nad es 
ae 
i a 
Peete 
ey e 
ae 
; ye 
= et - 
wie ne © oe 
nt a a 
— =f) F Eee 
<== q ———¥ > — alae 
ea < 
~ aint ye 
‘ ‘2,6 Yl - 
Bay. ee 
of, * : e Y 
Hes |; Sees; ‘ : 
= + 522 | ft -_ — = 
— 339 
— oa gt cs 
“= « - ¢ > aimee 
a on - D4 -- = Rae | 
th ee :\-- 2 
>" —eEeEeEeEe eee 
—_—_s— —— — : 
&S . 
- 
Pe it 
aa 
~~ Sl a eee 
— poe 
® p27 F£ at ua 
Pom a S ee 
os X a See 
i 3 
oo ag eet FEA 7A) nee 
——— ; 
R y al mae 
J 7," a ees 
OQ erence ioe 
ORI sa 
OO GTE ee 
Va vi 
vaien 
a | 
- ; x 
. - 
| a +e 
= tt ) Qp ’ 
— = = 53 
(/ > ih 
—— Y, + 
+ 
= Zz a” ‘ 
Fa = 2 a 
=ZA aati — bed oe 
o —~Bas = ;, 4 ‘Sia 
a -—-__———-—— ’ 
eee ey 
Bey 
ee ; 
aS 
ee 
. “ oa J ” ~— . ‘ 7 i ‘ 4 7 Na 4 i“ i, . * * f bie et . = roy 
Bs * ms ad ey } ety e ’ Se: Oc ' v : - : eS j Sige ; i Pars rein pee. ri Bebe Is ly ik vine +, 3 ee ee Pee ie 
: J Fag at 7 a Aes Ae 7 a astae oo * Wi cee! ; Pg Wee oa er 9 FP. aoe J ~ ear - att Be Eo TE? as t + z tis VaR Lk eee ne bow : Ey > 3 tr re | si ab Aes Pe x 4 mii 4 * Site? td re Yr sae 4 
1s ve * x ‘Sete : la ¥ < sa a ¢ 2 - pi Mart Pe} Pst x ¥ ¢ ‘ ve AF ON $75 Bee B BS oa Gere . a “ ‘ : E a 


6 


To Morrison-Greene-Seymour 
has appointed Morrison-Greene- 
Seymour, Milwaukee, to handle its 
advertising. 


McVicker Joins Schonfarber 


Robert J. McVicker has been ap- | 


pointed radio-television director of 
Gordon Schonfarber & Associates, 
Providence agency. 


Chernow Appoints Rivkin 
Brook Hill Farms Inc., Chicago, | 


Samuel Rivkin, formerly poed 
and advertising manager of Lov 
Bird Diamond Co., New York, hos 
joined Chernow Co., New York, as 
an account executive. 


Arthur A. Judson Inc. Moves 

Arthur A. Judson Inc., New 
York agency, on Nov. 1 will move 
to new offices at 19 W. 44th St. 


/openings and promotions in vari-| openings, store remodelings, etc., | 


Advertising Age, October 26, 1953 


Orchids of Hawaii Hires Business 
Publications Instead of Salesmen 


(Continued from Page 2) | niversaries, Mother’s Day, and 
Krueger says that Kroger ull | similar events. Other occasions for 
sends in orders regularly for store. which they are in demand—store 


,ous parts of the country. 

The company’s first busines» pa- 
|per advertising began as soon as 
‘the potential of the retail field be-| 
came apparent. Experiments with 
different size ads soon conv.uuced 
Flowers of Hawaii that one- -eighth | 
page space is as productive as one- 
half and one-third page insertions. | 


We’d hate to embarrass anyone, 
but cold facts and figures show that of the 301,885* 
upper bracket executives who read The Rotarian 
magazine, only about one-third read any of the other 
four leading executive publications. 


We mention it just in case you think you have |ized at one-eighth page. An aver- 


| As a result insertions are standard- | 


are even more infrequent. 


Hence it is not the size of the’ 


ad that is important. ‘The impor- 


tant thing is to write copy that in- | 
duces the business man reader to), 


,clip the ad and keep it for the 


time when he might be running a_ 


special event. 
Based on this “keeping for ref- 
erence” reasoning, Hugo Scheib- 


‘ner, who handles the account for 


York. Mr. 


age of 20 business papers are being Abbott Kimball Co., Los Angeles, 


S. NEIL FUJITA, formerly art director of 


|N. W. Ayer & Son, has been appointed 


art director for Columbia Records, New 
Fujita’s illustrations have ap- 
peared on magazine covers, and his paint- 
ings have been exhibited at major galleries. 


this market covered. Could be that a second 


~—) "Rotarian 


in order, 
35 € WACKER OR... CHICAGO 14, thE. 


used on a monthly or weekly basis. 


timely item. They don’t have a) 


events which happen only once a) 


*301,885 ABC net paid, June 30, 1953 | pear for the average retailer—an- 


| daily use. Their usual use is for. 


the company’s agency, says the ob-| 
jective is to get as wide circula-| cards sent out more than a year 


ws The company theorizes that the} tion as possible. “The greater the! before. 
smaller space insertions are effec-|circulation, the 
tive because the orchids are not a| returns,” 


greater the It took some time for the com- 
| he says. pany to realize that most of its in- 
| quiries come from customers in- 
s All ads are keyed to the publi-_ terested in the orchids for future 
cation used, but only to compare use. When orders did not follow 
ads, not publications. If an ad inquiries immediately, many fol- 
' doesn’t pull its weight, it is imme- low-up letters were used. Now, 
‘diately discarded and replaced by | Flowers of Hawaii has learned that 
‘a new one. The company doesn’t an inquiry followed up with noth- 
|pay too much attention to the ing more than the mailer usually 


are greatest, 


well-known jeweler, 


“It’s not the size, 
it’s the FEROCITY!”* 


Copyright 1051, The New Yorker Mavazine, Ine, 


*The New Yorker hits hardest where sales of quality goods 
One man came all the way from Maine to 
New York City with a New Yorker advertisement in hand 
and bought $4,000 worth of diamonds for his wife froma 
Write us for other examples of The 
New Yorker's vitality in our new brochure, "It's not the 
Size, it's the Ferocity". 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 
NEW YORK CITY 


"quantity of inquiries an ad pulls 


| because one response can be equal | 
in sales to 10 or 20 average re-| 
|20 business publications is basic. 


sponses. 
| For example, Vanda orchids are | 
'an approved gimmick for the re- 


| tail stores of Firestone Tire & Rub-| 


ber Co., which use them to get 
'»yeople to look at refrigerators. The 
‘salesman approaches a woman 
shopper and tells her he has an 


‘orchid for her. The orchid is kept. 
in the refrigerator, and the sales- | 


/man goes into his pitch as he opens 
‘the door to get the orchid. 


an inducement to get women into 
their showrooms. 


gs All mail inquiries are answered 
with an 8x14” mailing piece which 
pictures the orchid in color, shows 
testimonials and suggested uses, 
quotes prices and includes an order 
/card. This same mailer is also sent 
|to approximately 200,000 retailers 
every year to get additional cir- 
culation, backing up the business 
| paper advertising. 

The mailing pieces have a long 
life. In an average month, approxi- 
mately 12 orders are received from 


results in an order. 
# For the most part, a list of some 


A publication may be dropped, but 
‘only temporarily in order to use 
another paper in the same field or 
another field. 

The current list of publications 
carrying space regularly includes 


| Banking, Boot & Shoe Recorder, 


Chain Store Age, Cleaning & Laun- 
dry News, Drug Topics, Gasoline 
Retailer, IGA Grocergrain, Pro- 
gressive Grocer, Supermarket News 


Many Ford and Nash dealers al- | and the Wall Street Journal. 
'so are offering Vanda orchids as' 


| Newcomb to Calkins & Holden 


Newcomb Audio Products Co.., 
Hollywood manufacturer of pub- 
lic address equipment, music am- 
plifiers and phonographs, has ap- 
‘pointed Calkins & Holden, Carlock, 
McClinton & Smith, Los Angeles, 
to handle its advertising. Consum- 
er magazines and business papers 
will be used. 


Jones to Campbell-Mithun 
Fred R. Jones, formerly in the 


/San Francisco office of Buchanan 


& Co., has been named copy super- 
visor of Campbell-Mithun, Minne- 
apolis. 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 


| COURIER 


Here is proof... proof 

profitable fe TEST MARKETS in the Mid-west ... A 
covered only by the Waterloo Daily and Sunday Courier. 
Let our advertising and merchandising department show you 
whet con be done with your product. Write. 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
| OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS . 
| cooperative. You may hove o copy of our tie-in report FREE 


+ proof our grocers are 


on request to see how your products rated in our local gro- 
cery advertisements. 


thet this is one of the Richest, most 
Market 


Story. Brooks & Finley ‘Nation o! Ads vertsng Repres 
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The Phoenix Republic and Gazette has 


TERRIFIC PULL 


in the $1-billion Arizona market! 


There’s a $1-billion potential in booming Arizona. And the 
prime mover that pulls it to market is The Phoenix Republic and 
Gazette. Its tremendous power comes from solid coverage of 
the $500-million Phoenix metropolitan market, 59% coverage 
of the entire $1-billion Arizona market — and you can put it 
to work for you with a regular advertising schedule in The 

Republic and Gazette. Make sure The Republic and Gazette 
is pulling sales for you. 


THE PHOENIX REPUBLIC & GAZETTE 
PMOEMIX, ARIZONA 
REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
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Extensive Ad Program for Trucking 


Industry to Be Backed by Suppliers 


(Continued from Page 1) 
foundation logotype jointly, and 
to designate where the messages 
will run. 


s Each member uses his own ad- 
vertising agency, and the associa- 
tion says: “We hope to have the 
services of dozens 
finest advertising managers and 
top advertising agencies.” 

“With due respect to our great 
advertising agencies—and the 


THE NEW KEY TO 


ftsburghs Kich Market! 
4 WKJF-TV Channel 53 


PITTSBURGH 
NBC PROGRAMS 
Not’! Rep. WEED TELEVISION 


of America’s | 


American Trucking Associations 
itself uses the largest agency in 
the world—this is one situation | 
where the creative thinking of a 
great rnany experts is more ad- 
vantageous than that of a single 
agency.” 

So far the whole project is still 
in preliminary stages of develop- 
ment. According to present plans, 
each contributor is to have repre- 
sentation on the board of direc- 
tors of the foundation. No policy 
'statement or manual of suggested 


copy themes has been prepared, 
but J. Walter Thompson Co., agen- | 


cy for ATA, has been consulted |the foundation hopes to combat over-estimate the 


throughout the process of planning 

'the program, and ATA is advising 
‘suppliers that the agency stands 
ready to cooperate with firms 
|which contribute to the founda- 
| tion. 


“As the foundation grows we 
will see spread across the pages 
of our great magazines and news- 
papers, linked together on tele- 
vision and over the air and em- 
blazoned on the nation’s bill- 
boards, the names of the trucking 
industry, the ATA Foundation and 
America’s biue chip industrial 
concerns in joint signature,” Mr. 
Carey is telling truckers. 

“What it will mean to you and 
your industry for all the world to 
see this partnership of our great 
industrial corporations and our 
own industry, jointly making 
statements about truck transporta- 
tion and industry problems, I 
leave to your judgment. When and 
as these ads appear, I hope you 
will express your approval direct- 
ly and in unmistakable fashion.” 

Mr. Carey frankly admits that 


the many public relations pro- 
grams which continue to plague 
truckers. 


s “It is difficult for those of us sight except that which may be) 
who understand the situation to|afforded by an extraordinary ef- 
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fort on the part of the trucking in- 
dustry and its friends to neutralize 
the difficulties. A basic condition 
of great seriousness is our high- 
way problems. There are many 
worthy attempts being made to 
cure it and we believe that the 
foundation’s efforts in this direc- 
ion in tandem with our suppliers 
will be a big help.” 


ea L. A. McQueen, v.p. in charge of 
| Sales for General Tire & Rubber 
|Co.. said his firm believes the 
;}concentration of messages under 
company and foundation signa- 
tures will produce values which 
JOHN C. WHEATLEY, formerly v.p. and as» would not be possible if the ads 
sistant copy director of Ruthrauff & Ryan, appeared under the signature of 
Chicago, has been named v.p. and creative |the foundation itself, or of individ- 
director of MacFarland, Aveyard & Co.,! ya] suppliers. 

Chicago. He said his firm has been car- 
|rying trucking industry messages 
importance of | within the framework of its gen- 
the joint effort now being made /eral product advertising during 
possible by the foundation. the past two years, and has worked 

“Our problems are intensifying. with ATA in preparing these mes- 
There is no immediate relief in | Sages. 

“Our decision to go along with 
the foundation plan of cooperation 


IF YOU SELL 


in Nebraska and Western lowa 
Take ANOTHER LOOK at Your Market! 


364693000 


Here is a market that is spending 38% more 
for their food in 1952 than they did in 1948. 
Better quality food and more of it is being 


Route Books: Grocery lists a 


Western lowa. 
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Consumer Analysis: 
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Take a look, too, at the One Paper 
Coverage offered by The World-Herald 
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sold to these 114, million people. 


Is Your Product Here? Food advertisers 
like The World-Herald food section every 
Thursday and Friday, edited specifically for 


Midwest homemakers. It sells food and sells 


housewives on food ideas. 


3 out of 5 families in 103 counties 
are reached daily and Sunday by 
The World-Herald. 


O’Mara & Ormsbee, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 


258,372 Sunday 


Publisher's Statement for March 31, 1953 


1952 Total Food Sales 


___ (93 Counties in Nebraska; 10 Counties 
in W. lowa. Source: 1953 Sales Man- 
agement “Survey of Buying Power.” ) 


with the industry was made after 
a review of General Tire’s past 
cooperative programs convinced us 
that this new medium for a joint 
effort is potentially at least much 
more effective,” he declared. 


River Brand Boosts Rice 


River Brand Rice Mills Inc., 
New York, is introducing a new 
quick method of cooking natural 
white rice with a four-color jun- 
lor page in the November issue 
of Ladies’ Home Journal. The 
process enables the consumer to 
cook natural rice in 14 minutes, 
according to the company, com- 
pared to former methods requiring 
several hours. An advertising cam- 
paign will run in Ebony, Look and 
Our World. Donahue & Coe, New 
York, is the agency. 


American Brake Names Exec 


American Brake Shoe Co., New 
York, has appointed H. L. Hum- 
phrey v.p. in charge of sales for 
the American Brakeblok and Kel- 
logg divisions of Dominion Brake 
Shoe Co. Ltd., an ABS subsidiary. 
With the company since 1940, Mr. 
Humphrey was formerly sales 


manager for the Brakeblok divi- 
sion. 


Nixon Heads Campbell Sales 


William B. Nixon, associated 
with Campbell Soup Co., Camden, 
since 1928 and currently general 
sales manager, has been promoted 
to v.p. in charge of sales. 


Who Cares About 
NUTRITION ? 


James E. Knox, President 
Charles B. Knox 
Gelatine Co., Inc., says: 


“Informed people after 40 watch 
their diet and seek out foods 
that favor their health needs. 
It's part of our job, and that 
of other manufacturers who qualify 
to keep this important market 
truthfully informed.” 


When you sell quality foods 

to those who are particular about 
health or taste, you find your best 
prospects in the mature third 

of America (53,000,000 people 
over forty). You sell them 

through THEIR magazine— 


22 E. 38th St. 
NewYork16 
N.Y. 
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What makes a newspaper great? 


This article was written by International News Service 
columnist Bob Considine for one of his regular columns. 
The Minneapolis Star and Tribune reprints it here in 
the interest of ali newspapers—and newspaper readers — 


everywhere. 
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The Miracle at Your 
Front Door 
By BOB CONSIDINE 


International News Service Columnist 


CAME face to face with a genuine 
miracle today. Opened the door of 
my house and there at my feet lay 
an object which, when unfolded, 
brought the whole world before my 
eyes. It was a world of war and 
peace, high resolve and despair, love 
and hate, tears and laughter and it 
was all there before me. 


THIS MIRACULOUS OBJECT 
waseasy to lift. Its leaves were easy to 
turn. Yet once it had been a massive 
part of a tree in Canada or Sweden, 
a tree that had needed years to grow. 
The tree was felled at the proper 
moment, stripped of its bark by in- 
tricate devices, pulled through for- 
ests, transported down rivers, fed 
into the maw of a mill, mixed with 
strange chemicals and made into 
paper. 

There were words on these folded 
sheets of paper I found at my door. 
And pictures to explain the words. 
Here, to make these words and pic- 
tures visible and enduring, a sub- 
stance named ink had been intro- 
duced—a substance made ofa varnish 
prepared from linseed oil, rosin and 
soap, to which the proper pigment 
had been added and the lot ground 
to a great fineness in a special mill. 
THE INFINITE TRAGEDY of 
war came to me, snug in my home, 
through the intercession of a reporter 
who had studied and worked for years 
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to obtain his job, and who drank in 
his impression only by living with the 
muddied warriors and sharing their 
terror and bravery. 

His story had been shouted into a 

crackling field phone, or tapped out 
in a battered press hostel, and flung 
across the sea by the confounding 
miracle of radio. 
ONCE IN THE UNITED STATES 
...it had been further polished and 
placed on a “‘printer’’, and fed elec- 
tronically to hundreds of outlets at 
60 words a minute. Then it had been 
taken off the machine, edited, inter- 
preted in headlines that contained the 
exact number of letters and spaces, 
reduced to metal, pressed against a 
yielding, pulpy sheet named a matrix, 
which in turn gave birth to its image 
in metal, attached to a printing press 
that cost a million dollars, inked, and 
wedded to an endless sheet of surging 
paper. 

It had been bound, transported in 
trucks, trains, planes, earmarked for 
me for a few pennies, and put at my 
door by a neighborhood lad. 


THE WORLD UNFOLDED. From 
Moscow there was word that deeply 
affected me, an intra-mob fight in the 
Kremlin--where previous machina- 
tions had brought to mankind an in- 
comparable scourge, and had caused 
us of the free world to teeter on the 
brink of bankruptcy. 


Puzzled by the significance of the 
strife, I turned to astory written by a 
man who had lived in Russia and who 
knew the purgers and the purged. 
And from there to stories of what 
the great ones had saic of all this, in 
London, Paris, Washin «on, Ottawa, 
Mexico City, Melbour:. Manila, Rio 
De Janeiro, Johannes! irg.. - 


But there was so uch more. 
There was word of t} progress of 
the latest political rey ition in our 


JOHN COWLES, _ ident 


CONSIDINE 


own country, of changes in the law 
of the land, the cost of continuing to 
be a citizen, the cost of a skyscraper 
and of a pat of butter. 


SOME OF MY FUTURE was be- 
ing shaped by my representatives in 
Washington and some of it in Korea, 
and yet I knew it almost instantly 

-its scope and meaning—and, being 
a person who employs these repre- 
sentatives by my vote, I could begin 
to decide then and there whether to 
dismiss them or retain them in office. 


There was news of the atom, our 
smallest weapon, and of the projected 
carrier, our largest. The miracle in 
my hand took me through the Brand- 
enburg Gate in Berlin and showed me 
the wrath of risen slaves. It let me 
into the study of Marshal Tito. I was 
with Adlai Stevenson in Vienna and 
Dwight Eisenhower in drought- 
stricken Texas, and with Cambodian 
Premier Penn Nouth in Saigon. And 
Marilyn Monroe in Hollywood. 


I left London with the Queen of 
Tonga, and helped lasso a Hereford 
bull in the streets of Charlotte, N.C. 
I went to a stylish first night on 
Broadway, and to a couturier’s open- 
ing in Paris. Mr. Truman told me 
why his side had lost last November. 
“People let demagoguery get the 
best of them,”’ he snapped at me. 


MY BALL CLUB won, my comic 
hero was saved in the nick of time, 
my wife learned how to cook and 
make over the entire house, my two 
shares of stock would stand the im- 
pact of peace, my fear of polio dis- 
pelled by gamma globulin, my golf 
slice could be cured by a change of 
grip. 

ALL THIS through the miracle I 
held in my hand (and had come to 
accept as routine) —-MY NEWS- 
PAPER. 
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Is Agency Service Too Circumscribed? 


Within recent weeks there have been a number of indications that 
advertising agency service is not broad enough to please a good many 
advertisers, and that in some instances a considerable broadening of 
service might be beneficial to both advertiser and agency. 

Recent surveys by Apvertisinc Ace, for example, have indicated 
that only a relatively small minority of advertising agencies provide 
public relations services on a comprehensive basis, and few agencies 
seem to be important factors in buying collateral services, such as 
direct mail, point of sale, house organs, sales promotion material, etc. 
Indeed, one speaker at the Printing Industry of America meeting 
bluntly suggested that printers should by-pass the agency altogether 
and deal directly with the client if they expect profitable, satisfactory 
relationships. 

There has always been a question as to how far advertising agency 
service should extend. Some agencies maintain that such things as 
public relations, or sales counseling, or package designing, to name 
a few, are proper agency functions; others maintain, just as strongly, 
that all of these functions are functions of specialists outside of agen- 
cies. But we know of no advertising agency which would argue seri- 
ously that direct mail, sales promotion, catalog production, point of 
purchase, and other advertising and promotional devices are outside 
the scope of agency service. 

All of these things are certainly a part of advertising, and all of 
them embrace creative activity. They are not normally handled by 
advertising agencies because there is not a “normal” way for the 
client to pay for them, and too frequently they become an “extra” 
service which the agency is expected to provide without cost. 

The arrangement under which J. Walter Thompson Co. has been 
handling the direct mail campaign of Ford Motor Co. for the past 
three or four years takes on special significance in connection with 
this problem. Ford handled its dealer direct mail itself, as is all too 
frequently the case with this medium. But careful and intelligent dis- 
cussion of the problem by agency and client convinced both that di- 
rect mail should be handled by the agency, in just the same way as 
it handles other advertising media for Ford. 

This is now the case. JWT handles Ford direct mail on a 15% 
commission basis, just as it handles other media. The direct mail 
supplier—in this case R. L. Polk & Co.—pays the agency its usual 
commission, but reports, among other things, that the Ford direct 
mail volume is bigger—and much more stable and subject to long- 
range planning—than it ever was before. 

We believe it would be wise for other agencies and clients to ex- 
plore the possibilities. There are definite advantages to having the 
entire promotional package produced and managed in one place, in- 
stead of having it split between advertiser and agency. 


Twisted News for the Hot Rod Addicts 


“Advertising is a big reason why your car costs as much as it does,” 
reads a paragraph in “Spotlight on Detroit,” in the October issue of 
Motor Trend. It goes on: “The cost of advertising per car as figured 
by some of the major manufacturers includes: Lincoln, more than 
$100 per car, Packard $54, Cadillac $41, Ford $9, Plymouth $7, and 
Chevrolet $6. Every ad you see in a newspaper or hear over a radio 
is adding indirectly to the cost of your car.” 

This annoys us plenty. In the first place, the figures are rounded 
off from figures developed exclusively by ApverTiIsING AGE and are 
used without credit and without permission. In the second place, 
where do they get that baloney about “advertising is a big reason why 
your car costs as much as it does”? The figures themselves make this 
statement completely ridiculous. Does Motor Trend also believe that 
every ad in its own pages “adds indirectly to the cost” of the mer- 
chandise featured there? 


“But really, | don’t buy any space.” 


| What They're Saying 


Oil Industry Needs They can only reflect an attitude 
Industrial Statesmanship that is either passed down from 
Among the many day to day | above or is an indication that su- 
problems of the petroleum indus- | Pervisory executives are blind to 
try, two stand out above the rest What actually passes for efficiency. 
deserving not only our attention If we sound a little bitter about 
but our best thought and study for this it is because we can prove to 
many years to come. These are (1) @"y doubters that there is more 
the gigantic task of expansion as Teal will to help displayed by the 
the fact that this is a petroleum | least employe of a good publicity 
age becomes more and more ap-| °F public relations outfit than is 
parent, and (2) the relations with|Shown by too many advertising 
government and society which, for People. 
a variety of reasons are too often| The contrast in courtesy shown 
strained. |our staff by many top executives 
The problems incident to the and the contrary displays on the 


first are more commonly recog-| 
nized, and being of a more tangi- 
ble nature, promise to be more 
readily solved. They include the 
ever-widening exploration, new) 
manufacturing techniques, new 
and more economical methods of 
distribution, and, in many cases, 
most acute financial problems. 
These, however, as baffling and 
challenging as they may appear to | 
be, have_been the standard bread 
and butter diet of a dynamic in-| 
dustry. It is an industry whose 
members have taken a justifiable | 
pride in its ninety-year history. | 

The second problem, that of, 
maintaining good relations. with 
society and the best possible work- 
ing relationship with the govern- | 
ment, will call for much more 
astuteness and for industrial 
statesmanship of the highest order. 


—R. H. Collacott, assistant to the 
chairman, Standard Oil Co. (Ohio), 
in an address to the Tennessee Oil 
Men's Assn. in Knoxville. 


| 
} 


Discourteous Admen? 

[In the past two weeks] we have 
had occasion to call many New. 
York advertising agency offices for | 
information concerning accounts, | 
account executives and _ related) 
factual info, some of it having to) 
do with agency offices not in New | 
York...the questions we asked 
were normal, trade inquiries. 

We have discovered over a peri- | 
od of time that as far as advertis-| 


|ing agencies are concerned, rela- 


tive size means nothing. Take two 
agencies of approximately equal | 
worth in billings; giants in the 
field; and you'll find that one has. 
knowledgable, courteous people in 
many of its departments, while the 
other has curt ignoramuses who) 
can’t disturb themselves to check | 
the answer to a question. 


| 


part of others only confirms our 


| belief that some agencies will nev- 


er learn why they lose clients if 
they don’t check on their normal 
day-to-day relationships with peo- 
ple. A company can give many 
reasons why it drops an agency. 
Public relations might be the in- 
tangible behind the move—the 
wrong kind of public relations. 


—‘Publicity Record,’’ New York, Oct. 
5, 1953. 


Challenge for Youth 

For the students of this nation 
who are undertaking now to select 
a career in which they will spend 
the rest of their days, I should 
think there could be no greater 
challenge than that implicit in the 
fields of the mass media. 

We hear of the cold war, for 
example—-and it is nothing more 
or less than a hot effort for men 
to influence men. They do this 
through projecting opinions, inter- 
pretation and facts for other men 
to hear and judge, and believe or 
discard. Broadcasting itself is to a 
large extent holding forth to the 
nation’s young people just such a 
challenge. Here such young people 
will have an opportunity to im- 
prove the lot of their fellow citi- 
zens in a service that is by its very 
nature designated for the enter- 
tainment and education and edifi- 
cation of all people. There are re- 
warding satisfactions in this field 
that far transcend all 
considerations. There are the sat- 
isfactions that derive from one’s 
capacity to make a person laugh, 
or to make a person learn, or— 
just as important—to make a per- 


son buy. 
—Harold E. Fellows, president, Na- 


tional Assn. of Radio and Television | 
Broadcasters, speaking at a meeting | 


of the Alabama Broadcasters Assn. 
Oct. 10. 


Mh 


economic | 


Advertising Age, October 26, 


| Rough Proofs 


“Senator Carlson says postage 
boosts are like tax increases.” 
| If so, they’re both inevitable and 
‘inexorable. 


Gladys the beautiful receptionist 
says the Chicago Bears ought to do 
pretty well, now that they have a 

| quarterback named Willie Throw- 
er. 
a 


“Lazy merchandising of drug- 
gists blamed for sales lost to su- 
| permarkets,” the story says. 
Looks as if the professional in 
|the prescription department will 
| have to keep his eye on the cash 
register from now on. 


A. W. Lewin thinks it’s folly for 
publishers to promote the results 
of multiple readership studies, but 
you couldn’t prove it by the PIB. 


Al Ettore is suing because a tv 
reproduction of a 1936 fight with 
Joe Louis “held him up to ridi- 
cule.” He should have been flat- 
tered, since he was featured on 
“Greatest Fights of the Century.” 

a 

The courageous makers of the 
Steinway piano are celebrating a 
hundred years of successful resist- 
ance to the phonograph, the radio 
and television. 

« 

That new advertising campaign 
of the plastering contractors and 
unions will do all right if they can 
just convince the public that plas- 
terers sometimes work for less 
than time and a half. 

oa 

Ed Bernays says that business 
must win friends by deeds, and not 
merely words. 

He thinks it needs not press 
agents, but public relations coun- 
selors. 

* 


Sawyer’s Viewmaster shows an 
appreciative prospect chuckling 
over what he sees in color and 
three dimensions, and it’s just pos- 
sible a salesman slipped in one of 
those extra-curricular pictures. 

* 

“Records proved,” reports Suc- 
cessful Farming, “that show-ring 
types of bulls were often better 
feeders than breeders.” 

And so they encountered tech- 
nological unemployment in the 
form of artificial insemination. 

+ 

Speaking of the man they would 
like to hire as an account execu- 
tive, an agency says, “He not 
only has the ability to contact 
clients, but enjoys doing so.” 

Isn’t that a rather large order? 

* 


Technicolor wants it known that 
this trademark applies only to its 
own products, but with all the 
fancy new ways of making and 
projecting movies today, even the 
| experts are confused. 
| . 
| Dr. Claude Robinson insists 
there’s too much indirection and 
analogy in life insurance ads, but 
'maybe like the salesman they have 
to slip up on the prospect’s blind 
side. 
| Copy Cus. 
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The 


* Dimension 


PUTS MORE SELLING POWER IN YOUR HAND IN 


DELAWARE VALLEY, U.°.A. 


THE GREATER PHILADELPHIA MARKET 


POPULATION 


Philadelphia area, over 4,500,000 persons 


RETAIL SALES 


Philadelphia area, over 4 billion dol- 


lars yearly 


MANUFACTURING 


Delaware Valley is World's Greatest 


Industrial Area 


STABILITY 


Diversifiedindustry means steady employ- 
ment, fewer fluctuations in labor force 


... always a sure market 


THE 
GROWTH 
FACTOR 


Capacity and potential 


for dynamic expansion 


er 


Exclusive Advertising Representatives: 
NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


».. and in 

DELAWARE VALLEY, 
The Philadelphia Inquirer 
is the first newspaper ! 


Delaware Valley expansion hits the 3-billion-dollar bracket. 
1% million familics earn and spend in higher brackets, too. That's 
today’s Valley! Tomorrow ...count on the “5th Dimension” 
—the growth factor—to keep sales climbing here as cost 
per sale drops. THE PHILADELPHIA INQUIRER continues growing 


with the market, giving your advertising greater sales-value. 


The Philadelphia Bnguirer 


West Coast Representatives: 


DETF SAN FRANCISCO LOS ANGELES 
GEORG! DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
Penobsc« ig. 155 Montgomery St. 1127 Wilshire Boulevard 


W oodwarc 7260 Garfield 1-7946 Michigan 0259 
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sete. Shit Re 


30% more farm households 
407 sore of the best 


farm households 


Why settle for LESS? 


@ There are 6,076,000 farm households in the United States. FARM 
JOURNAL has primary coverage in 30% of these farm households— 
better than 30% more primary coverage than any other farm 
magazine. 


@ In the 2,254,000 top farm households—those with “A” or “AA” 
standard of living—FARM JOURNAL has a primary coverage of 
49.7% —a lead of better than 40% more than any other farm 
magazine. 


e Nothing, no nothing compares with FARM JOURNAL when it comes 
to reaching and influencing the U. S. farm market. 


@ Why settle for less? 


Farm Journal 


Americ:’s largest, most successful farm magazine 


Data from the first of a new series of magazine audience 

studies, sponsored by leading publishers, advertisers and 

agencies— conducted on an area probability sample basis 
hy Daniel Starch and staff. 
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Shasta Adds Low Calorie Drink 


Shasta Water Co., San Francisco 


bottler of Shasta water and bev-') 


erages, is marketing a new line 
of low calorie carbonated bever- 
ages in cola, ginger, lemon-lime 
and root beer flavors. Initial ads 
feature the product as “sweet- 
ness—without sugar.” A six-week 
promotion includes radia, 


tele- 


vision, San Francisco and Oak- 
land dailies, two grocer trade 
publications, point of purchase 
material and a contest offering 
a mid-winter vacation for two in 
Sun Valley. The Bay Area test 
will be followed by broader distri- 
bution in the West. Caples Co. 


(formerly Ley & Livingston), San) 


Francisco, is the agency. 
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none so deaf 
i 


res a hae 2 
Os \ J ta 
as those who 
will not hear 


or fail to heed — 


State TEACHERS 


These forceful words frequently es- 
tablish as fact in 10,000,000 homes the 
mere opinions of “teacher.” 


How does teacher come by these 
pony nag Who helps to insure that 
she has the facts? 


Because of the incessant prowure on | 


adults of 30,000,000 school kids, your 
story told to over 900,000 teachers 
could be tremendously effective. 


With 44 state edited publications you 
get flexibility that enables you to 
reach any group of states, or the en- 
tire country. For full information 
write Miss Georgia C. Rawson, Ex- 
ecutive Vice-President, State Teach- 
ers Magazines, Inc., Dept. 1010, 307 N. 
Michigan Ave., Chicago 1, Il. 


Magazines 


| 


} 


CAREER ADVISERS—Panel speakers on advertising as a career, at a meeting of 
| the Roosevelt College chapter in Chicago of Alpha Delta Sigma, advertising fra- 
ternity, were (from left) Herschel Lewis, partner, Lewis & Martin Films; Brandel 
L. Works, associate professor of advertising at the college; James Shelby, account 
executive, McCann-Erickson; Karl E. Irvin Jr., radio and tv research head, J. Walter 
} Thompson Co., and William J. Graham, copywriter, Tatham-Laird. 


Betty Narramore to BBDO 

Betty Bice Narramore, formerly 
| Manager of general advertising of 
the Hawk-Eye Gazette, Burling- 
ton, Ia., has joined the Cleveland 
office of Batten, Barton, Durstine 
& Osborn. 


GM Division Boosts Anderson 

Joseph A. Anderson, since 1941 
works manager of the AC Spark 
Plug division of General Motors 
Corp., Flint, Mich., has been pro- 
moted to general manager of the 
division, 


1'/2 MILLIO 
people — 


—of all ages— 


are influenced 


by 


The Detroit Times 
—everyday— 


What 


advertising 
in favor 


influence 


of your product 


are you exerting 


on these 


1'/2 MILLION 
Detroit Times people? 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Advertising Age, October 26, 


1953 


Outmoded Office 
Operations Hurt 
Nation: Wheeler 


| New York, Oct. 20—Unless 
American business men recognize 
\“the brake that outmoded office 
operations are applying to Ameri- 
can industry and remedy the situ- 
ation, it will be impossible for pro- 
ductivity in the nation to continue 
increasing at its present rate.” 

This warning was made here last 
night by Walter H. Wheeler Jr., 
president of Pitney-Bowes Inc., be- 
fore the Office Executives Assn. of 
New York. 

Mr. Wheeler predicted radical 
changes in office methods and sys- 
tems within the next 25 years. The 
/}amount of paper work carried on 
by the average business, he said, 
has become a bottleneck that is 
slowing down progress. 

Between 1940 and 1950, he re- 
ported, clerical and kindred work- 
ers increased 55%, the largest per- 
centage increase of any major oc- 
cupation. Today, he said, over 12% 
‘of all workers in the country are 
office workers. 


a The traditional superiority of 
office employes over factory em- 
/ployes has disappeared, Mr. Wheel- 
/er said. Moreover, the office today 
has no great competitive advan- 
tage in pay to offer workers, and 
in the handling of human rela- 
tions problems the office has fall- 
en far behind the plant. 

The necessary revolution in of- 
fice procedures to bring them up 
to the level of efficiency common 
throughout other phases of produc- 
tion, Mr. Wheeler said, will in- 
volve a much heavier emphasis on 
mechanization of routine office 
tasks, permitting a smaller work 
force with increased job responsi- 
bilities, job interest, and job earn- 
ings. It will also require a system- 
atic approach to the streamlining 
and reduction of office paper work. 


Kemper Named Chairman 
of ABP Contest Committee 


K. Kemper, v.p. of The Bill- 
board, has accepted the chairman- 
ship of the 1954 contest for adver- 
tising in merchandising papers, 
‘sponsored by Associated Business 
Publications, 205 E. 42nd St., New 
York 17. Members of the commit- 
\tee Mr. Kemper has chosen to 
'work with him are Jack Gafford, 
‘advertising director, ADVERTISING 
Ace; Elmer Seaman, publisher, 
Chain Store Age; Henry Carey, 
promotion manager, Electrical 
Merchandising; Walter Browder, 
Haire Publishing Co.; W. A. West, 
business manager, Industrial Dis- 
tribution; Everett Gellert, pub- 
lisher, Photo Dealer, and Seymour 
Douglas, promotion manager, Re- 
tailing Daily. 

Ads appearing in merchandising 
papers during 1953 are eligible, 
and any advertiser or agency can 
compete. Rules may be obtained 
from ABP on or about Nov. 1. 
Closing date for entries will be 
Jan. 31, 1954. 


Emery Adds Two, Drops One 


J. Harrison Whitehurst Co., 
Baltimore manufacturer of Juni- 
per Tar cough compound, has ap- 
pointed Emery Advertising Corp., 
‘Baltimore, to handle its advertis- 
ing and sales promotion. Life and 
‘other consumer magazines will be 
‘used in combination with trade 
promotion. Previously, L. A. Sand- 
lass Advertising Agency, Balti- 
more, had the account. Pitmar 
/Centrifugal Machine Corp. has 
inamed the agency also. The agen- 
‘cy has resigned the account of 
‘Porter Chemical Co., Hagerstown, 
| Md. 

‘Public Works’ Names Rep 


| Public Works Magazine, New 
York, has appointed Smith & Hol- 
lyday its West Coast representa- 
tive, effective Dec. 1. 
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Color—the best punch line in any sales story! 

And when American Offset Corporation tells that 
story there’s simply nothing left to the imagination. 
Yes, at first glance, the eyes have it! 


unch line 


American Offset Corporation is one of the very few 


BROADSIDES. 


organizations specializing in color printing only... 
color printing of unusual beauty, fidelity, sales appeal. 


The still life subject shown above was selected from a series of Dealer Posters 
on Poultry and Eggs prepared by the Merchandising Committee of the institute 
of American Poultry industries, 221 North LaSalle Street, Chicago 1, IMlinois. 
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erican Offset Corporat 


Seer Often and Plant located ony at 1298 W. Mateo 
rai: “rach On at S60 rant Set, Ptah 1, 
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A COLLECT CALL, TELEGRAM OR LETTER WILL BRING PROMPT SERVICE 


TO YOUR DOOR ANYWHERE IN THE U.S. A. mot 
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No matter what your requirements...a book, display, broadside or calendar ae in 
. whether you need fifty thousand or a million, if it’s in color we can do it | ie 
better. Our equipment consists of the most modern high speed two and - oe 
four-color presses plus the finest plate-making facilities—all under the same ri 
roof and all as near as your telephone. 7. 
In Chicago, call CAnal 6-6503 _In Pittsburgh, call GRant 1-744! ch 
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Mass Marketing S Effect on Design is a former director and secretary 
l bership ballot were Pete 
Is Profound, Arens Tells Conference 3.7 73P ee 


BEDFORD, Pa., Oct. ene | 
ment of marketing techniques has 
a profound influence on the work 
of industrial designers, Egmont 
Arens told members of the Society 
of Industrial Designers during a. 
session of their eighth annual de- 
sign conference here yesterday. 

Pointing out that the spread of 
the supermarket concept has led 
to new problems in packaging 
and store design, the noted con- 
sultant told 75 of the men who de- 
sign the majority of America’s 
mass-produced products that 
standards of design have been af- 
fected by the resultant decentrali- 
zation of retail outlets, which in 
turn led to centralization of pro- 
duction processes. He cited the 
frozen foods industry as an exam- 
ple. 


® Reminiscent of adveriising par- 
leys and their almost traditional 
sessions on “advertising manager- 
agency relations,’ was a confer- 
ence panel on “The Corporation 
Designer and the Consultant De- 
signer,” moderated by Arthur N. 
BecVar, manager of product plan- 
ning and appearance design, major 
appliance division, General Elec- 
tric Co., Louisville. 

In his introductory remarks, Mr. 
BecVar noted that in many com- 
panies a member of the design de- 
partment is asked to attend meet- 
ings on sales and marketing ob- 
jectives, and he added, ‘‘More and 
more, company executives are re- 
alizing the industrial designer is as 
important to the discussions of pol- 
icy and planning as the sales man- 
ager and the engineer.” 

Panel members, representing 
both industrial design consultants 
and corporation designers, agreed 
that the services of both are need- 
ed in the development of products 
and packaging, and that their ef- 
forts should be complementary ra- 
ther than competitive. 


s The role of consumer research 
in measuring “the probable box of- 
fice response to an artistic crea- 
tion” was defended by Dilman M. 
K. Smfth, v.p., Opinion Research 
Corp., Princeton, N. J., who toid 
the society’s members that pre- 
testing of design ideas while they 
are still on the drawing board 
‘does not handicap designers; ra- 
ther, it gives them greater free- 
dom to explore new and untried 
ideas.’ He presented a number of 
case histories to support his con- 
tention. 

Humorous cartoon slides, some 
ff which lampoon current copy 
approaches in automobile advertis- 
ng, were displayed by Raymond 
Loewy, who was introduced as one 
of the founders of the industrial 
design profession. On the more) 
serious side, Mr. Loewy criticized 
advertising men for promoting the 
modern car’s lower center of grav- | 
ity as the “European look,” main-| 
taining that its design has nothing 
to do with its point of origin but! 
is a functional result of the need 
for safer cars in these high-speed 
days. He told his audience that 
theirs is a fluid profession, and 
that they must begin to look for 
new and broader fields. 


* A glimpse into the future was 
‘anted by Capt. Arthur F. Van 
Lyck, assistant to the v.p. and 
t chnical director of Radio Corp. 
f America, New York, who indi- 
cated the role atomic research will 
play in changing product design 
and living habits. Revolutionary 
changes in kitchen equipment and 
design, he predicted, will follow 
perfection of current experimental 
methods of nuclear sterilization of 


foodstuffs, which will all but elim-' 
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inate the need for home refrigera- burgh, executive v.p.; Herbert S. 


tion. 


Robert H. Hose, partner in the sociates, New York, secretary; and 
New York office of Henry Drey- Eugene Gerbereux of Henry Ti- 
fuss, was elected president of the tus Aspinwall, Port Washington, 
organization, 


Reinecke, Chicago consultant. He 


of S.I.D. 


Other officers elected by nation- Stop “Motion 


AT LOWEST PRICE 
IN TV HISTORY ! 


consulting organization in Pitts- 


keep our costs and the saving is 
passed on to you. With our 35 wane 4 
Know - How, we showmanship 
into your TV spots at economy rates. 
Send in your Storyboards for quotes 


< FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


Barnhart of Raymond Loewy As- 


succeeding Jean O. N. Y., treasurer. 
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Wor messag ye Ws abselulely rahe Ve wilh 
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POSTER ADVERTISING WILL 
SELL YOUR PRODUCT... 


. THROUGHOUT the second fastest growing area in the nation. 


Utah, the key state, has increased 25.2% in 10 years. Metropolitan Salt Lake 
City has passed 300,000, a gain of 29.9% ... and the U. S. Census predicts 
a rise of 18% by 1960, far above the estimated U. S. average. 
Here your message is absolutely inescapable with this colorful “Jewel Box” 
display of posters. A thrifty medium in a prosperous billion dollar market, 
visited by 3,000,000 money spending tourists annually. 


Your Advertising Agency has all the facts. 


SALT beak CITY - OGDEN | ) vd ac 3% er 


UTAH DIVISION 


She ae, se ’ . eo ee: = ee tt) + en . po Sei " 2 = tne aa Ca ath ara 5 Me or RoR ime i ae ut yy Pe Pe pa De CURA 9 Ay soe ee res Ai ins nt # eee We as i eB F ars uk de Rie eae ee ee sa 
is Fe Nileples tesa k pt haat cio Woh Ci tea oe oat eae! Tallies Tig, wt Ot te Rete hans. Ames SG ire Ba ad Se Eee gn) ee Sate AOE Miceoue Nabe At poate sa Sa ge ae a Me Fe I a RR at gency gh De Bl 
NG oF ig eat saa Oe ANAS Pah tet eck Ria tae aimgeteec oe : io = A a are itor Waa, DCL. Lay te Ma ete ge Tg ake. ES uw ime aie? So Same. | Sages yarn oF Oi RRR AAR ae ha ae ale, Mee ae amen ees ae ee ae Eee Ne ee wea 
OT en aaa Ss Cn Wik ss ee Rea eee Oe Vee NTT TER RU are oo tee Ep oe ems ilieg ON  o ot aie Sih soy iy Re ga i x gas <a eae a eS PN EIN SS opr go ny alk Sah tt tae Tee Matis ; iP ae ei geo Bed Ss rota j 

ifs Me: Bak tye ae aes ar aka ay Pot. ae as Dig aie Be cae eta BRpeer Gt, ern Raia Forse See ae ee iat ea et eee see Niet: ta ats a ath * oe, eat iy nee 
aS Bec A ey ae eae : 7 eae Be : Zug fe fet Ce aes, oo Se Ae apes st See on rk a sig fodn >a, Sethe he mc 4 Ek SNM aah Solin een Rieger SIA Sh SP SRR rec Ste 
i SaaS a ta tee eae ets on it vie ps > : ot See ‘eal a ee settee yea Pe SO el aR DY: 7 iia ie Meas > bad ae aes: eee ran ree coy "ogee * See! era ae ey Es, = . hie eg ke ee ae ae Ms ee eae er 
Bs eae ee , : j fe : ete te oe 
a 2 a se eee 
- 4 a 7 ‘a 
ee 19 ff 
S} OTs = 
Oy ; Tait Ae 
d < 
ee 
LET US MAKE YOUR P : 
Ti tC‘ (C‘CC*” © Show Openings Because we do everything in our own 
ES | A) < Aatneeed Tae —————e—eee 
— . , 
ee e Step-ention Spots 
; os 1 Ain 
© Fall Animation ) he 
Commercials wo) 
a 
a eeeeeEEaaaaeeeEeaeG_uq_WQWweeeeeeeeeeeeee a 
¢ 
‘ea 
‘ Se ers 
i eae | 
eur 
ah ogee 
egies ani 
| ee in 
gue 
| i pe ae 
eer 
; a 
wae 
ete J . a . — . 
: tee ‘ ; ‘ AEP as TRONS, she 4d Be 
. a es ’ > ; ich 
, 28 Ge 
PACK ey, ‘ sae al 
} | ‘ ht {ee eee ' ° 
| eames * 
} | . 
; ; ' Sia * 
i | og i | es Ce 
j | Pi Pi ’ 
' et 
| | fal tC | \\ * ) 7 
j | Hatt ie Sig ae ss i . ae ze peaks 2 
ea a > - a aw i] cheat ed 
os eee gee eke gee Ce ae " a Met oS, ” ‘ ed ae 
' Sena an : i : 
| 28 ed ex 1 
/ “spabad fe _-" ane a tf 
} fs oom a $ Sf, rere 2 a . : ' hice 
| a { 4 d bi: / ° ded Se ee Aas Brig ee ee Ce ee Re mE ae a . Mia 
| i j a Skee» ¢'sewm a ou a wae . : . 2 ih we : ae : ue : 
| : ee al ee e : _~ & se 3 : SS sk 
: | « f ~ , . as Ss 
| | ap movie af : ao 
“poe. 5 2 a ' % , - se ca 
5 P ee ~~ Bee ae Py hy / oe vtGve WAS in i a =} oon 
| » sil Feo ss. 4 7 ee f a ; ae 
| eae . 4 3 ht i; j f 4, 2 { =. ees 
i ees. Le : _ ~*~ a mn gas ae 
aM pea Ey ; y x: warn mS, ¥ 5 : ee —— > eae e ee 5 hee Faas ea 
} Mejosrona tea! Uh a : . re) i* . Teen 2, : 10 tal er ee ce ce 
ee tee Oe Be “ii, ‘ . =@ sig i - th, 2 eae rs 
— — = pee YF q ; > he Pig pian ae 
, , . © + ome "2 Suto! As span % ’ csr SP gg j + Made ‘a K sseeeie 
' | pee ae ; ; Yo eee pee ek be =, ao ear 2 ee é é zt vie o> 
| i “s ; , ; ES } bea r b Se sae sis bs ale a ~~ ’ a 
* | Ba: i < 1k ad eat 3 mihi - ¥ . 
7 eg 

’ Bares is 

i Ses 

es ie. 

| eee 

' AAT 

‘ } Rachels 

— eae 

; eed 

, . ‘ fe 

, ie ce 
uae a 

; 

14 ee , 

} 

t Ay ase seater 

ae 

’ Bs 
ee 

Aes — 

ae Re- 

ae 

ges: 
Bare 
Sine 

: AUPY « 8 ‘ Z 23 
‘ oa ie 
: tee ne i" 
: ‘oe 
’ " . 7 ° ~ apg 


Frozen Food Men to 
Cultivate Hotel and 
Restaurant Business 


San Francisco, Oct. 20—Frozen 
food packers and distributors will 
woo hotels and restaurants across 
the country next year in an effort 
to get more frozen products on 
their menus. 

M. K. Spiegl, president of the 
National Frozen Food Packers 
Assn. and of Spieg] Farms, Sali- 
nas, Cal., reported to the first 
annual western regional frozen 
food convention here last week 
that the board of directors of 
the national packers group had 
decided that institutions serv- 
ing mass meals had too long 
been spurned by the frozen food 
industry. The first move will be 
made early in the spring when the 
packers association will distribute 
a promotion piece to these insti- 
tutions. 


A more general institutional 


is significant, 


too! 


... and words 

aren’t sales copy 

until they’re set 

to be read. 

Here at Poole Bros, 

we deal daily 

with those subtleties 

in ad composition 

which set words a-sparkle 


cut diamonds .. . 


not by chance 


but to enhance your words. 


All this adds up to 
lower final costs 
because of | 
fewer revisions, | 
plus savings in your time. 
So for ad composition | 

call WAbash 2-6800 
Agency Ad Composition 


and lure the eye. | 
We use white space | 
as the jeweler uses 


‘advertising program was consid- 
‘ered, but is being held in abeyance 
‘until after completion of the pam- 
'phlet, Mr. Spiegl reported. 

Joseph Gaudio, Gaudio Bros., 
Trenton, N. J., president of the 
National Wholesale Frozen Food 
Distributors Assn., told the con- 
vention that for the most part 
jenear gp ora personnel are igno- 
rant of what frozen foods have to 
offer. 

He feels that a cooperative pro- 
motional program on an industry- 


wide basis will encourage the 
consumption of frozen foods by 
institutions. Such an advertising 
program would stress the consis- 
tent quality, saving of labor and 
concurrent costs, portion control 
and established prices of frozen 
foods. 


Brunnell Joins ‘Maytair’ 


Kay Brunnell, formerly fashion 
editor of Fawcett Publications, has 
been named managing editor of 
Mayfair, New York. 


Advertising Age, October 26, 1953 


Wall Colmonoy Promotes Lell | 
assistant sales | 


Elmer J. Lell, 
manager of Wall Colmonoy Corr., 
Detroit maker of hard facing and 
corrosion-resistant alleys and 
equipment, has been promoted to 
sales manager. 


Grant Joins Ritchie & Sattler 

James J. Grant, formerly presi- 
dent of Aluminum Awning Corp., 
Cleveland, has been named an ac- 
count executive and marketing 
counselor of Ritchie & Sattler, 
Cleveland agency. 


Joins CBS Radio, Los Angeles 

Robert Kaufmann, formerly in 
the home office exploitation de- 
partment of Paramount Pictures 
Corp., New York, has joined CBS 
Radio, Los Angeles, as program 
promotion manager. 


Donohue Joins ‘This Week’ 

Michael A. Donohue, formerly 
in the Chicago office of the True 
Story Women’s Group, has joined 
This Week Magazine and will be 
on the sales staff of the Chicago 
office of the publication. 


| 
| 


RETAIL advertisers know the 
Los Angeles HERALD-EXPRESS 


to be a newspaper of tremendous 
advertising RESPONS 
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Advertising Age, 


Harshaw Chemical 
Tests Fabric Rinse 
in Columbus Area 


CoLuMBus, O., Oct. 20—A new 
all-fabric rinse, NuSoft, is under- 
going a 12-week test through | 
newspapers, displays and concen-. 
trated radio and tv spots here. 

Maker of NuSoft is Harshaw . 
Chemical Co., producer of indus-| 


ithe laundry 


October 26, 1953 


product field. Mc- 
Cann-Erickson is the agency. 


The newspaper ads of 1,000 and. 


reduce wrinkles and_ eliminate 
static electricity which causes 
many garments to wrinkle. 


420 lines are being used on a week- | 


ly schedule. Prior to the test, Mc- 


/Cann-Erickson conducted consum-_| 


er research in 4,000 homes in the | 
Columbus area. 

Harshaw has set up a subsidiary, 
‘Laurel Products Inc., to produce 
-and merchandise NuSoft. The com- 
|pany says that one ounce of Nu- 
Soft in a washerful of rinse water 


Petrone Heads Typhoon Air 
Don V. Petrone, since 1935 as- 
sociated with Typhoon Air Condi- 
‘tioning Co., Brooklyn manufac- 
turer of Typhoon air conditioning 
units, has been elected president. 
Mr. Petrone succeeds J. F. Dailey, 
who was elected chairman of the 
board, a new post. Mark E. Moon- 
ey has joined the company as v.p. 


trial chemicals, which has entered will make laundry soft and fluffy, in charge of sales. 


Jacoby to Sharp Advertising 

Albert K. Jacoby, formerly ad- 
vertising and _ sales promotion 
manager of the Henkel Flour Mill 
division of International Milling 
Co., Minneapolis, has joined Ralph 
Sharp Advertising, Detroit, as 
copy contact and account execu- 
tive. 


‘Look’ Promotes Hurlburt 

Allen F. Hurlburt, promotion art 
director of Look for the past year, 
has been promoted to editorial art 
director. 


— 


| you want sales 


youll GET them from the 
Los Angeles Evening 


HERALD-EXPRESS 


“Los Angeles’ FIRST Metropolitan Newspaper” 


Represented Nationally by Moloncy, Regan & Schmitt, Inc. 
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Newspapers Showing 
Big Linage Gains, 
BofA Proudly Says 


New York, Oct. 20—The Bu- 
reau of Advertising has gleefully 
announced that dailies in cities 
of all population brackets “have 
been sharing in the substantial 
national linage gains chalked up 
by the medium” this year. 

The gains, calculates the BofA, 
range from 10% to about 17%. For 
114 newspapers in cities with pop- 
ulations of 10,000-50,000, linage for 


/seven months this year totals 47,- 


600,355, up 16% from 1952. For 59 
/papers in cities of 50,000-100,000, 


,linage is up 13.4% 


to 38,385,261, 


/and for 122 papers in over-100,000 


cities linage is up 10.4% 
643,337. 

The bureau said newspapers in 
cities of 25,000-50,000 population 
made the highest percentage gains. 
Their national linage increase for 
the seven-month period was 
placed at 16.9%. 


to 288,- 


GREENVILLE 


"HALE-MILLION 
© MARKET = 


leads all others in 


AUTO SALES 
with 


$76,772,960. 


Data compiled from Sales Man- 
agement's 1953 Survey of Buy- 
ing Power shows this comparison 
of Automotive Sales in South 
Carolina's 3 leading markets: 


Greenville . . $76,772,960. 
Columbia 76,579,930. 
Charleston 56,229,840. 


¥ GREENVILLES | ABC CITY & 
RETAIL TRADING ZONES 


494,212 PEOPLE 


The Greenville Market also leads 
all others in S.C. in Income, 
Population, Retail Sales, Wages, 
Employment, and Autos & Trucks. 
It is your first market in South 
Carolina. 


Steril News 


MOENING BSUNODAT 


GREENVILLE PIEDMONT 


P Fv ereineG 
heyrevented Matonaily dy AR) GREK IH COMPANY it 


Operctors of WFIEC —NBC—5000 Watts 


Daily Circulation 98,776 
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ADVERTISERS 
KNOW THE ; 


ae 


BEST WAY TO SELL 
~ HIGH-INCOME 


PEOPLE OF , 
IMPORTANCE 


NOW MORE § TH 


A MARKET § NO’ 
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KET 


NET PAGE GAIN 
ALL SIX NEWS AND 
MANAGEMENT 
MAGAZINES 


*U.S.NEWS & WORLD REPORT, TIME, 
NEWSWEEK, BUSINESS WEEK, FORTUNE, 
NATION’S BUSINESS 


THAN 625,000 net PaiD CIRCULATION 


NOT DUPLICATED BY ANY OTHER NEWS OR 
MANAGEMENT MAGAZINE 


43% 


OF THIS PAGE GAIN 
WENT TO 
ONE MAGAZINE: 
“U.S.NEWS & WORLD REPORT” 


America’s outstanding business leaders 
consistently vote “U.S.NEWS & WORLD REPORT” 
the magazine most useful to them in 

their work, the magazine in which they place 
the most confidence. For current reports 

on how important people read and rate the 
six major news and management magazines, 
call or write our advertising office, 

30 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, 
Philadelphia, Cleveland, Detroit, Chicago, 

St. Louis, San Francisco, and Washington. s 
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‘Progressive Grocer’ Survey Finds More 
Premium Promotions Bringing Higher Sales 


New York, Oct. 20—Premium 
promotions run by retailers are 
spreading, Progressive Grocer 
says. 

The extent to which food stores 
are turning to premiums and 


stamp plans is indicated by a spot. 


check made among 344 stores by 
the magazine. 

This check, the current issue 
says, “showed that within the past 
12 months 35% of the stores sur- 
veyed had used or were using 
premiums or stamp plans. Their 
use was spread among ail size 


“The majority of premium plans 
are averaging an expenditure of 
1% to 2% of total) store sales for 
/purchase of premiums,” PG re- 
stores. Supermarkets and super-|ports. “When premiums cost the 
ettes are most active in this type | store 1% of sales, the break-even 
of promotion.” /point comes when sales increase 

The percentage of stores in each about 6% to 7%. When premiums | 
category covered using premiums cost 2% of sales, then the break- 
or stamp plans runs as follows: /even point comes when sales in- 
Supermarkets, 41%; superettes,|crease 14% to 15%. 

43%, and small stores, 28%. “Many stores,” the magazine 

says, “have been able to lift the 
s In response to the question,| average purchase by 20% to 30% 
“Did premiums increase store | by means of a suitable premium. 
sales?” store operators in each|The most direct means to such an 
category replied in the affirmative |increase is the promotion that of- 
as follows: Supermarkets, 80%; | fers a premium free with a grocery 
superettes, 86%; small stores, 60%. purchase requirement higher than 


the average, day-to-day purchase. 


BERNARD P. GALLAGHER 
a 


147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


'8 “A slicing knife free or at a re- 
'duced price with any $5 purchase, 
for example,” the magazine says, 
“will induce many shoppers to 
increase their purchase solely to 
obtain the premium. This tecn- 
nique also gets many customers to | 
shop the store more completely, | 


for the purchase and sale 
of magazine properties 


to buy in departments they had | 


previously ignored. 

“Experience has shown,” the 
magazine notes, “that about two- 
thirds of the total sales increase 


|stemming from premiums is the 


result of increased average pur- 
chase per customer. 

“Although wide use of premiums 
in food stores is a relatively new 
phenomenon,” PG says, “several 
premium consultants, well-versed 
in tailoring premium plans to the 
sales problems of individual stores, 
have come into being within the 
past few years. The better consul- | 
tant is more than a premium sales- | 
man. Given certain facts about a | 
store, such as location, competi- | 
tion, average purchase, traffic | 
count, and sales by department, | 
these consultants can recommend | 
a sound premium, estimate closely 
a store’s premium requirements, | 
supply advertising and dispiay | 
material, and provide a blueprint | 
for timing and operation of the | 
plan. 
es “Also,” the magazine  savs, 
“more and more wholesalers are 


: petites, 
a Leuls wherher 


‘Sell the St. Louis Market the Way 
St. Louis Men's Clothing Stores Do 


Leading St. Louis men's clothing stores NATIONAL ADVERTISING OFFICES 


sold their share of the $64 million 
men's clothing market in 1952 by using 
534, 


ST.LOUIS POST-DISPATCH 


the 


thorough and economical coverage 


Circulation: Over 470,000 Sunday, Over 400,000 Daily 


| 

og eaeatier 

with Petit 
| Thee ? - 


chowlt be studied te sec epee 2 ee | Saree . 
© withers mictt be | Court Judge 2 M. Deugies | pire Apri i.) wre 


‘ST.LOUIS POST-DISPATCH 


You Get the 


~ MOST 
When You Get the 


‘POST’ 


New York 


Chicago 
757 lines of advertising in the 
Florida 


521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


troem 
of the league s ox 
pile the 


Tribune Tower 
E. M. ROSCHER, Manager 


311 Lincoln Road, Miami Beach, Fla. 
THE LEONARD CO. 


PACIFIC COAST 


WEST- HOLLIDAY CO., INC. 


medium which gives you the most 


of the St. Louis market 


Seattle 


San Francisco 
625 Market St., 5 


Los Angeles 
520 W. Seventh St., 14 


603 Stewart St., 1 


Portland 
520 S. W. 6th Ave., 4 


- 


TIE-IN—Given Mfg. Co., Los Angeles, 
is now furnishing its dealers with this 
point of sale material to tie in with 
its current advertising campaign in Sunset 
Magazine, Better Homes & Gardens and 
Time. Ads and display material carry the 
theme, ‘All New. . look for the Waste King 
Pulverator, with Super Hush-Cushions.” H. 
M. Gardner & Associates, Los Angeles, is 
the agency. 


acting as premium purchasing 
agents for their retailer customers 
and are daily gaining experience 
that will aid the new premium us- 
a 

The three basic premium plans 
most widely used by food stores, 
PG says, are the stamp plan, the 
giveaway premium and the seif- 
liquidator. 

Of the first, it notes that there 
are a variety of stamp plans, but 
all have one thing in common. The 
customer is given a specified num- 
ber of stamps for every $1 pur- 
chase. These stamps are redeem- 
able by the customer for a variety 
of premiums. Under most plans 
the customer selects desired prem- 
ium from a catalog, sends coupons 
to premium distributing company 
and receives the premium by mail. 
Some stores, however, buy and 
stock their own premiums. As a 
rule the stamp plan costs the store 
about 2% of sales. Of stores sur- 


“| veyed, a few report sales gains as 


high as 25% over normal, but 
the majority reported gains of 
about one-half of that. 


@® The giveaway premium is of- 
fered free with a specified mini- 
mum store purchase. Cash register 
receipts serve as evidence of pur- 
chase, PG says, eliminating the 
need for stamps and stamp han- 
dling. 

Costs of this type premium plan 


/vary according to premiums, but 


average about 1% of sales. The 
majority of the stores surveyed re- 
ported sales increases with use of 
this type premium of between 


115% and 20%. 


The self-liquidator is the offer- 
ing of premiums at wholesale cost 
or cost to the store with a mini- 
mum grocery purchase. Cash reg- 
ister slips serve as proof of pur- 
chase. The self-liquidator in stores 
surveyed produced sales gains of 
6% to 8%. 


Noble-Dury Adds Food Unit 


Noble-Dury & Associates, Nash- 
ville, has added a food account 
merchandising department, to be 
headed by Harry Alsop, formerly 
advertising manager of the Nash- 
ville division of Kroger Co. Gro- 
cery Products Co., Nashville, 
maker of Darimix dry milk, has 
named the agency to handle its ad- 
vertising. Media will include tele- 
vision, magazines, newspapers and 
radio. Simon & Gwynn, Memphis, 
had the account previously. 


Hinshaw Sells WIFM., Elkin 


John A. Hinshaw has sold 
WIFM, Elkin, N.C., to Jimmy 
Childress, part owner and general 
manager of WHCC, Waynesville, 
N. C. Sale of the station is de- 
pendent on approval of the Fed- 
eral Communications Commission. 
Purchase price was _ reportedly 
$31,500. 


“! * ¢ , Sy Ne er es RS 4 a tebe. x pre ese ey Sey te Se Fie © * Straka i. 4 in Fa) tog at rad ie eh ae Ca pape > 2 2tre SB ag bee ee = Fak > ati ¥ gas ee amen ee Ses Sage 
% pe at Ae Bape? 2 : ee ig | tS car tor is Sues 2) 5 ear a an Pe saa Ras Paeioyecs roy eee 2 ia rie Tie tis ho Mahe, pei a ie eR aoe a ee : ; ‘ ax ae E : A lee aS 5, See 
Mgt een a ae Rat nS eae 2 il mae es F apts gen: SIR ah cle aha ete Mable eee od ARIE poo Sa 7s amen SERS Naga : PEE artogeF tha iene ae ar phe comes Res eps er, aL Sa = woes . gre Fs ae Na me: rea : 
Sas Salen AM CA le a lh es je npiey es ae Se eee ne) ir San ou pe: eee hinds te pee ee Sp Nason: ane Sao F nk ie ketene ae : el eh ee ne 
eh = = eS Ses Shi ee MRA Aas Rede ‘ * . es 5 7 toe ee: Pty eee hes, aah ‘aotey BED 2 tees a, ee ae = ‘nl ase ay ve = : ‘ : & ; " 
i: bi Re Pas aay Ge Wow erate eins wine pee Sana ea “4 Pix, Sy 2 as 4 Eis j ee poy ct : > : ? Bt oe Sat ° cu Re. fp ee a u bao Per eagle 
a tine vat Bie Beaks ae, Se Ry ihe ph ‘ fy aS rae ? 2 ; a ipa ‘ Cael Bie ha ee Bets a ops ae a) Bees es 
os sen ant eat ere “ ; Tenet) <a : See : © : * , Yui ane * _ “ L - = 
Paes : F ‘ ‘ ; ‘ o 3 — — 
ee. . . . St ARE, ee 
eS, 
owe 
| Advertising Age, October 26, 1953 
‘ 
=r Lae eee Prey : : 
ed es 
a Be * : nee 
igemer: se ee, is —* 4 
eae aot. *g : : 
Le. Be ATL Nagel 
ms fs dees & ; 3 are Y 
f igs Ms je 
| 4 £_ Waste King 
. 7 * PULVERATOR 
; eq 
_ 7 “ 
- ee ge f ‘ Si 
~ eg sy PB » Hremteet ; 
i 2 2 1 po in ori. he 2° 
a= 1 el pas 
: ‘af , so ae = 
f —— Ny” 
” 7 
Sain 3 SAGO Nye 
: NOE Nay 
P 4 “44 Ny 
| : r aFs 
: 
: a eee e—C“CisSCts a) 4 x I 
ce 
ry: | A y " 
a | || oe 
ei t/a 
: ; eee 
a a é - 
euRrs 7 
ace eee 
era 
oe 2 
zy | 
ieee y Eres _——— 
ek al tg hy 
ae 33 see 
oe ae ee 
a 94 os < | 
“SMe 
no. aoe be ibis a . 
ae yg a oe ee ese aieeyy aik | 
‘ aes, —— ™. bite : 
Re P ae oe hs lines » ay a 
sate m : a oe . Fe a fe “us 7 | 
Bee’ s oe pry 2 * - subri ation Fats tee 
site ; is Mesh Ran rat of ee J hee fi | 
‘ ace #3 i thee ome Madium ‘ Ba ? : . 
: ~ be : , between Ge Co : 
5 fond, - beh: » burgh ' i " 
peda Se 4 mee aa v J man ee es eee ee | 
. .. \ ae we ee 
Sg tes ae my) a a : Le eee nat 
S Hote Pee es SN echaa 27 ee * | 00 in! or an : Ms 
a a — ; eek a tracts SEALE hice < SER eee : 
Tie ‘moe Lee. beni ow “ihe eg tik my 
ity a Ate fangs ie - 2 ieee 28 
eae “ | Py ss ee » na “gi 
hare " Bey a whee owt We fe "oh 3 ss ¢ 
: iw ‘a pepe over = Af Fee carees bata memes 5 
: ~- ‘6 : A. tay % 2 a iW mew a q be : a na list Se a ee sient a ' 
. Wr las hase a ho ‘wprless * a egg DE eel eae Oh 
nie he ' . j e ies | 
j ie A Na Pa tD “ : a ae. Cae ee 
tee me | Le ee. el Bis Sete ey ge aie ; 
pear Rae a r Alpes 3ite J Ae as 
esr ig cs" r one al es a 2 a ie as j E | 
aes ie . a | if : oe | 
— a : e 
? tn ‘ ‘ 7" oe aes nee | 
she We «Se ‘ € eed othe 
F Maree on © Sekar We uth ie ae roy Bee aa | 
r ‘ P he 0 far over pe eiey Ee e BRED wo acuta . 
, mw weenrs.” tr ene me Bixee 3 t pen “e + a ee. “ 2 c Rati ey ae | 
Sage cowtd play on | At St Cnt (oon carr a. ce fa ) eas ate 
we the \@mentengl _ « she : : aM? —! re eee 
acco ing the ew 6 the hhe Pe baila 3 Te le ial i ah . eo ee “ 
aa. Merough the fener D et al a —_ ay th. Neola ashes 
eee parted fave \atae "Sa, a a — i Se i: insane ‘ 
Ria oe b Avs 3 ns ote ge wa prey, ° 
re bs wine, sive | Press thet “Se 4 of ee comeirtion at | tars oA an ee pee i 
oct he project clting wll aan The ' ay { tana! Kapan: ST a Ficiswe nee a spetees | 
eee aa rtlU0Ul( tl le scalis gee rea | 
PRM hae! E vere cat in the Force 4 ee” te - 22 PR Ce eee a 
.. ; hardin at ent Senstel Bow Thre oS eae The Be om te ae 5 was = 
om : oO Ne ole Bepublye 5 th Tela = Mae : e ve: ing 
rats 06 a . they sah cline Taeineacaill . pate cpl, : 
eae a pony ong big, od at Rem Wives Ray a” whe tale iv om 
* My b ate wing @ SS 8 ae ed Bee eo a . lative 
| oe a | ae ee 
rast Yor Tae Fart (hv Pe Aerrelary terme 1 satingied 
e . perry athetx * | fs ot : oprretiag with | 
-—- ae ee RT Ah ai be eS y. ond ple | 
eee yd Ce | 
ac tae w. seman ice of essential 
Tee yeaa ease 5's ole as chatrman of the | ¢ | 
er pot —- easeite ’ Rane i sof the Leegue 
ce elas acid ee weties and press. 
eet on i : 7 ee Mich Red Crom 
mites a aie ‘ z Bier es that the Koreas | al 
Se pie te he RR Ree i Pate. sar tecue should he 
Sr et “4 + a. ert! q - tees. ternational Court 
es ae — xt Pra enetiraa Sas 2 seieeee Mu } 
Nees var ye eS 5 2. Pe ee 
: 3 an a ‘ oes P| 
aps aS . vole aa. ah bi om — 
a, ie cee oes tee ae i ey ™ 
eos fe nes eas ¥ 
Be i i re x. . > a | 
ee ae . mibeys [Be es ae es | 
9) ee pe fo : : 
: Rios ; 
4 f i a ; | 
ater ' - a 
thal ’ ; i 
hee 2 ot Er 
= Se, te ; ie . i fe 
apes = : “aes if 
ue : cur wi ; 4 
po : et gthin: erg es et hat ooh +: apt 9 a? How pre tt: Res ests ame wt the deta, { tbe smpet a ter = % af 
FNL 
Ngee aati 
Re | 
cs ate 
ae Ve | 
aoe ee 
pe ee 
ws ee 
eet. | 
ie ee 
| , oe 
=) eee 
Perit ate 
ee 
eo | 
eke ee ch d s ; 3 1a Bo 2 " t= Ey * ; ‘i % (aed ¢ : ee Sind “ ; 4 aK we "s r = rey OS 
ee oe die ae pias cee OS 2 er ha he me az +: ee TRO ey pe acme ee: eae os Sie A : By . - - * 


Next to their husbands, 
3 brides are 


wooed best by 


his 
ith 
set 
nd 
he 
ng 
H. 
is 
1g 
rs 
ce 
S- 
1s 
1e 
f. 
"e 
At 
e Terrific customer — the gal who's 
r- found her man. She’s buying for a 
\- lifetime, spending like never be- 
y fore in her life. And no other book 
: in the bridal field talks to brides- 
is to-be more persuasively, more re- 
Ly sultfully, than Mopern Brive! 
as 
id 1 
" ® MORE PROFIT-MINDED ADVERTISERS than ever before are moving 
e into this book... resulting in four straight quarterly paid space 
as gains in 1953! Matter of fact, MopeRN Brive carried 407.5 ad pages 
at in 52... figured optimistically on 453 pages in ’53... finished with 
of 476 ...a 68.5 page plus for the year! Here’s why: 
f - 2. BREAKING CIRCULATION RECORDS! Yes, for the first six months of 
a 53 an average net paid per issue of 138,975!*... greatest in bridal 
“4 history! ... greatest net paid of any bridal magazine! And in all 
1e probability MoperN Brive will enjoy its greatest full year reader- 
1- ship figures, ever! No wonder more space buyers are turning to 
Mopern Brive! 
n 
At 3 
le ® GREATEST RETAIL TIE-IN LINAGE in the field! Proof of MopERN 
aa Brive’s effectiveness! When retailers shoot advertising dollars, 
4 they demand results. That’s why they're using more local linage 
| to promote Mopern Brive-advertised products... than on all com- 
. petitive books combined. Yes, 67% MORE! 
st 7 
j- Te ee te ee oe a ee ee © LNA. MEW i Mb! PRA ie ea 
- | MODERN BRIDE All other bridal books 
se 1953 Jen: 20,053 22,193 
s Feb: 29,096 22,948 
af RETAIL Mar: 27,235 11,148 
Apr: 23,092 18,162 
TIE-IN May: 17,161 6,771 
Jun: 6,447 7,382 
LINAGE: Jul: 14,881 4,107 
i Total: 137,965 lines 92,711 lines 
rt Advertising Checking Bureau 
Ye nA "SO che nance vena | 
| 
dl 1f YOU MAVE A Line that appeals to a bride-to-be... whether you're 
= a big budget or small space advertiser... you'll go places with 
. Mopern Brive! Call us, you'll be surprised at the low cost per bride! 
{- 
id 
s, 


*ABC average «' pold for period ending June 30, 1953 


s more advertisers 


than ever before! 


smore circulation 


than ever before ! 


a 


s more retailers 


than ever before! 


Published Qu« y by Ziff-Davis Publishing Company * 366 Madison Avenue, New York 17, New York, MUrray Hill 
7-8080 + 64 £ Lake St., Chicago 1, Ill., ANdover 3-5200 * 900 Wilshire Bivd., Los Angeles 17, Calif., Michigan 9856 
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Department Store Sales... 


Sales for Week Show Drop of 4% 


WASHINGTON, Oct. 20—Depart- 
ment store sales for the week 
ended Oct. 10 were 21% above the 
average for the years 1947-49, 
which was somewhat higher than 
sales the preceding week. However, 


they were 26% ahead of the 1947- 
49 average for the same week a 
year ago. 

The Federal: Reserve Board’s re- 
port for the week ended Oct. 10 
shows that sales were ahead, on 


— 
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the year-to-year basis, in only one 
of the 12 reserve districts. This 
was in the Dallas (11th) area, 
where sales were up 3% from a 
year ago. Houston had a 15% gain 
and Dallas 9%, enough to offset 
13% and 14% sales drops in Fort 
Worth and San Antonio for the 
week. 

The Far West showed several 
cities with sales substantially low- 
er than for the same week of 1952. 
Los Angeles was down 15%, San 
Diego 19%, San Francisco 15% 
and Oakland 8%. 


% Change from ‘52 
Week ending 


Federal Reserve Sept. Oct. Oct. 
District, Area and City 26 3 10 
UNITED STATES .......... z:_—s —4 
Boston District ............ 7 1 0 
Metropolitan Area 
Lowell-Lawrence .. 2 29 2 
Cities 
Downtown Boston . 7 Oo —2 
SpPringsield  .......c0cesrsse. —3 2 6 
PUOVIGIICD  asicincccsscsavessis 10 7 1 
New York District ........ 5 r6 r—l 
Metropolitan Areas 
IIE cddeciatcconrsandandieniane 0 r—4 2 
OD vesscxsanicencscibinies 2 2 2 
IID. wesissiiecicdinns 9 r-6 —2 


All 


You can get further information by calling the Classified Directory Representative at 4 
your telephone business office or looking in Standard Rate and Data (Consumer Edition) 


over America 


9 out of 10 shoppers use 
* the ‘yellow pages’ 


That’s why national Trade Mark Service in 


the ‘yellow pages’ of 


telephone directories 


helps sell branded products and services. It 


is the economical and 


effective plan to sup- 


port sales at the community level. 


Your trade-mark is featured in the ‘yellow 
pages’ over a list of your local authorized 


dealers. Prospects can then easily find where 


to buy your product. 


You can buy Trade Mark Service in more 
than 40,000,000 directories to cover the na- 
tion or in those covering selective markets. 


The ‘yellow pages’ 


have been America’s 


buying guide for more than 60 years. 


Advertising Age, October 26, 1953 
| Richmond District ....... -—-I rt — 
, DEPARTMENT STORE Metropolitan Areas 
SALES: INDEX Washington .......... o —3 —4 
. a Downtown Wash- 
1947-49 equals 100 ae —1 —ll —6 
7 Baltimore ................ oo —4 —3 
fa; Richmond .............. —2 —l1 —4 
Week to Oct. 10, ’53* p121 fF) Atlanta District ine <3 
Week to Oct. 11, ’52*....126 Metropolitan Areas 
Week to Oct. 3, °53*....112 ee 
Week to Oct. 4, 52*....116 |) miami .......... vt 
Week to Sept. 26, 53*..114 Atlanta .............. 
Week to Sept. 27, ’52*..112 I wecitniicncesscticitesiines 
Sninesiiasiaosia New Orleans .. 
z *Not adjusted seasonally. Ee 
i pPreliminary. | Chicago District 
e Metropolitan Areas 
as e ewe 3 -3 —8 
Indianapolis .... 5 —8 7 
| Detroit .............. 6 —5 1 
Cities | Milwaukee ; 10 —5S —10 
re 4 —7 —g)| St. Leuis District ............ 27 —s 
Newark oo..cccccccecccessus. 13 1 2! Metropolitan Areas 
Philadelphia District ... 5 wi <ul Little Rock ............. il —12 —§ 
City Louisville _.............. 0 —5 —14 
pa a a a | ee 3 -—4 —6 
Cleveland District . , mi ail Memphis ............ ; 7—13 -—9 
Metropolitan Areas Minneapolis District - ; 7-5 r—t 
GIN itedrctiscnaccore 5 —7 —4 Metropolitan Areas 
CUMCUAMREE cavccesccccsniccesers , waZ 2 Minneapolis-St. Paul . ° . 
on as 0 i =f Minneapolis City . 7 —-5 -—8 
a eee 6 —1 —/| St. Paul City . ° ° . 
Toledo .... : ——_ ih Cities 
ee aI 6 «4% «§ Duluth-Superior o =: <3 
City Kansas City District .... -_ -—-o —4 
PURSE TR nccccisnsesscceccesss — eu - «all Metropolitan Areas 
Denver ............ ’ —7 —l —3 
| Topeka oc. 3 —5 oO 
le —9 —17 —7 
} St. Joseph .......... - 3-9 —1 
Oklahoma City .... 13 —12 0 
x. eon —4 —13 —5 
| City 
| Kansas City . —10 —5 


Dallas District 
Metropolitan Areas 


Dallas .......... —4 —16 9 
ce eee —4 —5 2 
Fort Worth 0.0... ; -14 —23 —l4 
BIE kseritoniceene : —5 —13 15 
San Antonio ....... —2 —18 —13 
San Francisco District .. 0 4 —l10 
Metropolitan Areas 
Los Angeles ........... 2 ll —15 
Downtown Los 
Angeles ............. 5 18 —17 
Westside Los 
Angeles ......... 5 12 —16 
San Diego ........... —13 —10 -19 
San Francisco- Oakland —1 —4 —13 
San Francisco City 0 —4 —15 
Oakland City .......... 4 —2 —8 
Portland. ............ 4 0 6 
| Salt Lake City .... ; 0 —1l1 3 
EEN ~ Gasnescbateninsies —2 0 1 
| Spokane ooececseecerssee 1 12 —9 
IA scisitsresiiceners - 8 6 —3 
r—Revised. 


*—Data not available 


| Automatic Boosts Hinckley 


George A. Hinckley, sales man- 
ager of the New York branch of 
Automatic Transportation Co., Chi- 
cago maker of electric-driven in- 
dustrial trucks, has been promoted 
to sales manager. Mr. Hinckley 
succeeds Robert M. Whitney, who 
becomes national advertising and 
promotion manager of Yale & 
Towne Mfg. Co., New York, of 
which Automatic is a division. 


Last one down’s a ete’ 
The KMBC-KFRM Team has 
welded a ring around the 
“rosy” Heart of America. And 
the pockets full of posies are 
the nice green-backed kind that 
always look good in the 
\\| pockets and purses of 
advertisers who use The Team. 
If your sales are down and 
you feel just a little like 
weeping, call KMBC-KFRM, 
Kansas City, or your nearest 
Free & Peters office, for time 
” availabilities on The Team. 


“* The folks who can fill 

your pocket with posies in the 
great Kansas City Trade Area 
aren't crying—they’re too 
busy buying the things 
they hear about on 

the radio station they 
listen to most... 
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HARD SELLING MANUFACTURERS 
USE HARD HITTING CAMPAIGNS IN 


RETAILING DAILY 


gaa Cacia ope tig OOo I Pathe Rian 
cuit cake ame 
ee — Retailing Daily 
PRODUCTS CAMPAIGN AGENCY 
FIRESTONE INDUSTRIAL | Foam Rubber; 46 ADS in the first 9 months of '53 . . . including 6 4-page | Grey Advertising 


PRODUCTS Plastic Fabrics, 
Filament Yarns 


and Films 


color inserts, 10 double-spreads, 12 full pages, 7 big-space 
ads, 1 junior-spread and 10 small-size ads. 


Agency 


Soters ve Aequve ore Dept. Congoleum Denies Pion 


tote TY 


—— 


FLORENCE STOVE CO. Major Appliances 


255 ADS A YEAR .. . 100 lines every publishing day. 


Ruthrauff & Ryan, Inc. 


KENMAR Furniture 


MANUFACTURING CO. 


WEEKLY BIG-SPACE ads... PLUS full pages for major 
trade events. 


Gerst, Sylvester & Walsh 


MORRILL 
MANUFACTURING CO. 


Floor Coverings 


52 BIG-SPACE ADS ... an ad every week in Retailing’s 
Floor Coverings section. 


Harvey Epstein Advertising, Inc. 


WOOSTER RUBBER CO. | Housewares 99 ADS during past year, with new schedule calling for a 
334% increase. 
t's , « , 
eee Ag rr ~ Ws 
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Ketchum, MacLeod 
& Grove 


a= 


HE BEST SELLING 


PUBLICATION IN THE HOME GOODS FIELD! 


THE ONLY DAILY NEWSPAPER ©} THE HOME GOODS INDUSTRIES 


A FAIRCHILD PUBLICATION + 7 £4. | 2TH STREET, NEW YORK 3, NN. Y. 
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® The recently completed Starch 
Consumer Magazine Report, in- 
corporating a new area sampling 
technique, shows characteristics 
for leading Screen and Romance 
magazines. Advertisers who have 
had little opportunity to evaluate 
these magazines on a comparative 
basis can now find complete data 
available. Magazines for which 
information is listed include 
TRUE CONFESSIONS, True 
Story, Modern Romances, MO- 
TION PICTURE and Photoplay. 


| (ADVERTISEMENT) 
NEW STARCH STUDY ANALYSIS 


SCREEN—-ROMANCE FIELD 


Highlights of the 
Starch Report 


® Without regard for duplica- 
tion, the primary Romance audi- 
ence (female readers within the 
home) total 6,566,000 women and 
girls above the age of 10 years. 
Two-thirds of these young women 
are under 36 years. Eighty-one 
percent of the adults are married. 
There are 59 children under 5 per 
100 Romance families—a total of 
a million and a quarter children 


under 2 years, two and three 
quarter million under five years. 


The circulation of the Romance 
magazines is heavily concentrated 
among wage-earner families — 
(Fifty-seven percent of these Ro- 
mance households are headed by 
Craftsmen or operatives). Ac- 
cording to the report, the Ro- 
mance magazines concentrate 
about twice as high a percentage 
of their circulation among these 
Blue Collar families as do the se- 
nior service magazines. The high 
marital status and low median 
age (28.3 years) recorded in the 
study clearly label the Romance 
audience as one of the nation‘s 


(ADVERTISEMENT) 


youngest family markets. 


Screen Magazines 


® According to the Starch Study, 
nearly half of the three and a 
quarter million women who read 
the Screen magazines (MOTION 
PICTURE and Photoplay) are 
under 26. Nearly a million, are 
in their teens (10-17). Combined 
median age for the Screen maga- 
zines is reported at 26.5 — eight 
to ten years younger than for the 
women’s service magazines. 
Among all magazines included in 
the Starch report, the Screen 
magazines, together with Seven- 
teen, rank highest in number of 
female readers per 100 copies. 


Blue Collar 


—she shops for America’s 
Blue Collar Families 


rue 


Y 


onfessions 


Bette 


Newsstand 
Leadership 

in the 
Romance Field 
since 1943 


Here are the major facts you need to make your media selections for 1954 — 


NEWSSTAND SALES Percentage 


lf you are selling food... 
If you are selling appliances . . . 


If you are selling cosmetics or fashion... 
If you are selling baby products. . . 


TRUE CONFESSIONS ........ 92.8% 

Romance Magazine B ........ 60.4% 

Romance Magazine C ........ 84.9% 
MARITAL STATUS of adult women readers — 
TRUE CONFESSIONS ........ 85.4% 
Romance Magazine B ........ 79.6% 
Romance Magazine ee setem ee 77.6% 


Percentage of FAMILIES WITH CHILDREN (under 2 yrs.) — 


TRUE CONFESSIONS ........ 29.7% 
Romance Magazine B ........ 19.9% 
Romance Magazine C ........ 22.2% 


lf you are selling anything 
a young wife buys... 


— 


S 


b 35 Be oe 


NUMBER OF CHILDREN (under 5 yrs.) in primary 


reader households — 


TRUE CONFESSIONS 
Romance Magazine B 
Romance Magazine C 


Starch Consumer Magazine Report 


GUARANTEED CIRCULATION—- 1,700,000 


1,156,000 
1,122,000 
590,000 


‘44 876 


i a 


COST PER M based on B & W page and 


guarantee — one time 


TRUE CONFESSIONS ......... $2.37 
Romance Magazine B ......... 2.60 
Romance Magazine C ......... 2.64 


a . 
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New Testing 


Kitchens at Fawcett 


= Complete testing kitchens and 
laundry are now in use by TRUE 
CONFESSIONS service editors. 

Here Food Editor Vivian 
Reade, assisted by Home Eco- 
nomics students, carries on a con- 
tinuing search for quicker and 
easier food preparation methods. 

To her 2,200,000 readers, Miss 
Reade preaches modern equip- 
ment and simplicity of menu as 
the secret formula in reducing 
kitchen time. 

pis$ fH, Fig Boss 


WHITE KITCHEN — Magic Chef, Incorpo- 
rated; Lyon Metal Products, Incorporated; 
The Hobart Manufacturing Company; Ameri- 
can Radiator & Standard Sanitary Corpora- 
tion; Arnold Banfield & Company, Ltd.; 
Hamilton Beach Company; Avco Manufactur- 
ing Corporation; Delaware Floor Products. 


PINK KITCHEN — Westinghouse Electric 
Corporation; General Electric Company; 
Mengel Company; U. S. Plywood Corpora- 
tion; Hamilton Beach Company; Delaware 
Floor Products; John Oster Manufacturing 
Company. 


BAKING KITCHEN — George D. Roper 
Corporation; Mutschler Brothers Company; 
Arnold Banfield & Company, Ltd.; Daystrom 
Furniture Corporation; Delaware Floor 
Products. 


Food Forum a New 
True Confessions 
Merchandising and 


Sampling Feature 


Manufacturers to Get Reader 
Reaction to Product and 
Advertising 


® Some 1500 TRUE CONFES- 
SIONS readers have recently 
been appointed as Field Editors. 
Their services are available to 
manufacturers of food and house- 
hold products who wish to carry 
out sampling, pre-testing and re- 
search. 

In the case of new products or 
products of special interest to 
young homemakers TRUE CON- 
FESSIONS Food Editor, Vivian 
Reade, will report the findings of 
her field editors directly to her 
2,200,000 other readers. The re- 
ports will be included as a regular 
feature of T. C.’s service section. 


September Bonus for 
FWG Advertisers 
To Exceed 150,000 


® Publisher’s estimate for Sep- 
tember for Motion Picture and 
Television Magazine put circula- 
tion at above 1,000,000, a bonus 
of approximately 100,000 over 
guarantee. True Confessions, 
with a cover price increased in 
July from 10c to 15c, will also de- 
liver a substantial circulation 
bonus. 

Estimated September circula- 
tion for the Fawcett Women’s 
Group (True Confessions and 
Motion Picture) is 2,759,043. 
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(ADVERTISEMENT) 


‘54 Buying Intentions Charted For Wage-Earner Families 


Survey Backed by 
Past Buying Record 


® The next twelve months will be 
a period of acquisition for TRUE 
CONFESSIONS’ families. Num- 
ber one on the appliance shopping 
list are washing machines. This 
popular item is slated for pur- 
chase by 10.8% of the Starch- 
interviewed families. Next in 
line are food mixers, vacuum 
cleaners, electric refrigerators, 
gas ranges, home freezers and 
electric ranges. 


The ability to carry out these 
intentions is underscored by the 
rate of actual purchases during 
the twelve-month period directly 
prior to the interviewing. For ex- 
ample, a walloping thirty-one per- 
cent of all electric ranges owned 
by TRUE CONFESSIONS’ fam- 
ilies were purchased during that 
period. Twenty-two percent of all 
the food mixers owned were pur- 
chased in that period as well as 
eighteen percent of all the elec- 
tric refrigerators. 

This continuing buying spree 
can be attributed to two basic 
conditions: general prosperity 
and high wages among Blue Col- 
lar Families, the immediate need 
of newly established families as 
compared with the replacement 
buying of more mature families. 
Also indicative of increased liv- 
ing standards among the nation’s 
production families is the rate of 
acquisition for new automobiles. 
Thirty-eight percent of all new 
automobiles owned by TRUE 
CONFESSIONS’ families were 
purchased during the _ twelve- 
month period prior to interview- 
ing. This figure is higher for 
TRUE CONFESSIONS than for 
any other publication included in 
the published report. 


Anderson, S. Carolina 
Woman Wins Prize! 


Vivian Reade : 
Homemaking Editor 
True Confessions 


Dear Madam: 

I can assure you I was dumb- 
founded with surprise and 
pleasure when I received your 


| special delivery letter and check. 


I had no idea my recipe would 
win. I am happy to be named a 


| second prize winner. 


I must say that I certainly 
appreciate the check. 

The picture you requested is 
enclosed. It’s a very nice gesture 
for you to print my recipe and 
picture in my local paper. 
There are three newspapers in 
| my town — The Anderson 
| Independent, The Anderson 
| Daily Mail and The Anderson 
Free Press. 

Thanking you most sincerely, 
Mrs. James H. Hall 


ee 
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Children More 
Prevalent in Romance 
Families 


NEW YORK — Families served 
by the three leading Romance 
magazines have a reported aver- 
age of 59 children under 5 years 
per one hundred households — a 
total in all of 2,891,000 children 
in this age bracket. 


TRUE CONFESSIONS, ac- 
cording to the Starch figures, de- 
livers a higher percentage of 
families with young children and 
a greater number of young chil- 
dren per family, than any other 
magazine except Parents’. 


Release of this data will pro- 
vide advertisers of children’s and 
baby products with a new meas- 
ure of market density. 


Fawcett Women’s 
Group Re-defines 
Magazine Policy 


® For the past 25 years, it has 
been a Fawcett policy to provide 
maximum circulation with a min- 
imum number of magazines. To- 
day, only two magazines—TRUE 
CONFESSIONS and MOTION 
PICTURE — are providing sub- 
stantially greater circulation 
than was delivered by the five 
magazines of the F.W.G. in 1943. 


The Women’s Group advertis- 
er, according to Giff Plume, Faw- 
cett Women’s Group Ad Manager, 
should not be asked to advertise 
in a magazine as a part of a group 
he would not select as an individ- 
ual medium. Obviously, maga- 
zines which attract less than a 
half million buyers cannot com- 
pete in advertising value with 
those attracting two to three 
times that number, 


HAM ES 


(ADVERTISEMENT) 


Cosmetic Buying Habits Subject, 


To Constant Change 


Beauty Reader Forum Charts Variances 
Over 10 Year Period 


® A preview of the 
Women’s Group’s 13th 
Beauty Reader Forum 
some remarkable and_ rapid 
changes in the cosmetic usage 
pattern among younger women. 
Among the most notable of the 
more recent trends is the in- 
creased preference for ‘indelible’ 
lipsticks a 42°. inerease in 
usage over 1952. Liquid rouge 
has better than doubled its popu- 
larity during the same period. 
Copywriters please note that 579% 
of panel members have, or at 
least think they have, “sensitive 
skins.”’ Stick colognes are contin- 
uing their rapid growth with 
46.3°> of the women expressing 
a preference for them this year 
as against 39.49 last year. And 
here’s a note for blade manufac- 
turers to ponder: Seventy-nine 
percent of women now own their 


Annual 
reflects 


Faweett | 


own razors — no longer swipe 
their husbands. Creme rinses are 
running strong with an increased 
usage of ten percentage points 
over last year. House-to-house 
selling is still picking up momen- 
tum with door-to-door products 
taking over the number two and 
three preference slots among 
tinted creme make-up bases. 
Home permanents, tceo, continue 
to climb with a 10° increase 
over last year — the self-neutral- 
izing waves now in control of 
25° of this particular market. 

The full report of the 1953 
Annual Beauty Reader Forum 
will be ready for distribution in 
January. Copies may be reserved 
by writing to Elaine Rounds, 
Beauty Editor, Fawcett Women’s 
Group, Fawcett Publications, 
Inc., 67 West 44th Street, New 
York 36, New York. 


aD 
a. 


» SALES?! 


Key to Reader Excitement 


Each month 90% of all TRUE CONFESSIONS and MOTION PICTURE 
magazines bought are eagerly selected at the newsstands. 


Greater selling power at the newsstands means greater selling power 
in the home .. and TRUE CONFESSIONS and MOTION PICTURE reach 
homes with the nation’s biggest families. 


According to the most recent Starch Report, TRUE CONFESSIONS has 
the largest reader families and MOTION PICTURE has the 
fourth largest, of all magazines studied. 


a 


Bigger families ... Greater consumption... Greater sales... 


eo ; 2 ‘Weary \ pa ear et he 4 - ioe tae + a ie hoa aa ape er aa! Cale 7 nti og Fa iN a i iis ise hoe A) ee me é 1 fa eet teas + ome o 7; kata ce ts Batts a, ey ane a c a ae Br ea NaS hag: - a: $ ‘ 
Miraek ee aS aes | Sent Sar ne cli ass at Aen Oe ‘ ral Geib ic We Cia, Eas, a ere aS : A : pat FOI Ee a i ea As Rs ae “ j Ben ees. eee ln, STE ae ee ae A 
hase eh 5 Coe ena a iat Sa Ra PG ee ON 7 AT nt Lae) Cagle ceive <i RR ten Poe Ano Sea Se glil 9 eects oe ak a gra apt Met ann ere Digs ee Ng gc Sa 
; ere ee aa ae ee NE Panes ‘ Ses e - f fs ee ee 3 gE «yee \ 2 arr A shes ’ ee ee Sea ica 
¢ aes grey ' i ieee hs, |) oe Ma /ps- Z . f eS Ae oe Ne M : ‘ : ides fib S Bans, Rea ae ste AES eo e 
Rea aS ee ee Pee es on i re Sie : a : ; ; eat eee ie Mame Rae Rae eee Fe ae ai Fee ee eae we ee 
ae i ee Se a es ae om pe sir Beis. 2 aeae: 5 oe ee i ee a ee ee | ae Pie ty he neo 
i a, =<... sel ee : ie SE 0 i ee 
ee RS Ee - Ll 2 * 7 
Zs 
eee aa 
| | ee 
bk | | 
‘ | oe | | 
- — | . 
l- = ray | 
id a 
Ss. 7 ‘ 
D- —e aie 
ai E3 is j 
is — «| mi ee 
& : “x 
& 
; “ “ir . ‘ 
& pe, ‘ 4 a 7 ia . 
| ey. 7 as : aie Se é oi ‘s ser 
ey Wa , ae 
bs .- os gaa ‘ peg 
¥ we +. te 
oats . 4 eases: pt. se 
é ee. we re pe i 
MR pie ge ae ae seta. oh 
i. i nee fi ae 
O- ah Sey eS % Wie io 
| ay : . ates ec ue ui ta 
d: a NO eo [an eg ® bore a re, 
‘ ae 2 25 ee ‘ eer 
ri- ter . i pS eae : yee 7 | Os 
a- er ae __ |! — | a 
1; | ‘ 
Ir ‘oar. ae 
. 2s gee Seve ery 
ts. tw ese mee ooe teres 
act 
sas? ny eee ae » ee 
wir’ phi see = er. ao See : 
ee es, peer: Sib eis ale "hee af 
apse é — “xe, 
a cea : ro 
. : ve ) | an i 
ric dts one d : a r & l ~ oe 
‘a- oT : : , ‘ oe ie eters 
aa ee 7 ot “7h ge? 
ng ne Se Bre =... Pie eee a Pe 2s 
i s =i ane Aid a A”? “ eG 34. 
Ag o Seete tn PG On tgeg “ae i i = 
Reotcay se tee ag ‘ es. 
a eee. ‘ ‘ Bag it, i < e 1 . 
Ne oes Care . 
7 ~- 3 7 ae 
? Rs eae be 
Regi’ as cae 
We ps 
: A “eee 
Sy Ps aw ore 
ee ; *, ia Rast ae a Lie 
- Pid ae 
a om» lk 
rf pj f Ge ‘ 
er e tg af ae ~*~ 
YY; i ie ee 
ym E seaaiiae 
: ee at 
_ ; ; noone 
‘ce ¥. a eee 
; pais Ss 
ee) ee 
‘ ang 
ate 
rea i, . Pes Hs sae 
he % % P RE 
ee =. FF Pe : Sale 
ey ae hy Pas 
, : 
: e 
. a or J ll A 
5- ‘ ‘al eas 
ly =" r , i 
0 ad aes 
B- 7 ‘ OP *y - Sart, & 
. < je é ¢ 4 
: — anus, SAR pat 
b= a m —— i a | peri 
vA D _ : 4 bes ' 
or er 
: eZ a 
J- , 7, Bae 
- Is Ade % ee wife 
, t ena 
of lee BG es 
r [ HY 
e- i , 
ir ; 
n. : 
' es 
és F 
A ’ . So we ey , F ; 
A wae ts 7 = hia . Se He. OE a ‘ a rs . ae - a a eae ol y 4 . “ re, - ? * J ‘ en ae ag 
y naget a. = ; >: gas ee ek DR AR pe to 4 
A- ” mae sf wy es » caged SP ie —~ oe of ‘ a ie a. : * 4 
is 4 . FF, ce wy BR R efi 
4g 3 ‘3 . Capel ak ge : oe he a ie . Sa: “ roe ee Pa ‘ 7 eet x “sete ay f. te ce eae Ta e a ; 
s, “ree ; EAS oS Mati ee es 6 in ain yack ya ae eee PE nN eee oy Bees * a 5 hora 
“$ s ¢ aot lt 
a GUARANTEED CIRCULATION—2,600,000 ee 
yn i tA ee 
A- ; 
rs : ° tee rs tea Oe: Ae é 455° e pe ae - pug ‘ - : Rete 4 } as 
r : * West 44th Street, New York ‘ 36, ages 
d FAWCETT PUBLICATERMS INC. 67 West 44th | - ee ne : 
di 
Bc 
: : - il ee ee A es “a - ; tea Aaa oi aS hs feo Sg Aree ew yp reek a ee gah; Me ie War he ah wear at" 5 ae ee eer ep igs gy te eee Patek aS es : 
re oa is ft : ‘ ot GR . : ert a 4 f. ar ead Oe Oe ie A ae Fe hess 2 BF ee ee sf ie ote Mae Pal re ee gai 3 = a er Shae ip area. wee 4 A a ghee a ae, > = SEPM nor? ; : * ‘“ “es hana 


30 


Names Gill Advertising 


Filmakers Productions Inc., 
Hollyood, Cal., and its distribu- 
tion affiliate, Filmakers Releasing 
Organization, have appointed Clif- 
ford Gill Advertising Agency, 
Beverly Hills, to handle advertis- 
ing and public relations. Promo- 
tion in film trade publications will 
launch the company’s latest pic- 
ture, “The Bigamist,” scheduled 
for a San Francisco premiere Nov. 
24. 


Westinghouse Boosts Clark 

Henry D. Clark, since early sum- 
mer associated with the Westing- 
house Television-Radio division, 
Metuchen, N. J., has been pro- 
moted to sales training manager. 
Mr. Clark will have charge of 
planning and executing divisional 
sales training programs in which 
all new sales personnel will par- 
ticipate. 


Names Doremus-Eshleman 

Farmers’ Bank of the State of 
Delaware has appointed Doremus- 
Eshleman Co., Philadelphia, to 
handle its advertising. 


AFA Campaign for 
Better Advertising 


to Use Television 


New York, Oct. 21—The Adver- 
tising Federation of America has 
brought out its 1953-’54 campaign 
to explain the values and services 
of advertising. In addition to 


newspaper mats, outdoor boards, | 


/magazine ads, radio transcriptions, 
car cards and direct mail, the 
program includes tv film spots 
for the first time. 

In bringing out a campaign for 
the eighth year, the AFA com- 
mented that 


fighting a losing battle against 
public distrust, despite all efforts.” 

The tv film is an eight-second 
| shot intended for use as a station 
break spot. There is no charge for 
the film. 


® Ralph Smith, v.p. of Sullivan, 
Stauffer, Colwell & Bayles and 


“our research con- | 
tinues to show that advertising is | 


chairman of the committee respon- 
sible for the campaign, made a 
wire recording for an ABC closed 
circuit broadcast in which he de- 
scribed the announcements and re- 
cording to be sent to stations as a 
service to advertising. Mr. Smith 
said the new campaign would pri- 
marily combat the idea that ad- 
vertising adds to the cost of the 
goods people buy. 

Members of the AFA committee 
are Harold Barnes, managing di- 
rector of the Bureau of Advertis- 


ing; Frederic R. Gamble, president 


of the American Assn. of Adver- 
tising Agencies; Anthony LaSala, 
v.p. of Geyer Advertising; George 
B. MacGlennon, executive director 
of the National Assn. of Transpor- 
tation Advertising; Roy Meredith, 
tv director of MacManus, John & 


Adams; Albert L. Morse of David 


Doniger & Co.; Harry H. S. Phil- 
lips Jr., advertising director of 


‘Time Inc.; Mark Seelen, v.p. of 


Outdoor Advertising Inc., and Ev- 
erett R. Smith, research director of 
Macfadden Publications. 


TORRES eee 


Advertising Age, October 26, 1953 


Starch Study Reported Showing Readership 
of ROP Color Much Higher Than for B&W 


New York, Oct. 20—According 
to the biggest Starch study yet 
made on r.o.p. color vs. b&w read- 
ership, r.o.p. color ads were noted 
by 71% more men and 23% more 
women than the b&w ads. They 


, were read most by 25% more men 


and 53% more women. 

These findings appear in the 
October issue of ““‘What’s New in 
ROP Color,” a newsletter pub- 
lished by Reilly Electrotype. 

In an analysis of the January- 
August, 1953, chart (shown be- 
low), the newsletter says: 


| JAN. 17 BAW Ads | 20 Twe-Coler Ads ee 
Ne | eee ee | 
1993 | *»|*|*|* ag ho 
| Men (Wemen| Men | Women| Men | Women 
averove | 7 | 35| 12 | 43 |71% 23% 
ais'ams| 4|19| 5 | 29 |25%) 53%) 


YOUR BIG CUSTOMER 


NEW YORK « BOSTON 


TODAY AND 


TOMORROW 


thal young woman ww hev Toon 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 
a year to spend, fancy free. 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 
nearly always selects herself. 


Coaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 
product ...switch a brand. 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 
on their shopping lists, for life? 


There’s one best way to reach the 7,500,000 


young women in their teens: 


seventeen sells! 


* CHICAGO ¢ HOLLYWOOD « ATLANTA 


,\“The premium which these two- 
color advertisers paid for the sec- 
ond color varied from 16.5% to 
25%, with the average premium 
23%. This premium was consid- 
erably exceeded by the extra 
noters and readers won by the 
two-color ads, as shown by figures 
in column headed ‘ROP Color Ads 
| Led by.’ 

“Among men the percentage of 
extra noters for the color ads was 
three times the percentage of ex- 
tra cost. Among women the per- 
| centage of extra readers was more 
than double the percentage of ex- 
tra cost.” 

a The newsletter’s analysis of 
the second chart (January-Decem- 
| ber, 1952) said that a comparison 
| with the first chart showed: 

| “1. The general level of reader- 
ship, both of b&w and color, in- 
creased substantially this year 
over last, concurrent with an in- 
creased use of color, both editorial 


22 BEW Ads | 18 Two-Color Ads Rop 


vec | cass | covtes | Totter 
1952 | sien |womee] ton | wonce | tre | Womee 
Nore | 6 | 29| 8 | 34 | 33% 18% 
manner] 2/14] 5 | 20 150% 43% 


and advertising, 
studied. 

“2. In the face of this rise in the 
general level of readership, the 
color ads increased their margin of 
leadership over b&w, as shown by 
comparing figures for the two 
years in the columns headed ‘ROP 
Color Ads Led by.’” 

Reilly’s October report shows 
the following ten largest users of 


in the papers 


r.o.p. color for August and for 
three months: 
August June-Aug. 
1. Swift 1. Shell Oil 
2. Wiedemann beer 2. Nescafe 
3. Kellogg 3. Wiedemann beer 
4. Richfield Oil 4. Maxwell House 
5. Borden Co. 5. Coca-Cola 
6. Stroh’s beer 6. Frigidaire 
7. Socony-Vacuum 7. Sinclair Oil 
8. Maxwell House 8. Borden Co. 
9. Coca-Cola 9. Swift & Co. 
10. Duncan Hines 10. Stroh's Beer 
mix 


‘Artist’ Hikes Rates 


American Artist, published by 
Watson-Guptill, New York, will 
raise its b&w rates to $545 a page 
in January, 1954. Color and bleed 
rates will remain unchanged. The 
magazine’s guarantee is 38,000 but 
48,000 copies a month are cur- 


rently being distributed, accord- 
|ing to the publisher. 


in | the nation 


in income 
per household 


An average annual income of $6,575.00 
per h hold for Madi ond Dane 
county; an eight county retail sales 
total of $425 million — sell it best 
with central Wisconsin's first television 
station. 


MADISON, WIS. - 


represented naronolly 2 ee 


MEADLEY-REED TV | 
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Hf your product belongs in metalworking... 


your advertising belongs in... 77224 / 


TWE WEERLY MADATINE OF METHLWORKUNE 


All production welding is done in the 
metalworking industry... and that is the 
market reached by STEEL. All four 


members of the buying group read STEEL 


These 18 manufacturers 
in more than 10,000 plants that do production of welding, soldering and 


welding. And STEEL’s editors keep them brazing equipment and supplies 
‘ail ‘ ‘ advertised in STEEL during 1952 
informed on new developments in welding every 
Air Reduction Sales Company 

Fred C.) Archer, Inc 


week throughout the year. That's why STEEL 


is the logical choice as the basic paper to reach ee ae 
Weiger Weed & Co., 

the $111 billion metalworking industry. iv. Fanaheet Aaeeenmneees WOly 
The Federal Machine & Welder Co 

STEEL + Penton Building + Cleveland 13, Ohio General Electric Co., 


Welding Equipment 
Handy & Harman 


Harnischfeger Corp, 
Welding Division 


K S.M. Products, Ine 


Lincoln Electric Company 


MANAGEMENT Lucas Milhaupt Engineering 

a Company 

e e ae oe Metal & Tt t Co 

You advertise in STEEL to reach AS PURCHASING ae rermit Corp 
\ 74 elson Stud Welding Div, 

, . \! +34 Gregory Industries, Ine 

all four buying influences =| ie a Sciaky Bros., In 

rc | ot ) <7 \ The Taylor Winfield Corporation 

a > es ~ / y Linde Air Products Company, 

<n . ,— Div. Union Carbide & Carbon Co 

/ sf United Wire & Supply Corperation 

” Worthington Pump & Machinery 

PRODUCTION ENGINEERING Corp . Welding Positioners 
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| Cash Registers AreRinginginGreenBayWisconsin 


and your share of this 265 million dollar 
market's there for the taking! Besides being 
Wisconsin's 3rd largest retail-wholesale mark- 
et, Green Bay’s diversified bOsiness, agricul- 
ture and industry make it among the most 
prosperous — a compact, independent market 
covered by one publication, the Press-Gazette! 


The GREEN BAY PRESS-GAZETTE goes home 
to 99% of City Zone Families—to 95% of 
homes in the Metropolitan Zone . . . and that’s 
the kind of saturation that'll make those regis- 
ters ring for you, too! 


Write, wire or phone for full facts today, from 
Phil McClosky, Manager, General Advertising 


GREEN BAY wenn PRESS-GAZETTE 


Advertising 


Age, October 26, 1953 


‘Seattle Times’ Ad Staff Had Many 
Problems to Handle During Strike 


SEATTLE, Oct. 20—You think it’s 
a snap working for a daily news- 
paper closed by strike? An easy 
vacation? 

Take it from Russell W. Young, 
advertising manager, Seattle 
Times, it’s nothing of the sort. 
Talking to the Advertising and 
Sales Club last week, Mr. Young 
told of a newspaper at work when 
it isn’t publishing. There’s plenty 
to do. 

At 6 a.m. on the morning of July 
16, members of the advertising 
staff who came to work knew that 
a freshly called strike of the News- 
paper Guild would make publica- 
tion that day impossible. Some of 
the members of the advertising de- 
partment, members of the guild, 


o 
‘ —s" Try. 
OCTOBER [IS ABC MONTH 
A sal he Audit B f Cireul: 
« » egnre » 
salute to the Audit Bureau of Circulations 
Next vear the Audit Bureau of Cireulations size of paid circulations of member magazines 
will be 40 years old. Founded in 1914 with and newspapers, but how these circulations 
499 members. ABC now has a nation-wide were obtained, and where the readers live. 
sae a membership of 3.450, BBDO, a charter member of ABC. finds its 
Before this cooperative, non-profit: organi- reports indispensable in’ preparing recom. 
zation was set up by a group of advertisers. mendations for expenditures in printed media. 
agencies and publishers, there was no sound We are proud that the scrupulous standards 
way to evaluate circulation claims and ascer- of ABC audits have won universal acceptance 
tain circulation-building methods, among advertisers, advertising agencies and 
ABC brought order and confidence out of publishers alike. 
confusion and distrust. From the beginning BBDO salutes the ABC. And we pledge to it 
it has provided a factual index of advertising our continued wholehearted cooperation and 
space value. Its audits show not only the support. 
ry ‘ ‘ ” . ‘ 
BATTEN, BARTON, DURSTINE & OSBORN, INC, 
ddvertising 
NEW YORK BOSTON + BUFFALO CHICAGO CLEVELAND + PITTSBURGH 
MINNEAPOLIS + SAN FRANCISCO + HOLLYWOOD + LOS ANGELES + DETROIT 
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were on strike. Some were not. 
Mr. Young today called off the 
names of a dozen members of the 
advertising staff plus heads of de- 
partments who worked right 
through the strike (and were paid 
regularly and in full). The strike 
ended Friday and the paper has 
resumed publication. 


® When it became known that the 
paper would not publish, members 
of the ad staff who were on the 
job gathered up all display adver- 
tising—mats, engravings and lay- 
outs—and took it to other papers 
that the advertiser wanted to car- 
ry that advertising. The morning 
Post-Intelligencer and the Shop- 
ping News expanded the size of 
their issues when the Times sus- 
pended. 

“The moment it was known that 
you could not publish, the impor- 
tant thing was to get the copy out 
of the building and to the paper 
that the advertiser wanted,’ Mr. 
Young said. He made it clear that 
the paper did not wait one bit. To 
do so would have caused two 
weeks’ delay. The typographical 
union protested that the Times’ ad- 
vertising men had no right to 
touch the ads, but the Times fig- 
ured that it was dealing with its 
own customers. Type was not 
touched. Two weeks later, Mr. 
Young said, an official of the ty- 
pographical union conceded that 
the Times was entirely within its 
rights in acting as it did. 


ws The next job tackled was classi- 
fied ads. The Times, Mr. Young 
said. handles 2,000 individual clas- 
sified ads a day. It deals with hun- 
dreds of individual orders a day. 
Many are from out of town enclos- 
ing money to pay for the ad. The 
Times pitched into the “tremen- 
'dous direct mail job” of refund- 
ing money on new ads and refund- 
ing unexpended cash on ads that 
| were to be run several times. With 
ithe refund went a letter saying 
i\that the Times would let the ad- 
/vertiser know when the paper 
| would be resumed. 

The next job, Mr. Young con- 
| tinued, was to write letters with 
‘the dates blank, ready to go out 
| when the paper resumed, to these 
same classified advertisers, to ask 
|for their patronage again. 


(a Blind ads with box numbers 
| were a special problem. The man 
with a box number owns that num- 
ber, Mr. Young said. It would not 
do to refund the money by mail 
without first telephoning directly 
to the advertiser. He might, for 
example, be advertising for a new 
secretary and not want his present 
secretary to know of the ad. 

When indications came that the 
paper was getting ready to start 
publishing, telephone calls were 
endless. “We have to tell the same 
story, over and over, and tell it 
with dignity, appreciation and 
thankfulness. And yet you can not 
tell these callers the one thing they 
want to know—when you are go- 
ing to publish, because you do not 
know yourself.” 


a What happens to promotions? 
“One blew up in our face,” Mr. 
Young conceded. That was the fa- 
miliar dollar days, renamed and 
re-launched as the Seattle Greater 
Value Days, under sponsorship of 
the Times. Promotion and buildup 
was heavy. Teasers began 10 days 
ahead of the Thursday-Friday-Sat- 
urday-event in mid-July. On Wed- 
nesday night, before the opening, 
| the Times carried 64 pages. “Copy 
was coming out of our ears for 


‘Thursday and Friday,” Mr. Young 
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Advertising Age, October 26, 


ANNE V. SCHIEVE, 
manager of Hahne & Co., Newark, N. J., 
has been named advertising manager of 
Coward Shoe Inc., New York. She suc- 
ceeds Aaron Klein, who has resigned. 


former 


continued, “and Thursday we did 
not publish.” 

The paper delivered copy it was 
preparing to run to other papers. 
It also took radio spots to plug the 
three-day merchandising promo- 
tion. Sufficient push had gone into 
the promotion, sufficient momen- 
tum had been built up, the speak- 
er continued, so that stores re- 
ported sharp boosts in sales. One 
major department store, he added, 
reported a 100% increase in sales. 


a The back-to-school free theater 
party on a Saturday for children, 
a perennial Times promotion, was 
turned over as a package to the 
merchants and to the Post-Intelli- 
gencer, the latter carrying the 
sponsorship this year. 


The Santa Claus parade, anoth- | 


er Times promotion, is being car- 
ried forward. Parade time is Nov. | 
21. 


Salesmen on the Times advertis- | 
ing staff regularly contacted all | 


the paper’s display advertisers to 
bring them the Times’ side of the 
strike and of current business con- 


ditions. “We did not want to lose 
our contacts,’ Mr. Young ex- 
plained. 


“The worst thing is to think you | 


cannot do anything,’ Mr. Young 
went on. For nearly four weeks, 
non-striking members of the ad- 


vertising department sold mem-| 


berships in the Better Business 
Standards Assn., which is affil- 
iated with the National Better 


Business Bureau and the Assn. of 
Better Business Bureaus. One of 


the tasks of the salesmen was to. 


explain what the Better Business 
Standards Assn. does and to dis- 
tinguish it from another organi- 
zation with somewhat = similar 
name here which Mr. Young said 
was “unethical” (AA, Aug. 10). As 
one result, he said 25 to 50 firms 
will drop out of the “unethical” 
organization as their memberships 
run out. 


a A number of advertising cam- 
paigns for various types of local 
businesses also were worked on. 
In addition, every day’s issue of 
the competing daily was canvassed 
for ads that could be run when the 
Times resumed—classified, local 
and national. In the case of an- 
nouncement ads, the task is one 
of going back to the advertiser and 
convincing him that he has not yet 
reached a large section of the city. 
Mr. Young said that 80,000 to 100,- 
000 families here received no daily 
during the strike. 


a Waiting for the moment when 
the date of resumption could def- 
initely be set, Mr. Young said, were 
1,000 telegrams that would go out 
to advertising agencies, telephone 
calls to offices of the paper’s rep- 
resentatives, O’Mara & Ormsbee, 
and between 7,000 and 10,000 let- 
ters already written and needing 
only a date before mailing to clas- 
sified and local advertisers. 

The only concession to an easier 
working schedule, Mr. Young said, 
was a shortening of the work day 


by a half-hour morning and night, , 


production | 


|Clark Inc., Ashland, O., maker of 


1953 


A with “p the hours from 9 to 4:30,) 


with “perhaps a little more eager | MO N FY’S Wo RT H, 
jing over mid-morning coffee.” 


| Stearns Joins United Board 

| Raymond E. Stearns, formerly | 
executive v.p. of Empire Box Corp., 
-has been appointed a v.p. and as- 
‘sistant general manager of the. 
‘United Board and Carton Corp., | 
New York. Mr. Stearns will super- 
vise the purchasing, traffic, per- 
sonnel, carton manufacturing, pa- 
|perboard manufacturing and fi-. 
nancial departments of the com- | 
pany. 


Winemiller to Hess & Clark 
Tom Winemiller, formerly with 
the Poultry Tribune, has been 
named director of advertising and 
public relations of Dr. Hess & 


stock and poultry remedies. 


Carlson Forms Car-Sel Co. | 
D. J. Carlson, president of D. J. | 
Carlson & Associates, Chicago 
agency, has formed Car-Sel Co., 
engaged in the production of full- 
color process reproduction for off- | 
set printing. 


SPECIAL 
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F. A. Miller — 
STORY, BROOKS & FINLEY, INC. 


AND THEN 


Here is one of America’s great advertising values. Your 
advertisements in the South Bend Tribune 
with the highest average family income and highest median 
EE. iti income in America. Reaches all of them too — 
the Tribune’s coverage of the South Bend Metropoliian 
Area is 103.3%. Milline rates are 24.3% below the average 
of comparable newspapers! Write for free market data 


book, “Test Town, U. S. A.” 


SOME! 


reach buyers 


The South Bend, pry Market: 
7 Counties, 1/2 Million People 


Pres. and Editor Franklin D. Schurz — Secy. and Treas. 
* NATIONAL REPRESENTATIVES 
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(above) Mrs. W. 


G. Eakin, Franklin County, 
Mo. cleans cream separator parts. 
(below) Mrs. John Leonhard, of St. Charles 


County, Mo. shows her dishwasher to eh. cl 


Mrs. Elvin Stuart, Polk County, Ia... . 
with a family of five now can slick up 
kitchen in less than twenty minutes 
after a meal ...and needs to turn on 
the dishwasher only once or twice a day. 


BRE Ata na, Bese sats a 


Actual homemakers in real farm 
kitchens give their reasons for buying 
dishwashers in the October issue of 
SUCCESSFUL FARMING. 

The article is a reader service...but 
again emphasizes the market among 
the country’s best farm families... 
today buy style, appearance, 
more free time, comfort, and 
new furniture 
and furnishings, more attractive ] 


convenience... 


decor and all the appliances 
lhirteen years of peak prosperity 


have given money and means, elevated ! 


farm living standards to par and often 
exceed those of the best suburbs. 


‘Tue best medium for reaching 
the best farm families is Successrut 
Fanwine...concentrating eight of ten 
copics of its farm circulation among 


the best farm families who get 88% of 


pO Rae eg SEL: PORN 


“Our dishpan’ s gone for rood” 


the national farm dollars. The average 
cash income of the SF subseriber is 
in excess of $10,000 annually 64% 
higher than the US farm average. 

In this choice market, tv gives thin 
coverage, and general media are not a 
substitute for SUCCESSFUL FARMING... 
with its deep penetration and high 

readership, and influence based 
on over fifty years of service. 
National advertisers need SF to 
balance national schedules and 
} get more’sales at lower costs. For 
full facts, ask the nearest SF office. 


Merepiru Pussisuinc Company, 
Des Moines...and New York, Chicago, 
Cleveland, Detroit, San 
Atlanta, Los Angeles. 
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Falstaff to Stress 
Point of Sale in 


Anniversary Drive 


St. Louis, Oct. 20—Fifty years 
ago, the Falstaff name was regis- 
tered as the trademark of the old 
Lemp Brewing Co. to designate the 
beer it had brewed since 1840. 

This year, Falstaff Brewing 
Corp., Lemp’s successor, will con- 
duct a golden anniversary promo- 
tion to observe the event. 

Behind the scenes preparation 
led up to preview meetings with 
Falstaff divisional salesmen in 
August. The promotion will break 
publicly this month, with major 
emphasis on point of sale displays 
and giveaways. 


s Ceiling hangers, 
placards, posters, bottle neck tags, 
coasters, pencils and_ simulated 
gold coins will proclaim the an- 
niversary. Consumer media will 
include radio, tv, magazines, news- 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 
James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 


case stickers, | 


In the simplest and clearest of 


language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 


sales managers, editors, college 
professors and students, poets, ad- | 


vertising men, salesmen and busi- 


ness executives who have read 


it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Il. 


Gentlemen: 
Please send me on 10-day money- 
back guarantee...... copies of “A 


Technique for Producing Ideas.” 
Enclosed is $........... 
BED vt ccescvbevaes ¥ 


eee ennwe 


papers and outdoor. 

Lemp Brewing Co. was acquired 
'by Griesedieck Beverage Co. dur- 
ing prohibition and reorganized as 
Falstaff Brewing Co. Until repeal 
—when the company received fed- 
eral brewing permit No. 1 from the 
Internal Revenue Department, Fal- 
staff marketed non-alcoholic beer, 
soft drinks and, as a sideline, hams 
and bacon. 

With repeal, the firm leased and 
later purchased its second plant in 
St. Louis. Four other plants were 


acquired and distribution was ex- 
tended into the South and West 
Coast. 

Falstaff’s agency is Dancer- 
Fitzgerald-Sample, New York. 


2 Join Motion Picture TV Firm 

Herb Jaffe, formerly of Music 
Corp. of America, and John W. 
McGuire, previously of ABC-TV, 
have joined Motion Pictures for 
Television, New York, video film 
distributor and producer, as east- 
ern and central sales manager, re- 
spectively. 


Advertising Age, 


Schenley Boosts Yule Offer 


Schenley Distributors Inc., New 
York, is using 14 national maga- 
zines, newspapers in key markets 
and extensive point of sale mater- 
ial to promote its Christmas gift 
decanter offering of I. W. Har- 
per bottled-in-bond bourbon whis- 
ky. The campaign will continue 
into December. 


Fedders-Quigan Buys ‘Today’ 


Fedders-Quigan Corp., Buffalo, 
manufacturer of air conditioning 
equipment, has purchased 110 seg- 
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ments on NBC-TV’s “Today.” Un- 
der the contract, which was placed 
through Batten, Barton, Durstine 
& Osborn, the company will begin 
its sponsorship Dec. 1 and will 
continue through August, 1954. 


WCSH-TV Appoints Atwood 


Jack S. Atwood, formerly man- 
ager of WRDO, Augusta, Me., has 
been named national sales man- 
,ager of WCSH-TV, Portland, Me. 
|The video station, which will be 
represented by Weed Television, is 
due to go on the air Dec. 1. 


When you 
are picking 
the right 
architectural 
magazine 
for 1954... 


CONSIDER THE 
CONSENSUS 
OF BUILDING 
PRODUCT 
ADVERTISERS 


aa 


See A OT ae ee : Ee Mee - RA: a. eee rae > Nap aes | yee ey CRE Gembaeeniae eee tarts ieee tc, gerne 7 ag ae Seuss eee aay pa ae a sae Paemal the on, oUt mage Nia King ot 
Sane aghs dah ae rep SR ae aM cee , sity pe tee ig ea secs tig he Ate oe eae, oe ae Oh te ba eS gig ae A OA Atal gee a eee ae ee Laie hea yeaah Sree ts ana Pigg Man 
Beare & Soe hee Spl 9 Eee Ce een ee ee Sates Ss ieee : se aan’ Sera el ae sera: 4 gee MRE Ter) ges sap aio ike Carter ganas ann dP: ee eee Se ee er Rei ts Sapam Hh a By bier agin A eee ae oe Sar a 
ee x pies f ene: eee oes an oe ee Si eee ee age A aes NG eee gi Na ae ih ila yee oo ates ry POM ea rie hee Svan ar Reigate 2 ae a ee CPi.” : cee mae : eh si oT ee 
eure : a iano afi ae iP cet = Sa ee, 7 iy ; : on gS rs nA rik kt ae ge tee as Se "aA Ste oe =: 
tt. : ee. ee ae ci TESS = : Bese : ? See ee MES oS Sy EN BE oo Sk OR a eat Sie ran 
Bs gia kl a! ene 
es - ec oe > Pe eae oe - 
Bes, : 
wane 
ae 
* = 
: ee | 
Ac 
TI 
tees | | 
Pe 
Sees co 
a : a Po - 
Sete Bk | 
ae Ut 
4 i ex 
De 
ses 
cs 
eas ; ( ‘ 
2 
ls ee pr 
ney: : 
oe Pi 
a 
| m¢ 
pr 
. a 2 ‘ a er toed . pe PN sy 2 a pet 4P ee otek . ae aie ‘ ( t 
: a ese aha! fe Re ees 3 She dy ae Lee eee eae ios SAT i ig Pas cungese i) DRRRE® 02S ato 1s 1 4 : 
: et ee ae SA, ta << Laer he 4 EET eae Me Sane iS i San 5: ee i ioe m - r aN ae sa AS ce ae PT eae > : : 
- Ty RS oars ons < Seah eae Prieto Fin, een: =" eee “AD 2 poner sae Ly fee sae ve 2 2 ean *S dl ee 
mip eal esol ee I Say re a ORR bo 10°, SCR i Se ae ola Se aitr es Re, Re eee ey oe ees jel 2 
a ee ralee 5 ‘geri S ag a igh og ane ak, eae Baan, i eae Bt fie # a (tty. a ee 7 ye eee ee ewe er a Might F a! Sonera 
Hoag Buys See GIT, HERE Oe Ce ba Bee clea wed 7 Cine dint pinta La ihae OF BS ee ae 
aera ti rte ae ae NaS 3 a. By PR ea RR ok ee Ss GE magia : cadet ou * Sar gee igi yee . ve eee ee te eA ec 0. eae Se Sta a ia a: 
i ae Cy tn eRe mend aera rene ete Brose se pieksiai, fi Pe. Nie eae Rn We ee * ; Cee pea ae ee ets a hae er Rie eG“, nm ieee 
en re SC ag eh Ps Pega pee eT in ae ay jee eee genes Resa ge: a eee ae ad oe Aa, ae ey a RE eT ace. AS ay) . servers 
iin Beebe eS AIRY ep A a pe tea ea POS Ud ERR CE Ra oe See oe en - sf ; “id 2 Se ea a bai? Br ees 
SO Reise <5 ERE REEF Se odin’ MAN pe Rs he “i ae eee ee ae ea tc tee a oc Sete ear cetear se : os ee ee ee A ee ” Pattee 
a ies LAUR toe) foe Me aR Gia Geert ahs ck ein nl otk epee eRe. PT ey a ae ae ee ee ae as Ree aA CO ete OY elie Pe itr, 5 ie ee ape at Bier arte emit a.” got a _ pore 1 
eh ee AE SS Regie ar eee ier erent FI, a ee tees rei to si Woe eae bent peter ay) ee, ee Ph ee x ' *: PRS oss oe 
= ci arermeers S50 | eee Reet. LODE Rpmnem week patente errr : So tad a SS caoh ; ‘ sath mea ees ¢ ee oe ges amt Con 
weed Sa Poor. paar ree ie a ea Le aaa Fas peers Geet 2 Ps SRR RINE a eRe EN phi + RPS nBEe i ee Sh, A oot ra : ~ re ep 2 ee med w 
Yara ae ae ‘ ; : eae : ; 
Pit ssl MIU 28 3? cue oo as PE eas St ei a fa Mase BP has ie ae lea Pee te oe a eee ts ee Re eae BR ’ pai a ee: ee aie é pees re, 
Post ine. Seth Si BRT ago ciny liegt ico, We ee eo or ee ee a ee ae pe oe . es rk a vous peer Ss Meili. 1 a op aye ria g Nek ana . ss hs oata ie eat Pa, Rete st bead. Py 
By «Pe a sa pete cial d ¥ eae ae Pe eos ae aS ee ue 2 Baa Bae ba coe eS ee ge ee i aps be Ssh a Spe ad Bate ary aes a eee Meee Ne aa «4 oe a 
eos. Pinar Meee SS ae et A Pe, Scien es aN eal aie ty hie aan MME i: Odes) +, ee GMa eeeear iy). eer. yeh we bye PTS here atd t aaba A SS Big reagent Bae ag, wee ays AN I ean ch "a a Ie Se er a aa 
2 ne Si a Ey heal ieee ee ee ee ee mm het ha eh et ee ene Res 
ee foes eae rg ae Poe Ree eee Fo a ee Hes Kata es " to 1 RTS 5 ki se Leeg RS ES ak 7 = eine 
sae | Pe ee Ra ae ie eee eee co ae oe i a Gay eee cae, ie ple ae 
ce eam Met taee tain eee fig? 0) aR ee eee cans be aoa oe oi Vee rue BACs: “ Oi ee oi i + . aly ad ee ne geese ft 
ee ae Bee ge a. ear Tena a ee as Paar in Ra et te Sih MSN ar toys ¥ ee ee ie ae ee he we ie ee nate 3 e sy : : ae op pene ora a ; 
geet! AR Gane a, See, (= eameligaiaalee coniies | Bo 2 AAS ew rn ees eames a we Same nise - gees ah ae LON & gt eae Gy foe! sore P ; ae ck ees hn eae 2 RR  fecalait 
a ee ea ee er RS ee cee ne aS J 
hts ey ee EGS SS Ram eens aR RIE RO Alc 2's ahaa, Bayete 3 eerste. enters 2 BP iro rs ere ; ee i ae | 
sas AOS Be Tee. Xa eee Big ME SiC ea ce op ye Eee ee ete as : ; ' ET sate eee Bec ayess Sere oes , 
a sets Geiss 38 Sea TR gS kee irs Al Aliee, Tales. ca a ee aa Re or as $ vee a <i SPs Seek 5 a bay ee 2 2 z e = e tie ae 
aio) SIR Gh ole: 2 he Gea ee ee ig Se. i imate *S ; : in ; md Seen ie eke , ‘ 
ae) Siete igh 2 eee res Sei ites: i ee ee Bt age ita uae aeee sees *4 ie eta piesa Pano? a ss pe 
sis gl SUS SAE AGS “Sega ne at eee hc) a ie de eas ee ss ssh de ; e j cee ee ee 
ane Shia - - = er: | ea ei Te OE ge ge ndegs Leh ea oe oe Ries MO aa eh ig SS eee ae bs ecient Wek fy pee, ye eee 3 : aL & apes” x rs et eens Rt os ai 
— apr ; a Beate | OP a: PEL i Tete Ly Se Ree eae 2 ee ene  t eC Pe ae Tate SO ee ae ae eT Av pind eye pias So wal  et§ =e See 
, P sey? } ee ey ee AS PA ea * ; me Go* asrecen . ©. -t. SS iia vate Phe + ee th Sg > lg ee a ae eee ty Sar Ol gh: ie ei ia ee I is . 
ae ‘ = caae BAS eS a ES a ake aie SEY ER tceee fe Ne eee en gw. Saeanegel. EER ee 7 eS Rett 
| ae } tee = ae Tn ROR She Re a Si: . ke sia si, sh tS 2 As oie tee te en OE ge eo ; 
3 if é ey tee yt Ol or” = ac tee 2 - tah >a. é a i mee oe Zz 2 e 4 re Rr) a hs ‘i ioe ~ } 
oe fia: cs i Z ie) “a ae eo ely oy ae Mik eo eee oes Ss ae Pane Sgr I Sore Nie eae SS er ae ¢ : ee eats ee ee a ‘ 
COCR: i i = oe ee ae are pti, My ‘ a ae, i rr . ems a i ae Se ae ; SPRL. ee : A a mere 
a, a | Satie es = rene os j ty geies “ee poe Pas ake ie ae (oe Meg tii aGESS 3 eg gO, ae age oe ES ee oS el A See 
re Ay | b f — Pe : es bs : i ‘ ae : > oe ete ; Pot ry eer? 
fo, que ‘ ; fs a 
i r ies ‘ % En 2 
eam ‘ P | pte . j fe + » é : rete gine F i eae : ies Sse Say oe fe ees | 
ee : lOd 4 Shae a . : hs Wen Z ae ra > a cr Fal os ae 3 7 4 $ if Sates eae at ie: 1? 
Uc; 3 ieee : E : i ME Pd, ue ee rs : eee Os ee en j 
in (ie ee = : : i e ; te ae : 
“> fa : 2 c asi tae ea i 
: ie é ee ae ed 5 le pas Pe Piide i si pies * sa 3 See 8s he og TE ee : : 
f Beets a ae A ote Bags #- etd peta 2 tee rote : re ee ee a : eee ' 
3 1 el pa “See ps => ae F + ne ae € , ae , 
oN oa E iia 268 aaa Se xe : re es Be ee ss ae es ney 
BBD be ’ Bes a : : ‘ eel ae 3 : co RTE, Ramee se, i 
a it z ‘ aae set ie ae Ana 2 a . s 
Tile ; ; on ; . sas baie: Sener C _— , 
ge 0 i Gaaee | al keg Cee SNe Pe OS ime — 
= te EE iw ia ale H Sage Kom y we 3 ae prea ae 5 ee 
. 7 ier ae ee - jaan ; a ae 2 eae tes » pa eeies oe ’ i Ei 
; i a ee 4 ise, : Rae thiec hc, Te ae , ea ile cae ei é 
‘ Ate tia, Lis ole porn al ; : —_ So ale an ; fas 
, ba oe dees Vy xy ; - iene eres se Cae a Sp 
mi be = ‘. aes . ’ 5 con des. bt Aide wait Peat ahs: Be ie : oe "3 ep aed 
4 we mwa pees % Ke ; 2 7 =) i A, Son my — il Ae iat oe * eer: 3 Sree da Mahe 2s ae ts a) 
oe ee ee < me F ep x Fas st Ages > pee hing, Si i Ds A bis : ABS grr ons ; ia 
Pes . : ; S Eee “ee oe ee re ee She Bone” st a eee a yea ox 
oe ‘ ee ol a Heine ag 
rien Re ee a hy Os oo ete gis ae Pleas 
a ae iy on 3 RRS 2 ee ea =e «a Se eats ee { 
aaa te rp 2 ee by wha Sait ps Hoy iets ae i 
yaad a ope We 2 wo e Sw, oe eee 
A a ee ; ; ; ae 
[ae ‘ 2 pad er rs : 5 : = ; % 
ah! ‘Sp geele eae aie ie : 
es Ly ook ’ ie oes : ; 
oN. Bs Fa: ee ‘ yi ane ne 
: Rac gece} ree Ae es 
ae eA 88 Nee ne ee uke ' 
os a ; fs, emi Achar at aNae ‘ 
2. ihe ap RRR aks eK re pe 
ac 0 Te sa. “TN Saag sec. See a ce , 
el var _ OO eS as Piae oe 
i is ia eign! sg ATOR eR Fl ars Pai. { 
Pek xe iia ae ot fala 4, Pete 
ae eae eee: ke ee Pi 3 eed pen 
wb ieee Nae oc peas ae oe ; j 
sd etd g SS ee ¥ ace ie 
is Sy | Aa re gear te “ eo oes 
jo ae seus tS a ae ea eee aailae ee Deg 
Geel i Se = eae Big ct ie eo 
eet Ss ae. «kee "7 ere oy Paar 
pai - coe mage i tae M4 he PS sriketcee 
ay ee, q ; Lon 5 dale SANS ee tea <eoe 
eegat Te ee j = dca 
era ae SS te Par cm ee a oils : = eco mey, 
oie he ee > Res sae Bree) aaa 
Parl j sa 4 oa _ ur eas Rae 
Bates ‘ta eS ti aletiie ee ye 
ae Bp acta a ae 2k 
tS oye clean 3 OS, rh a one Palme 
ee 8s ar ee cae 
es ee Se = isaon et anaes 
iinet ST ES a ae : 52 mae 
: Po a = roles eS “ dls & 1 
ae <i, age ee ie Me RE eb ones ete NT ee se eee ines s aes 
Sai ey a eee te Hila OO vitae ital eat rai” moat le ae cll Ven is age yay ime a a: 7 ae 
+. ea 6 se Fe abe ie aa are ae Maca ene ep eaiyeT orig Cee YG he ae S : a 
aot erst. BS ekg: 5 oe na Re Roa: Oo, Te Hit eaenians Sew) 5 ‘ : » 
- / eee ce St Bt iene ea Picea Se * i i : re : : ee 
z _ Rite Pee: s Pete ead as dae Tes Ee as oa * Ay A sf ae 
aes — & Pees ote eth oa is ee i en = arin 39 n om ae gs iets a dee eames 5 { 
Near oe ip ee me eh ee To ce ie a ee ae Gok 
eae SESS ie at Pee rae MURR Se UE Ae a a OME Sar eh oak ee ere. 
aa a = i: ae bn GL eS ae nn ae . eae ! 
Pr \ eas eet. 4¢ eres Bs oe ae == ys i 
c ye ees. ee fay Bis eo Si SAL ERA ee. 6 ae is ae | 
ee ihe > - a — BSS thoes : Ree tad 
F Be S see iy Se ee - ae Pig ss a : oa dae 
se srg a Poe son ener : ean aes 4 Pe 
Ci oe oem Ma ee ite pe nde eset LL a 7 ares ta 
son hehe Pe c Rae alle “bs er ae ee oe : ; : 
nl yl Fe We ae fs is) p oa a, Re Site 2 Spier Sree Spe ea og seh BS 
ReaD are , am i _ s eek : onic SEE ek ; ae Be ae j 
ei. re ee ee f Sine ban ae ee jada 
rie pone Snare Piney ie i ral a ae - ane fs mage? ba i a ee Mie, hte Se) — oe pe 
Or eae Byer a a oo ES a P “= Ae fy eo ae “5 Seen 
ee 4 Ses ci Al Gee a ——— a eS ee ee " oe sesh fea * 
Fe gh Yee * iy See habe ae aaeetee, AE | : a . Seas. ll ee d ipa 
Secale Pn ie cs dhe i aM Sas ha Be 
aor n >! aE ig Meee: RN an ev oe ar nh ete es meee Lae er ei 
is S pe ae be a ; - S 
é pees oe ee ae Ps, = aia ih See 2 Sa Da 
ht lanier 3 Les - gah ee. scare ei rin 1s So Pe Ate | 
a cp ee ees... bi a i co 5 “ 3 eek EN 
ay feet ey Uae — ara Fe veo pe es ea Janata 
A Bo RNS ice ate ee Oe: aOR ao eStats aed EN oy ; 
a kee fs select fer ee ete ga elves ae 4 Boor See 
‘ois id pepe aa a eR EN z tees Lis be Cabal oo eG See) a 
hee Re Pe ee Pan Seo” is 9 Sea ee: BAT eg : i Ae ee ae | 
PE Geter), I ee he ages = od Fi ‘ Agel Wg ee ; denice . eae Y ‘ aM | 
nese ee GE eh si mete ay ees, Seek Sa eae RUE fir meee : i / ' 
as. itintesinele Sear : Rt er ue A ket, re aerate sya Secs ao ee r, ee i 
Srhvee ice Pie etc  pcomal SN cc Sag yi ola rh eee lala pain: ca Bees eas am ' 
Paes hag # 1 Rien etm et ee oe es f re ap ' 
gece ra Pe oe eee ae ee Se ea ae ia Big See § hekee 
cae re Cee a Sd eee PAN ae fk 
pea aa? Berrie alee a kta eS ate eae ae een: oe 
=e Bue s ¥ 5 x Bia ¢ : ft ea 
: y a ; = 
: eee eee 
‘ é x 4 
x ¢ , . 
a #F 7 i ~ 
‘ ; y ; eS 
; ano ee ee ed : Pattee 5 f : : ; . PP Ne EM Pee Fe ome 2 an eli i s ea bse pee = 
> a ee as fe Bre p encid aes OEY Raa RS Sate Sgr eb : ; hee OS eit iy Serra ce a 
7 ihe: an eee Bey te > tee oe Head ers é ; alec ed 4 isles , : : Seeks | xe = 
ee ; aes, . pees oe E ae Sig cag ges tld gat aA - P A 4 : ¥ 2 ' 
eae a. Seo el ‘ ERASING Mp Ah on oe Poe : we ye a ae is ee a cee aU MEG > Brae Ce “4 
Cate RE ah rie fy aus e C = Poa catia int : : ¥. ee Fe 
i 3 “4 . 4 f a : ’ : 
| : AEA OMT Gees ’ ee Tac f Rea z ne anes F eS ues A een . 3 . = z ic ! 5 é 5 bce 
| ‘ P 
, \ 
bie ret : - : * - « 8 
“hy be F R : a . yes , y Par Gi, We Feb a Oho ee “ ‘ . s , z ft : z “ 24 2 ‘ ‘ og h Pa oy -? 
Me re gel Grnict yy Weide ee nee ee tee ne 3 ~ Bg ee Bd ; - r ee - ent Be TO at a : eal + (sen | ; 5 %, Pb. ae Bice Red 


Advertising Age, October 26, 1953 


Thueson Joins KH]-Don Lee 

Dean Thueson, formerly an ac- 
count executive of KLO and the 
Inter-Mountain Network. Ogden, 
Utah, has been named an account 
executive of KHJ, Los Angeles, a 
Don Lee-Mutual station. 


Cozzola Joins Critchtield 

Kelly Cozzola, formerly assistant 
production manager of Carson, 
Pirie, Scott & Co., Chicago depart- 
ment store, has been appointed 
production manager of Critchfield 
& Co., Chicago agency. 


Pabco Aiming First 
at Retailers With 
Introductory Push 


SAN FRANCISCO, Oct. 20—Pabco 
Products will attempt to sell the 


|tail advertising will be deferred 
‘until later next year with the ex- 
ception of Pabco mats which may 
be run sooner by dealers. 

Radio and tv spot scripts are 
being supplied to dealers and will 


get direct mail material to be, 


aimed at consumers. 


retailer first in a campaign intro-_ 


ducing Floron, a plastic floor tile. 

Five business papers are carry- 
ing ads on the new tile. Institu- 
tional, shelter and building maga- 
zines will be added in April. Re- 


® Pabco is borrowing a page from 
supermarket handbooks with the 
design of a mailing container suit- 
able for in-store display. Cartons 
holding 65 square feet of tiles are 


printed in two colors and come 
with sales cards to be used in dis- 
play. 

A wall hanger containing sam- 
ples of the seven colors in which 
the tile is manufactured also will 
be used. The plastic floor cover- 
ing is priced below rubber and 
vinyl and slightly above linoleum. 


® Business papers carrying the 
first ads in the new Pabco cam- 
paign this month are Floor Cov- 
ering Weekly, Flooring, Retailing 


In 1953, over 500 building product advertisers (two-thirds of all 
advertisers using one or more of the three leading architectural 


magazines) are putting Architectural Record ahead of the field by more 
than 1,000 pages of advertising. 


However, advertising leadership is but one clue to media value. 
Equally important to buyers of advertising are the reasons for the 
Record’s leadership in advertising volume month after month, year 


after year: 


1. Editorial content designed 100% for architects and engineers: 
Architectural Record is the one magazine edited in its entirety for the 
architects and engineers who control 80% of today’s building dollars. 


2. Editorial anticipation of market activity: the Record’s editorial content 
is timed and balanced accurately by means of Dodge Reports of building 
planning activity to be of constant maximum value to architects and engineers 


in terms of the work on their boards . . 


their market opportunities. 


. and to advertisers in terms of 


3. Editorial breadth: The Record’s editorial service takes in the full range 
of building design—residential and non-residential, small and large— 
which constitutes the practice of architects and engineers. 


4. Reader preference: architects and engineers have voted Architectural 
Record their preferred magazine in fifty out of fifty-six readership studies 
(sponsored by building product manufacturers and agencies) for which 
results are available —and in all sixteen such studies since January 1952. 


5. Dodge-documented market coverage: Dodge Reports of building 
activity —available exclusively to Architectural Record— 

document the Record’s coverage of the architects and engineers responsible 
for over 85% of all architect-designed building—residential and 
non-residential, small and large. 


6. Largest total architect and engineer circulation: Architectural Record 
serves the largest audience of architects and engineers ever assembled 
by a technical magazine. 


7. Lowest cost: you reach the largest architect and engineer audience in 
Architectural Record at the lowest cost per page per thousand. 


You will be right with the Record in 1954. 


F.W. DODGE 


RPORATION 


119 West 40th St 


New York 18, N.Y. 


Architectural 


workbook of the 


Record perc node 
and engineer’ 


OXtord 5-3000 
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Daily, Rug Profits and Western 
Floors. Publications to receive two- 
color pages in April are American 
Builder, American Motel Maga- 
zine, American Restaurant, Archi- 
tectural Record, Hospitals, House 
& Home, Institutions, Practical 
Builder and School Executive. 

| Brisacher, Wheeler & Staff is the 
agency. 


Joins Connelly Organization 

Margaret B. Turner, formerly 
' advertising manager of Theodore 
Presser Co., Bryn Mawr, Pa., has 
been appointed sales promotion 
manager of the Connelly Organi- 
zation, Philadelphia. 


Names Benham Advertising 
Industrial Safety Specialties Co., 
‘Perkasie, Pa. maker of safety 
‘clothing and equipment, has ap- 
| pointed Benham Advertising, Phil- 
'adelphia, to handle its advertising. 


Issues Denver ‘TV Guide’ 


TV Guide on Oct. 23 began is- 
suing the Rocky Mountain edition, 
published in Denver as a franchise — 

| operation. It is the 16th edition. 


-—MCKAGING PAD 


COSTS 
LESS PER 


CONTACT 
WITH MORE 
PACKAGERS 


18,000 every-month 
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Ad Budget Isn’t Just One Lump Sum, 
K&E's President Tells Marketers 


MINNEAPOLIS, Oct. 20—An ad- 
vertising budget is not one lump 
sum but the total of “as many in- 
dividual budgets as there are sales 
areas.” 

That’s how Kenyon & Eckhardt 
looks at budgets, as explained here 
by K&E’s President William B. 
Lewis at a marketing research in- 
stitute sponsored 
last Friday by the 
Minnesota chap- 
ter of the Amer- 
ican Marketers 
Assn. 

“The key to the 
index for spend- 
ing the advertis- 
ing dollar is, of 
course, the cur- 
rent distribution 
of sales,” he said. 
“About 80¢ of 
each dollar is 
spent in such a 
way as to parallel the sales dis- 
tribution. 

“It is the other 20¢ that really 
count because, in our appropria- 
tion factor, we put this fund to 
work to meet special conditions, 
such as competitive activity, tra- 
ditional weakness or strength for 
the product in certain areas and 
the presence of unusual media 
values in various sections of the 
country.” 


William B. Lewis 


® Kenyon & Eckhardt breaks 
down a client’s budgets into de- 
fensive budgets “designed to main- 
tain and build sales at a normal 
rate” and offensive budgets ‘“de- 
signed to accelerate sales growth 
through added advertising power 
in districts that are under par.” 

Mr. Lewis said that perhaps the 
greatest waste of advertising pow- 
er is the tendency to scatter ad- 
vertising money over too many dif- 
ferent types of media. 

“It is extremely unwise to rec- 
ommend a number of different 
types of media where the appro- 
priation will not permit a good 
representation in any,” he said. 


# Pierre Martineau, manager of 
research and presentations, Chica- 
go Tribune, stressed that a product 
must have personality if it is to 
sell. Or, as he put it, “the institu- 


_ 


TO OPEN THE DOOR 


10 THE 
CONSTRUCTION 
MARKET 


USE 


Multi-Billion Dollar 
INDUSTRY 


Associated Construction Publications 


Construction Construction Bulletin 
Construction Digest Constructioneer 
Construction News 

Monthly Dixie Contractor 
M Contractor 
ee Mid-West Contractor 
Mississippi Vall New England 
Contractor ” Construction 
Rocky Mountain Southwest Builder 
Construction and Contractor 
Texas Contractor Western Builder 


For Information Write: 
G. L. ANDERSON, Sec’y. 
1022 Lumber Exchange Bidg., Minneapolis, Minn. 


from the crowd.” | 
Mr. Martineau contended that. 


|ic communication.’ 

“We have experimented with 
just about every type of reader- 
'ship study and I feel they all fall 


far, far short of measuring the) 


‘true impact of advertising,” he 
'said. “There is no effort made to 


tent.” 
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|symbolistic effect of advertising 
‘that is trying to create product 
personality. 

“Most advertising,’ he = said, 
“shows no awareness that people 
have other motives for using their 
| products than the various techni- 


tions and the products with char-| get below the verbal levels to as-| cal reasons. As a powerful cultur- 
acter are the ones that stand out certain any of this symbolic con- al force, advertising can and does 


/much more than inform people of 


she is supposed to do, to feel, to 
prize. 

“When these correspond to what 
she actually does feel and wants to 
achieve, when they teach her goals 
that are feasible to her, she is re- 
sponsive, reacting acceptably to 
new objects and habits.” 

J. E. Ratner, v.p. of Campbell- 
Mithun here, pointing out the great 


these technical facts. Meaningful | population growth and changes in 


to build personality for a product's Mr. Martineau explained that | advertising, for instance, presents 
with advertising “the largest part|the Tribune is conducting experi- the housewife with a conception of 
is done by indirection and symbol- | ments to see if it can determine the |a woman’s duty, the kind of things 


the past decade, the increase in in- 
comes and in home ownership and 


all the market developments, pre- 
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dicted the home is the market of for WGY and WRGB, Schenec- 
the future. tady, has joined the staff of Rob- 
Packaged foods, kitchen and ert C. Russell Advertising Agency, 
laundry equipment, everything de- Schenectady. 
signed to bring the American ‘ 
woman “out of the kitchen once Gustafson Joins KMO-TV rae 
and for all,” present a tremendous! ,,“tt Gustafson, formerly with) 
potential, he said. He also called| Rhodes Department Store, has’ 
’ ‘ |been named account executive of | 


attention to the increase in shop- KMO-TV, Tacoma-Seattle. 
ping by men for home wares. | 


B ‘ 
Peck Joins Robert C. Russell _ apart cennee Moves 


George L. Peck, formerly man- agency, has moved to larger offices | 
ager of promotion and publicity at 601 S. Rampart Blvd. 


Boylhart-O’Connor, Los Angeles | 


Smart Negotiates 
to Print Edition of 
. fe . - 

‘Esquire’ in Britain 

LONDON, ENGLAND, Oct. 20—Es- 
quire Inc. has begun negotiations 
for the publication of a British edi- 
tion of Esquire. 

President John Smart has been 
holding meetings here to see if the 


project is feasible and he hopes a 
final decision will be reached 
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some time next month. Time’s announcement that it has 
Mr. Smart said the edition will abandoned plans for a separate 
not be launched unless a “high- British edition. 
class production job” can be ar-| A British edition of Time, with 
ranged. different editorial and ad pages, 
The edition would presumably | was under consideration for eight 
have the same editorial content as| months here. Time executives here 
the American magazine, with Brit- | told AA’s correspondent that the 
ish and European ad pages. plan finally had to be junked be- 
‘cause the printing costs would have 
a Time and Newsweek, which | been too high. They explained that 
have international editions in| most British magazines have their 
Europe, both publish in Paris. The own printing facilities and were 
Esquire news follows shortly after not inclined to offer Time any 


* 
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for 


EXCITING: NEW! PRIZE OF THE MONTH CONTEST 


OMAN 


FOR YOUNG WIVES 
seine 25! 


CIRCULATION. 


0 ae 


@ Paweett Publication 


NEW YORK « 8OSTON « CHICAGO « OETROIT 6. 
LOS ANGELES « s' FRANCISCO 


1,200,000 


bargain rates for the production of 
a competing magazine. 


Wilson to Address Ad Council 


Charles E. Wilson, Secretary of 
Defense, will speak to Pittsburgh 
industrialists and advertising ex- 
ecutives at a special meeting of the 
Advertising Council Nov. 23 at the 
Duquesne Club. Business leaders 
from nearby cities will be invited. 
Ernest T. Weir, chairman of Na- 
tional Steel Corp., will head the 
reception committee. 


Dixie Names MacDonald-Cook 

MacDonald-Cook Co., Chicago 
and South Bend, Ind., has been 
appointed to handle space adver- 
tising by Dixie Products Inc., 
Cleveland, Tenn., for its gas 
ranges and other products. J. 
Howard Allison & Co., Atlanta, 
will handle direct mail and sup- 
porting materials. 


is ou 


Ba | 1. ADVERTISING AND ae 


Southern Advertising and Pub- 
Ushing. Covers advertisers, sales and ad- 
vertising managers and their advertising 
agencies. 


| 2. BAKING v 


New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding Sovth- 
ern baking industry. 

| | 


3. FOOD PROCESSING 


S| Southern Food Processor. 


Reaches the leading processors, packing in 
cans, gloss and frozen packages. 


4. GARMENT MANUFACTURING 


Southern Garment Manvufac- 


fUrOr. Spokesman of and friend to this 
two-billion-dollar Southern giant. 


* 


5. FERTILIZER 


Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
+ dustry, national and intemotional ¢ coverage. 


JEWELRY 


Southern Jeweler. jewelers in the 
South shore generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
solers. 


7. PULP AND Paper 


Southern Pulp and Paper Man- 


vfacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. 
l 


‘g 8. PRINTING 
Southern Printer. Reaches commer- 
cial printers and newspaper mechanicol 


superintendents. 


9. STATIONERY AND OFFICE EQUIP. 


Southern Stationer and Office 


Outfitter. Full coverage of leading sto- 
tioners ond office supply houses. 


ABERNETHY PUBLICATIONS 


; ERNEST H. ABERNETHY, President 
75 Third Street, N. W., Atlanta, Ga. 
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Burton Durkee Joins Maxon 


Burton Durkee, formerly man- 
ager of the Detroit office of Wil- 


liam H. Weintraub & Co., has 
joined Maxon Inc., Detroit, where 
he will be an account executive on 
the Packard account. 


Sales soar 


when you add The Elks 


1,054,748 Elks with family incomes far above aver- 
age make hundreds of millions of sizable purchases 


each year. 


The Elks is their magazine; they naturally give 


preference to products advertised in it. 


Readership loyalty explains why advertising in The 
Elks Magazine is so resultful. 


THE 


MAGAZINE 


saceal 


New York * Chicago * Detroit * Los Angeles 


|was an increase of 1.5% 


‘supervisor of ranges and water 


September Use of 


Newsprint Gains 


New York, Oct. 20—Newspapers 
reporting to American Newspa- 
per Publishers Assn. consumed 
385,386 tons of newsprint in Sep- 
tember, 1953, compared with 379,- 
669 tons in September, ‘52, and 
381,437 tons in September, '51. This 
in Sep- 
tember ’53 over the comparable 


-month of ’52 and 1% over Septem- 


ber, ’51. 

Stocks of newsprint on hand and 
in transit at the end of September 
were 49 days’ supply. There were 
52 days’ supply at the end of Sep- 
tember last year. 

Total estimated newsprint con- 
sumption in the U. S. for the first 
nine months of '53 was 4,503,884 
tons compared with 4,370,600 tons 
for the same period of ’52. 


International Paper Unifies 


International Paper Co., New) 
York, has consolidated two major 
sales divisions into a single oper- 
ating unit, to be known as the Fine 
Paper & Bleached Board division. | 
Lamar M. Fearing, sales manager, | 
will head the new unit, which will | 
include the former Book & Bond 
division and the Groundwood 
Specialties division. The division | 
will be subdivided into three 
major sections, each headed by an | 
assistant sales manager. Paul A. | 
Mahony, sales manager of the 
specialties division, has been) 
named assistant sales manager, 
and will be in charge of product 
development and mill coordination | 
for the entire division. 


GE Division Boosts Lindblom | 
Ross C. Lindblom, for the past. 
two years Louisville advertising | 


heaters of General Electric Co., 
has been promoted to supervisor of 
sales training for the advertising 
section of the company’s Small 
Appliance division, Bridgeport. 


Radio's 


years, approximately 8,369,000 portable radios 


GROW 


Because radio is everywhere. In the past five 


ING 


were sold in the United States.* 


And in the middlewest, WGN reaches more 


homes per week than any other Chicago sta- 


tion**—a basic buy in any advertising schedule. 


*Electrical Merchandising 


**Nielsen coverage service 


A Clear Channel Station .. . 
Serving the Middle West 


MBS 


Chicago Office: 441 N. Michigan Ave., Chicago 11 


Chicago 11 


Illinois 
50,000 Watts 


720 
On Your Dial 


Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 


Los Angeles—411 W. Sth Street 
Chicago—307 N. Michigan Avenue « 


Geo. P. Hollingbery Co. 
Advertising Solicitors for All Other Cities 
New York—500 Sth Avenue 
San Francisco—625 


Atlanta—223 Peachtree Street 


Market Street 
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Getting Personal 


Hal D. Ely, one of the senior members of Family Circle’s New 
York sales staff, and Mrs. Ely have returned from six weeks’ tour 
of France, Switzerland, Italy, Spain and Portugal. While in Spain 
they particularly enjoyed their six-day Andalusian tour of Seville, 
Granada, Malaga, Algeciras, Cadiz and Jerez... 

There’s a wedding scheduled in the family of Melvin Brorby, v.p. 
of Needham, Louis & Brorby, Chicago. The Brorbys’ daughter, Vir- 
ginia, is engaged to Wesley P. Horner, whom she met when they 
were both doing post-graduate work at the University of Colorado 
..-Married on Oct. 3 in Pawling, N. Y., were Nancy Melissa Bell, 
daughter of Elliott V. Bell, editor and publisher of Business Week. 
and Thomas Pearsall Field Hoving, son of Bonwit-Teller’s president, 
Walter Hoving. The bridegroom, a Marine lieutenant, is stationed 
at Quantico, Va... 


CLIENT GET-TOGETHER—Los Angeles adman Vick Knight, Vick Knight Advertising, 

center, entertains client Jack Kramer, professional tennis champion (left), and client 

Harry Kaye, Kaye-Halbert Corp., Culver City, Cal., television set manufacturer, at 

season’s inaugural party for Howard Manor, Palm Springs resort hotel, which is 
also a client. 


John K. Jessup, chief editorial writer for Life, and at one time 
with J. Walter Thompson Co. in New York and Los Angeles, has 
been named an alumni trustee of the Taft School, Watertown, 
Conn... 


Ralph S. Damon, president of Trans World Airlines, was honored 
as the “national man of management” at the recent convention of the 
National Assn. of Foremen in Milwaukee...Fred W. Uihlein, direc- 
tor of merchandising of Jos. Schlitz Brewing Co., has been named 
campaign director for the Milwaukee County March of Dimes... 

Gail Smith, associate manager in the ad department of Procter & 
Gamble, has been appointed chairman of publicity for the 1954 fund 
campaign of the Cincinnati and Hamilton County Red Cross chap- 
wT... 
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CHAMP SOFTBALLERS—Robert E. Healy, v.p. and treasurer of McCann-Erickson, New 

York, is about to present Advertising League Softball Championship trophy to Ed- 

ward Ingham, manager of the agency team, which beat out BBDO in a sudden- 

death “world series” by 3-0. Left to right, kneeling: Frank Esposito, Robert Ender- 

lin, Andrew Doyle and Buddy Green. Standing: Burns Patterson, Stan Carratura, 

Bill Vonderschmidt, Jack Foote, Mr. Healy, Mr. Ingham, George Taylor, Matthew 
Cordovano and Robert Layton. 


Jack Howerton, publisher of the Record, Cuero, Tex., was honored 
as Texas’ newspaper man of the year at the annual Texas Editors 
and Publishers party Oct. 10, sponsored by the Dallas professional 
chapter of Sigma Delta Chi, national journalism fraternity. A Sig- 
ma Delta Chi plaque was awarded the publisher, son of the founder 
of the Cuero Record... 

Lester L. Colbert, president of the Chrysler Corp., was honored 
as the Texan of Distinction for 1953 at the State Fair Oct. 13. He is 
the second man to receive the fair’s award. The first was San 
Angelo-born Eugene Holman, president of Standard Oil of New 
Jersey. Mr. Colbert was born in Oakwood, Leon County, Tex... 

A peaceful summer-like Sunday (Oct. 18) turned into an exciting 
one for Rudolph Koenig, president of Revere Photo Engraving Co., 
Chicago. Five miles out on Lake Michigan in his 63-ft. yacht, he 
rescued two young couples who were clinging to a capsized sailing 
sloop which had overturned in a sudden gust of wind... 


ie ey 3 Eee b f ites th io ae ie re % Cowie a haar Renee Ute ee he SRST CL Re Gey F ne ae A ee Tae See Se. “owt. riory Se rE ee a bee i ee A ee Cue he ieee ye: i she ee oe rE eee OR Pa aS * Pe ee FL, 
tse Rane eee. 2, a Pag : Se tos. 2 tee Raneh aeer e ho ep Sap me ete Lee rey Mea iees 2 eee ‘Gee fons pe eee Pee ot et tua NC ee] Daa Soaere EE os Aaep gy tes aa aug s oh eae 4 Be re aes een Bees ee yg teat tm 
BREE es NAS Se op eae gs a ae ig cane ee yt, re terest eg eae Pepi | CARR ier ak A aee dt oa BAG on ONG) 5 Ne Ae pean afc ot SU ec ae as 2 IS RR a HAG h ter ag Th, aie CT ie 2 eens 
Re es eee aa Ae eS RS 2 ee eee ae cE ating ae Re ar et Soa Ut Te xl a ea cn ek We eae Cg. 2 Se tee 
alee ; en ae o* Fi A iia 5 ie ae wey ‘ wen Pe ms: “ Ra ease 2 ae i et ie ge I i eS aah oa SE ea Be ett 
eas x e z ‘ s 
Ba - ors nee CO airs oct? ae cee 
im . Po ae Po Se ’ 
: es SSS SSS SSS 
a ods = 
a} " . ” a 
. ! det i ne 
C—O 
Eos & - * 
a “ Ye i oi [a - 
7 ae he o 
“ ae = % - 
| ALES 
; eg ee a q 
geeser ec eal es 
3 re: = ve 4 PF) . ye: 7 
F233 at .* 
XB 
‘i a ; ‘y E 
oe. ee a j _ 
i i. ee Sek” he , fe: - 
ohana a” ie fe 4 i Ae 
pao ce Sree D a > eo a 
a iat dia 
ae Peete py. zm | ~~ oe ros ao Bi gf a 
ra: a - cae ae ; a 
ae Pay e : ¢ si 
Th es Sag ye : Bevin 
pa ee a, ie Sas 
Agee Ee ee cee ¥ 4 . 4 Ric. , asc pe rs 
Sa Ss : oa . 4 ome — eae 
oe aan an a *% ; as * ee sd Baa * . ce eed 9 be H S iii, Sea ae % 
3 3 : z - : TE sl er ois TE eesntonmagatecnct Es eas ey 
oe oe cc. ' ait ; j aspalioies sei by ee ne Ae. 
ORY : See ee i sisi en A evita & “ Ra aren weet 3 
nae lewnes ; : of a ee tag id ae | : 4 teens, | a, ass Ie ; 
are Fs puna es : SER eee bh ey ig a. #6 
ie uae ee v, ook nd ; / z wae ie Soe ee ke om # 
5 eee P r ; eT A Bets fn eet “ tenn F - 
oe ¥ a ele mar pee oe ae _ : 
Bae 2 ‘ 3 q et ae 4 = aaa > al 
rare y , “ ‘ Pe 34 4 i = A a eas 4 - ? yng 
- | \¥ ‘: . d Tek: “¢ » ce RE 3 
Be cat | y \ 4 : sche Ge # § oS papers j 
= ae a _— ‘oe 3 fl ° — oer sane Bak j, F 
has rags On es i \ = : scale > 4 . eet ape : “ 
7 Me ‘See, yi ‘Satie oe : 
a of a Pen * "3 Bo gigs 4 
eer sree THT = i 7 € , 
ti ete - Th see ars y “* * “ on - 4 e 
kde / ‘** ae ig =, ses 4 
aie: | ist Be Pat. |? (J i)” Ki J 
eo ’ "gee Gn par ae cy if 
| ae Ja és gs eS - z *. j 
i te. > “ aw? # sa “3 a. at .* >. 
% € as @ re, S eh i 
ie :_ iia oP + aw ‘ 
e 7 — ; bee © oO ae ; a 4 
: >. ae Viet wy 2 ' 
x me | Sa oo asia ae N a i aa " 
= le * i = oe * o; et a ae . P , eer 5 Se, 
a a * ee ea Se “gpa oe ae — 
: Ju ; oi ay aS - ae : 
ae ’ — <P - ibe ey” ey ’ - 
al _ ee a Ao 
Beh aes Pde Bi Re eed ee ce * ee: ’ hi . 2 ¢ 
a: eee , Ba a S c 
‘ a3 am 
ee 
a | Po 
ee ; ® 
“alert 
ay itiearmenameseenaraeree 
pee hs 
Cs eas ‘ 
Sees 
ee } 
ee 
patie 
* 
ee 
ake 
en -_ 
ies ; 4 2 SE 22? 2. i | 
eo wa |, ee at Ly 
ae ye a Lie & wal i 
pee . 4 ” ae H tg Jae : j fe 
sit ae ey ee ce sf - ‘ i ie . ; 4 t ‘ 
Sr . .o | ' 2 ae ees oe rare , ot : @ ia 
Pcie NO ATE ed ee nb ® lhes ae 4,0 
cS eae ea . " a + a a ae” ss + Fe, £ } aa 
Sod a 3 : ‘ oe tA % a, : . “~— 
Same bet = itd ‘ PO}! Fae Ne HF: 4 — Be gg! 
: ue Pee eg cm 9 F 
es = a ae : ane ome 25° ae . && oe % ee - . 
: ee ae f ee Y 2 FZ F fe > ae ae % 
; es Rl Mt Siena eo & ee Sah , 
eres i ; a \ te ~ ie j a 2 
ne nay oy ' "oe Becta j f 
pploak : = “€ eat tae ; Le ; ae Z : 
on we ‘ ‘ a rn rs FP : fase) 
ets ieee oe 3 Re =: _ i ~ @ ie 
recta = ee ean ‘ ie laa > SL. ‘i i 
Was fas oa. we +A t ; 3 od “a E fi 4 4 — 3 
ce . <5 i i & F i * lie re ra , 4 i 
ee ae ary ecu ae % re 2 “eC, ; Rs . , ae coos 
ar a? ¥; 3 “aM o er BE , 
of cake My i : d P ~ oat 4 hs 
aS 5 as iB re ; ‘ j 4 gimme : 
tate ine wee cae ma Ee r ; oe et ; & va 4 
a 2. 3 a Pa) . * . ta 
eens ie y gerd 4 . |e “J ii f 
ee ‘ ae et Se te >, f nk Edie o i . fe 
ae 4 Ps Figg aad 2 4 Ba” © i wid Pa ‘ YY : pe ok 
. ~—_ es ? * a, ‘ 4. oy ost ae 
ei: , oie. i es “hen ie ee pee Ae 4 Pigs 
eevee | ; a ae Soy 4" at ; 
Bree: soi ~ : ! ( 
ia 
ree ff ‘ 
; 4 rt eh i 7 
. ye dele 
; is ~ BH) ; 
= 2 
_ a = he Walle ii 
a “ae” yp 
mene an Fo coutct3 it 
5 ws . 7 
ee : an rg 
: ie pe | 
ae a ie ; ? : ‘ . , . * ‘ ; 7 Ria P 
Fase i , &y e5 Regt Foe ee PETS Pie oct iC Pea ats ot ge LEY Di ees ens JOM, TS ea oe. Bex A, Le De eR oe hany bey 2s ee ey if oY ae: ee Ne areal 8 7 ard.” ‘ oe %y “ ah Tercaet er, 


m1 DO ot 


w 
4. 
- 
r- 
a, 
w 


A Sk POSES AE ES 


OF WOMEN! 
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i arried, lives alone or 
her family. Entertainment, 
fashion and beauty are her 
main interests. © 
herself alone... 15 not a big 
buyer of most products. 


ly 


—_ 


is married but childless. 
She shops se! 
her husband, W! 

‘nment occupying & 
ek of her spending. 


a 
eee She “is not a big buyer 


of most products. 


is a young mother 0 
children. Her home 


for herself and 


beauty and increasing constantl 
ith beau 


more today than at 


If you want to sell Mothers 
35 years old and under: 


66.8% of PARENTS’ adult Women readers are 
Mothers age 35 and under. These are the years 
of biggest buying, and young mothers are the 
biggest buyers. Note that the four leading 
Women’s magazines average only 33.5% of 
mothers in this age level. 


66.8% mucarne ——33,5.% iecssom 


If you want to sell Mothers 
36 through 45 years: 


23.5% of PARENTS’ adult Women readers are 
Mothers 36 through 45 years of age. In this 
period when children (under 18) are still in the 
home and buying is still comparatively large, 
the four leading Women’s magazines average 
only 13.6%. 
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needs are tremendous and 


i ife. She is 
period of her life. 
definitely the biggest buyer 
of most products. 


f growing 
and family 


y. She buys 
any other 


older married woman 
vedo children are grown UP» 
living in their own unget 
Her needs and those of el 
husband are relatively slight. 


She is the least likely of all 


women to be & big buyer. 


Which “onl the Wiel Ue you ? 


If you want to sell Unmarried Women 
and Older Mothers (46 and over): 


Among mothers over 45 whose children are 
already grown up, and armong unmarried women 
—smallest buyers among women — PARENTS’ 
has only 9.7% of its adult women readership... 
contrasted with the four leading Women’s mag- 
azines which average 52.9%. 
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magazines 


Concentrate your advertising 
on young mothers 
—they buy the most! * 


SOURCE: From o special tabulation by Daniel Starch & Stoff, 
based on the July 1953 Consumer Magazine Report 


Guide to living and buying for 
1,500,000 mothers with 3,000,000 children... 
5,000,000 monthly readership! 
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Advertising Age, October 26, 


Advertising Pages and Linage in Farm Publications 


Ofticial Figures for September and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, in 


Commercial Dis- 
play Excluding 

Poultry, Classified 
and Livestock, in 


~—~Total Advertising, in Pages—— ————Total Advertising, in Lines————. Lines 7——Total Advertising, In Pages——. ————-Total Advertising, In Lines———_— Lines 

Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sent. Jan.-Sept. Sept. Sept. | Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. 

1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
Michigan Farmer ....... 56.6 63.2 495.8 468.4 43,461 48,517 380,797 359.7 : t 

Farm Magazines | M’ssouri Ruralist ....... 56.1 66.6 451.4 4164 42,659 50.637 343.029 316.009 ae Ps ry 
*Capper’s Farmer ...... 61.5 42.8 525.0 468.6 26.394 29.107 234.212 318.597 25.701 28,388 | Montana Farmer-Stockman 62.7 69.1 597.8 574.8 47,425 52,213 451,934 434.490 35,700 32.823 
tCountry Gentleman . 96.1 88.5 810.4 755.7 41,244 60,156 360,427 513,806 40,660 59,485 Nebraska Farmer ....... 94.0 97.0 7149 701.1 71,096 73,347 540,472 530,091 63,270 61,545 
{Farm Journal: New England Homestead . 61.1 58.7 365.6 356.2 42,778 41,062 255,994 249.345 30,758 28.374 

National Less Western Ohio Farmer ........... 71.1 79.8 590.6 542.5 54600 61,319 453,569 416,642 48,002 55.117 

re oh 85.0 89.1 816.2 815.0 36.452 38.231 350,145 349,638 35,787 37,434 Oregon Farmer ......... 47.2 43.8 418.3 386.5 35,715 33,123 316,346 292.218 34.180 31,293 

Western Edition ..... 81.6 89.1 8129 815.0 35,022 38,231 348.715 349.638 34,357 37,434 Pennsylvania Farmer ..... 46.3 58.5 4549 4348 35,545 44,897 349,404 333,882 31,313 40.698 

Average 2 Editions .... 83.3 89.1 814.5 815.0 35,737 38,231 349,430 349,638 35,072 37,434 Prairie Farmer: 

§Farm & Ranch—Southern Agriculturist: #Illinois Edition ..... 97.8 90.6 732.8 702.9 71,173 65,967 533,482 511,721 62,549 57.952 
Upper South Edition . 42.0 27.8 343.7 274.1 18,003 18,881 147,444 186.373 17,143 18,008 | Indiana Edition ee eee 99.1 89.5 736.2 695.7 72,175 65,151 535,982 506,433 63,551 57,136 
Lower South Edition 43.4 29.7 364.8 289.3 18.637 20,202 156,502 196,713 17,722 19,239  _ Average 2 Editions ... 985 90.1 734.6 699.3 71.674 65,559 534,732 509,077 63,050 57,544 
#Southwest Edition ... 53.1 36.3 451.4 372.2 22.795 24.699 193.651 253.051 21.869 23,813 Rural New-Yorker ...... 37.6 33.9 3046 301.6 29,480 26,612 238,761 236,561 26,030 22,921 
Average 3 Editions .... 46.2 31.3 386.7 311.9 19,812 21,261 165,866 212,046 18,911 20,353 Utah Farmer esocececcece 55.0 50.6 461.7 432.4 41,569 38,235 348,996 327,111 38,395 35,910 

Premeates Pear: | Wallaces’ Farmer ...... 110.5 1115 823.4 777.1 86,652 87,409 643,977 689,179 72,092 69.570 
#Carolina-Va. Edition . 105.5 93.5 870.1 813.7 71,756 63,552 591,669 553,299 69,043 61,883 | Washington Farmer ..... 48.5 46.2 419.3 395.0 36,686 34,897 317,071 298,593 35,185 33,067 
#Ga.-Ala.-Fla. Edition . 103.7 91.7 895.3 8285 70522 62.381 608.804 563.385 68.742 60,629 | Western Farm Life ..... 30.7 39.2 314.3 319.7 24,048 30,766 246,406 250,287 21,836 28.675 
2Ky.-Tena.-W. Va. | SHerdsmen Edition .... 24.5 27.7 277.2 298.0 19,221 21,742 217,343 225,797 21,836 28,675 

a. 98.0 86.8 839.1 789.8 66.606 59.044 570.555 537,069 64,002 57.531 | Wisconsin Agriculturist .. 74.2 73.8 609.6 558.3 58,151 57,862 477,957 437,657 55,975 56.203 

#Miss.-La.-Ark. Edition 94.9 82.2 838.1 809.0 64,543 55,893 569.890 545,613 62,843 54,403 Total Group ....... 1,383.5 1,423.4 11,677.7 11,088.3 1,053,947 1,082,589 8,911,607 8,453,137 925.117 937.745 

Texas Edition ..... 101.0 93.6 898.9 867.7 68,664 63,660 611.264 590.078 65.992 62,138 | Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 

Average 5 Editions .... 100.6 89.6 868.3 820.4 68,418 60,906 590,436 557,889 66,124 59,317 | 
Successful Farming ...... 95.7 94.8 786.9 826.3 43,057 42,649 354,109 371,819 42,426 42,010 | - 

Total Group ......... TRA G31 41918 5997.9 734662 252,310 7054.80 2323,795 228808 2ao587 | FAM Linage Trend Figures in Thousands 
tChanged from 680-line page to 429-line page in February 1953. {National Less Western and Western editions were not listed 
separately prior to September 1953. §Changed from 680-line page to 429-line page in January 1953. Not included in 
totals. 

Monthlies 

*Agricultural Leaders 
OS Sega in Re 25.1 25.9 1543 175.8 4,921 5,068 30,305 34,482 4921 5,068 

American Fruit Grower 175 125 287.1 255.9 7,573 5,396 124,050 110,519 7,434 5,283 

American Poultry Journal: 

#Eastern Edition 35.9 22.9 312.7 304.4 15,415 9,817 134,133 130,580 14183 8,723 

#Central Edition 34.2 211 2568 254.7 14,659 9,060 110,149 109,288 13,535 8.249 

#Western Edition .... 31.9 18.1 236.7 218.9 13,684 7,778 101.567 93,905 12,304 7.246 

Average 3 Editions .... 34.0 20.7 268.7 259.4 14,586 8,885 115.283 111,258 13,341 8,073 
Arkansas Farmer ....... 18.5 204 176.5 149.5 13,989 15,441 133,443 112,994 13,354 14,721 
Better Farming Methods . 34.5 29.0 306.8 318.3 14,808 12,435 131,610 136,542 14,808 12.372 
Breeder's Gazette ....... 18.9 139 173.1 178.1 8,516 6.251 77,920 80,119 7,042 4,605 
Broiler Growing ........ 40.8 35.7 353.5 362.4 17,500 15,336 151,633 155.491 11,375 9,300 
“California Citrograph 23.6 21.9 205.7 212.6 15,834 14,728 138,194 142,822 15,656 14,560 
California Farm Bureau 

WE Soci sxeacs 141 122 107.9 1005 10,660 9,198 81,590 75,973 10,087 8,540 
“Carolina Co-operator ... 8.0 9.0 78.2 89.8 3,360 3,780 32,788 37,693 3,070 3,375 
“Cattleman, The ....... 140.0 182.0 1,065.5 1,098.6 58.779 76,435 447,486 461,367 22,512 23,107 
County Agent & Vo-Ag 

eee 174.2 135.7 325.8 254.8 74,731 58.215 139,777 109,305 74,731 58,215 oF 1.083 
‘# Electricity onthe Farm 17.9 17.8 93.1 108.3 6,399 6.339 33,243 38,635 6,399 6,339 | ¢ ‘i 
“Farm Management ...... 15.0 16.9 136.4 95.2 6,744 7,613 61,360 42,873 6,744 7,613 ; ; 

*Farmer-Stockman ..... 46.0 37.2 428.6 341.9 19,733 28,260 183,903 259,757 17,502 25,800 

“Florida Cattieman . 61.9 564 641.6 506.6 26,015 23,697 269,432 212,733 14,266 14,798 : % 

*Florida Grower & Rancher 19.8 21.9 182.7 180.4 13,446 14,888 124,201 122.634 13.106 14,307 | Bi-Weeklies 

Kentucky Farmer ....... 22.3 24.4 321.3 213.3 17,447 19,093 181,310 167,234 16,184 17,195 : 

*Michigan Farm News ... 2.7 30 240 241 6,322 6.903 55,765 55,967 6,177 6,853 nel tell | ee 68.4 75.6 728.3 712.8 51,704 57,180 550,585 538.971 50,073 54,870 

'#Mississippi Farmer .... 102 —— 881 —— 7,739 =— 66460) o—— Jie 9 #Northern Edition 59.4 59.7 520.5 493.2 44,890 45,154 393.449 372,902 43,126 43,079 

*Missouri Farmer .... 12.3 6.6 886 53.7 8,462 4511 60,940 38,713 6,003 3,819 #Southern Edition .... 59.8 60.1 510.1 495.7 45,245 45.470 385,742 374,744 43.481 43,395 

National Live Stock Average 2 Editions ... 59.6 59.9 515.4 494.5 45,068 45,312 389,596 373,823 43,304 43,237 
EE ees 13.9 = pe Leys — — py og a ed by *Dairymen’s League News 20.4 15.8 117.4 1224 14,852 11,503 85,450 89,033 12,462 9,068 

“Nation's Agriculture .. 5.0 ‘ 76. y , , : , . ‘ Taka 16722734477 

ene 2. oe oe, Gee ee jee tee ee See es ee ee ee ee ea 

“Ohio Farm Bureau News . 13.1 11.7 93.6 96.7 5,903 5,269 42,216 43,534 5,546 4,911 i 

Poultry Tribune: . . ‘ P - 

#Eastern Edition .... 39.4 31.7 338.9 374.7 16,907 13,613 145,399 160.760 15.256 12,575 All figures in the following groups were compiled by Advertising Age 
#Central Edition ..... 33.4 30.4 295.1 333.9 14,326 13,037 126,594 143,217 13,199 11.830 | Weeklies 
#Western Edition .... 27.3 24.5 249.2 279.9 11,730 10,503 106,947 120,059 10,994 9,499 
‘#Pacific Edition .... 37.1 32.0 3168 354.4 15,936 13,733 135,922 152,303 12,455 11,006 | tWeekly Star Farmer: 

Average 4 Editions .... 34.3 29.7 300.3 339.4 14,725 12,722 128,716 144,018 12,976 11,228 Kansas Edition ...... 21.7 20.0 197.1 204.7 53,366 = 49.209 485.491 503,899 40,306 35,464 
“Southern Farm & Home . 7.0 7.7 81.6 81.9 6.954 7.675 81,544 81,900 5,832 6.483 Missouri Edition Pets aa 22.8 21.1 200.3 202.6 56.240 51,961 493,464 499.215 41,276 35,804 
Southern Planter ..... 32.1 29.6 290.9 271.1 22,465 20,711 203,644 189,774 21,746 19.875 Obla.-Ark. Edition .... 19.0 19.2 182.4 187.0 46,929 47,316 449,500 460.776 36,096 34,980 
*Turkey World ......... 28.5 33.9 396.4 458.9 12,234 14,553 170,109 196,870 10,599 13,106 | fFive issues in September 1953; four issues in September 1952. 

“Western Dairy Journal .. 36.4 48.9 329.8 348.3 15,281 20,538 138,514 146,353 9,380 9,786 

“Western Livestock Journal 109.4 136.1 979.7 968.0 45,934 57,176 411,509 406.557 14518 14,154 | Dailies 

“Wyoming Stockman- Chicago Daily Drovers 
Farmer ...sssesseees 20.0 (124 2025 140.7 17,964 12,114 181.390 126,038 915,396 9.892 | Nvnat ooo... eee. 42.7 41.1 325.5 312.9 90,828 87,482 692,690 665.784 35.900 30.880 
Wee GR uvseivies 1,075.61,050.7 8,607.3 8,252.3 518,286 513,779 4,230,768 4,119,597 406,293 371,820 Kansas City Daily Drovers 

#Not included in totals. ‘August-September issues combined. ‘Changed from 760-line page to 429-line page in January 1953. Telegram ............ 3.8 51.6 355.1 383.2 71,982 110.157 755.387 815.379 32,586 46,427 

‘Started publication in January 1953. ‘Formerly Pacific Poultryman; changed to Pacific Edition in July 1953. Omaha Daily Journal 

Stockman ........... 45.9 49.1 3706 3748 97,768 104,508 788.759 797.514 58,736 50,923 
St. Louis Daily Livestock 

Newspaper Monthly Farm Sections Reporter ............ 24.1 29.3 252.0 239.5 51.382 62,311 536,194 509.623 22,579 26.616 

*lowa Farm & Home .... 24.6 26.9 200.3 235.4 25,295 28,356 210,582 248,224 23,763 27,524 <n «inn sae * acai -asnde 

*Rural Gravure ...... 11.5 98 67.5 70.6 11,542 9,754 67,543 70.488 11,542 9.754 . er 146.5 171.3 1,303.2 1,310.4 311,960 364.458 2.773.030 2,788,300 149,801 154,846 

*Texas Ranch & Farm... 15.0 18.7 156.7 1881 15,750 19,614 164,542 199,080 15,232 19,614 
Total Group .. _ “51.1 755.4 “424.5 494.1 52,587 57,724 ~442,667 ~517,792 ~50,447 56,892 | Canadian 

Bulletin des Agriculteurs . 52.8 54.7 499.4 441.9 36,969 38,318 349,585 309,369 36,819 38,173 

Semi-Monthlies Family Herald & Weekly Star: 

American Agriculturist 33.3 28.8 285.0 275.5 24,232 20,989 207,476 200,561 21,803 18,150 #Eastern Edition ..... 86.2 92.2 8148 780.2 86,249 92,227 790,484 759.488 64,567 69.675 

#Western Edition .... 77.1 76.5 689.5 650.5 77.065 76,528 689,349 650,389 62,303 60,680 

*California Grange News . 11.4 9.6 1161 91.4 12,386 10,379 126,335 99,323 5,824 6,636 ti 1657 84378 739917 704990 63435 — 

Colorado Rancher & Farmer 32.9 42.1 346.4 325.2 24,835 31,832 261,857 245,832 22,203 29,004 eS Pn oy oy -»» 817 844 752.2 7154 81, , ’ 65, 

“Cooperative Digest .... 84 14.3 77.9 828 3.528 6,019 32.657 34,717 3,491 5,680 | “Ten adian Countryman . 59.2 54.3 468.2 398.1 41,460 38,038 327,657 278,841 32,209 29,504 

Dakota Farmer ..... ... 63.7 65.9 596.6 547.2 49,963 51,635 467,743 429,692 49,022 50,401 : 16196 Senses nie? 192 

Former, The ......... 84.2 83.9 705.7 6759 66.010 65.774 553.184 529,810 60,992 60,630 | Farmer's Magazine ..... 31.0 32.6 6525 6246 13.294 260 15,885 

; §Free Press Prairie Farmer 124.1 95.5 952.0 881.6 134,006 105,032 1.028.244 966,421 90,637 68,882 

Hoard’s Dairyman ...... 40.2 41.0 387.7 370.5 29,233 29.841 282,207 269,708 21,723 21,390 J 49.092 45873 522805 486114 33090 29.659 

Idaho Farmer .......... 51.8 46.2 447.0 399.3 39,146 34,940 337.896 301,887 37,561 33,155 | Western Producer ....... 45.9 42.9 488.6 454.4 

*Indiana Farmer's Guide 32.4 29.8 259.0 266.3 25,400 23,361 202,905 208.866 15,287 12,186 Total Group’ ......... 394.7 364.4 3,812.9 3,516.0 356.478 327.765 3.468.676 3.225.846 269.450 247,281 

Kansas Farmer ¥ 50.6 521 4243 402.1 38,454 39,622 322,559 305,624 35,857 34,692 ' #Not included in totals. §Larger page size (1,100 lines) in September 1952. 


Thor Plans Fall Trade Ads 


Thor Corp., Chicago manufac- 
turer of major kitchen and laun- 
dry appliances, has planned an ex- 
tensive fall trade advertising 
schedule to back up its current 
“Million Dollar Prize Bowl” sales 
contest and its entrance into the 
contractor field of operations. The 
schedule includes a six-page b&w 
section in Electrical Engineering 
and two-color spreads in Electri- 
cal Merchandising, Southern Ap- 
pliances and Western Appliances 
& TV; half page two-color ads in 
House & Home; half page b&w ads 
in Retailing Daily; page, two-col- 


and b&w spreads in Retailing Daily.| White River Switches Execs 


Henri, Hurst & McDonald, Chicago, 
is the agency. 


NBC Radio Business Gains 


The radio network of National 
Broadcasting Co., New York, dur- 
ing the six-week period from Sept. 
1 has signed $7,000,000 in new and 
renewal business, according to a 
report by William H. Fineshriber 


Jr., v.p. in charge of the radio net- | 


work. The report, which is the sec- 
ond sales total announced by NBC 
radio since its separation from 
NBC-TV, shows a total of $1,750,- 


J. F. Higginbottom has _ been 
elected president of White River 
| Broadcasters Inc., owner of KBTA, 
Batesville, Ark. Mr. Higginbottom, 
‘in addition, has been named sta- 
tion manager. In that post he suc- 
ceeds J. E. Trevathan, who was 
elected v.p. Albert West has been 
‘elected secretary-treasurer. 


Curry Heads WEE! Sales 
John T. (Jack) Curry Jr., for- 
merly with the CBS sales promo- 
tion departments at KMOX, St. 
Louis, and WBBM, Chicago, has 
been appointed sales promotion di- 


or ads in American Lumberman, | 000 in new business for the period. rector of WEEI, Boston. 


To Picard, Marvin & Redfield 


Atkinson Ltd., a _ division of 
Lever Bros. Co. of London, has 
named Picard, Marvin & Redfield, 
New York, to handle its advertis- 
ing. Newspapers and magazines 
will be used. 


N. Y. College Makes Ad Film 
“What Does Advertising Do?”, 
a sound film in color, has been 
added to the film library of the 
audio-visual extension service of 
New York City College’s evening 
and extension division of the 
Bernard M. Baruch School of 
Business and Public Administra- 
tion. Running for 13 minutes, the 


film outlines the functions of ad- 
vertising in the American econo- 
my, stressing its role in distribut- 
ing goods and services, and in fos- 
tering mass production and full 
employment. The film is available 
to business organizations and edu- 
cational groups on a non-profit 
rental fee basis. 


Names Willis Associates 

Rigident Products Co., Los An- 
geles manufacturer of Cushion- 
Comfort denture retainers, has ap- 
pointed Harry G. Willis & Associ- 
ates, Glendale, Cal., to handle its 
advertising. Newspapers, consumer 
magazines, drug trade periodicals 
and television will be used. 
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Old Indian Remedy 
for Skin Blemishes 
Gets Test in West 


(Picture on Page 52) 

Los ANGELEs, Oct. 20—Pyramid 
Products has launched a 30-day 
test of a new cosmetic, Pyramid 
Skin Softener, in the Long Beach 
area. The new product is a natural 
product, made from scoria stone, 
of the pumice family. It is said to 
have been used for generations by 
California Indians to eradicate 
skin blemishes and to treat corns 
and callouses, and is being sold 
for that purpose. 

The Long Beach test will check 
merchandising methods and copy 
themes. It calls for space eight 
times a week in the Long Beach 
Independent and Press-Telegram, 
plus a full showing of bus cards, 
department store demonstrations 
and point of sale material. Tran- 
scribed radio spots will be used 
daily on KFOX, Long Beach, and 
KBIG, Catalina. These stations 
will also feature the product as a 
giveaway on several programs. 


es If the product moves well in 
the test, distribution will be ob- 
tained immediately in the 11 west- 
ern states, with national distri- 
bution the ultimate goal. 

The scoria stone has _ several 
other uses. One grade, a rectangu- 
lar brick, is marketed under the 
trade name Grillmaster for clean- 
ing and scouring cooking grills. 
Other uses include decorative 
planters, filter devices, powder 
used in the manufacture of tooth- 
paste and powder. 

Vick Knight Inc., Los Angeles, 
is the agency for Pyramid Prod- 
ucts. 


SHINGLE BUREAU WILL 
LAUNCH 8-MARKET TEST 


SEATTLE, Oct. 21—Newspaper | 


supplement ads_ with localized 
copy will be used in a test cam- 
paign by the Red Cedar Bureau, 
promotion agency of Oregon, 
Washington and British Columbia 
shingle manufacturers. 


Four-color half-pages and two-_ 
color tabloid pages will be used in | 


eight cities across the country. 
Copy is tailored to sales features 
most popular in each area. 

Southern California ads, for ex- 
ample, will emphasize use of red 
cedar shingles to_keep homes cool 
and provide insulation for air con- 
ditioning. 

Midwestern copy reports results 


of tests where shingles were sub-| 


ject to a 136-mph wind tunnel 
force. Color and beauty will be 
played up in eastern markets. 


( ADVERTISEMENT } 


Heads Monroe Machine 


Kred R. Sullivan has been named 


president of Monroe Calculating Ma- 
chine Company, Orange, N. J. Mr. 
Sullivan and 458,345 other men of 
action throughout American business 
read The Wall Street Journal daily. 
What an advertising medium! 
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Newspapers to be used in the} 
test are the Boston Commercial 
Bulletin, Fort Worth Star-Tele-| 
gram, Kansas City Star, Los An-| 
geles Times, Minneapolis Tribune, 
New York News, Oakland Tribune | 
and San Jose Mercury-News. | 

Botsford, Constantine & Gard- 
ner, Seattle, is the agency. 


| . NBC be 
FULL 100kw POWER | 


CHOICE CHANNEL G * 


PREMIUM INCREASES 
CEREAL SALES 500% 

SAN FRANCISCO, Oct. 20-—An on- 
the-package premium has _in-| 
creased sales of Sperry Wheat 
Hearts cereal 500%, according to) 
| Dancer-Fitzgerald-Sample. 

As a result, the premium, a tray | 
‘attached to the back of the 28-. 
/ounce cereal package, has been ex- 
tended throughout the seven-state 
Sperry marketing area. 

The offer is promoted with b&w 
|pages in magazines and in farm 
| papers. The premium also is aired 
over KING-TV, Seattle, KPTV, 
+Portland, and over Pacific Coast 
American Broadcasting Co. sta- 
tions. 


TV 


NBC in DENVER 


CALL PETRY 


| 


| 


& 


There is one outstanding medium in 
the busy Seattle market of 675,699 
people (latest A.B.C. City Zone Pop- 
ulation). Wise advertisers consistently 
include The Seattle Times on their 
“A” Schedules. 
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Represented by O'Mara & Ormsbee, Inc. * New York * Detroit * Chicago * Los Angeles * San Francisco 
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Joins Guenther, Brown & Berne 

Everett Davis, formerly art di- 
rector of Business Screen Maga- 
zines Inc., Chicago, has been 
named art director of Guenther, 
Brown & Berne, Cincinnati agency. 


Schreibez Joins Liggett 

Charles Schreiber, formerly as- 
sociated with Lou Federman & 
Associates, has been appointed art 
director of Carr Liggett Advertis- 
ing, Cleveland. 


If your -advertising schedule in 
.the Negro market does not include 
the Negro Traveler, you are missing 
one third of your Negro potential. 
The Negro Traveler is the oldest 
Negro picture magazine in America 


and reaches the most stable of all 


Negro markets, Published ‘by Trav- 
lers Research Publishing Co 


It's Getting Pretty 


Hard to Miss 


a Movie on TV in the Big Cities 


New York, Oct. 21—In one re- 
spect, television is getting more 
like the movies all the time. If you 
don’t see a film program today, 
you can always catch it tomor- 
row, the next day—or six months 
from now. 

WOR-TV helped to start this 
trend by staging the same Broad- 
way play five nights a week live 


through Friday, with the same 
film playing a week’s stand. This 
is sold to participating advertisers. 


® WOR-TV further contributed to 
the give-them-another-chance-to- 
see-the-film trend by its “Double 
Exposure” plan. This station is 
carrying re-runs of what it con- 
|siders “topflight attractions” with- 


Advertising Age, October 26, 1953 
they can catch the missing epi- | 
sodes on WOR-TV. 


@ Carrying this idea a bit further, 
several sponsors have scheduled 
film programs on liocal stations 
for twice-a-week showings. Latest | 
on this list is Piel’s beer (Young | 
& Rubicam), which wil! present 
“Life with Elizabeth,” a Guild 
Films Co. production, on Sunday 
night over WABD and repeat the 
same film on the following Thurs- 
day night. 

Piel’s is giving the same twice- 
a-week treatment to “Orient Ex-| 
press,” a Bernard Prockter pack- 


on “Broadway Theater.” This ser- out any charge to the program 


fall season Monday with Nash|one-minute announcement cut 
Dealers and Sun Oil Co. as spon-|from the “Double Exposure” 


i\*Broadway Theater,” 


sors. |shows, which are sponsored net- 
Another New York | station, | work vehicles, as well as the usual 
WPIX, emulated this pattern, us- | spots and adjacencies. 
ing movies as the fare. Like| If New Yorkers miss the net- 
the “First | work runs of such shows as “Man 
Show” of full-length feature films Against Crime” (Camel), “Sky 
not previously seen on television King” (Derby Foods) or “Inspec- 
in this area is presented Monday |tor Mark Saber” (Sterling Drug), 


ies was an attractive one to ad- sponsor. WOR-TV hopes to make 
vertisers last year and opened the |this venture pay off by selling a 


age, on WABC-TV. This schedule 
follows the pattern set by Whelan 
Stores, also on WABC-TV, which 


recently bought two Ziv films, 


“The Unexpected” and “Boston 
Blackie,” for twice-weekly airings 


/on the same station. 


@ Viewers throughout the country 
have long since become hep to the 
fact that they can expect to see 
lots of the same film shows. Dur- 
ing the summer months, many of 


JOHN HOLGERS, formerly sales promo- 
tion manager of Hiram Walker Distributors, 
has been appointed merchandising man- 


ager of the company. He joined the or- 

| ganization as a salesman in 1934, became 

sales supervisor in 1938, display manager 

in 1942 and sales promotion manager 
in 1945. 


the regular season network film 
attractions used re-runs as sum- 
mer replacements. 

The late evening feature film 


shows on various stations pass the 


@ Ranking 22nd in the nation 
@ Over a billion dollars annual buying power 


@ More than 700,000 population 


SAN DIEGO |; » ISOLATED ire 


/ 


© 


@ 125 miles South of Los Angeles — 33 miles greater 
than the distance from New York to Philadelphia 


SAN DIEGO; . CONCENTRATED muir ae 


same titles around in what some- 
‘times seems like a never ending 
| cycle. 

| No small factor in the once, 
twice, three or more times around 
again picture are on the film syn- 
dicators, most of whom make their 
money on re-runs. 

In the past, the tendency was for 
producers to offer seconds and 
thirds on a program very quietly, 
with a new title and usually no 
reference to the old name. Not so, 
now. NBC’s film division has 
started a campaign to emphasize 
the importance of re-runs to the 
public—to many of whom the re- 
run is a first run, according to 
NBC—and to the advertisers, who 
get a good cost-per-thousand buy. 


“= 


s Re-runs being offered by NBC’s 
film division include “Badge 714” 
(formerly “Dragnet’’), “Captured” 
(which was “Gangbusters’’), “The 
Visitor” (used to be “The Doctor’’) , 
and “Victory at Sea,” still under 
the title used for this documentary 
when it was a network series. 
The film divisions of the other 
networks are taking a_ similar 
stance these days, emphasizing the 
good ratings shows get when re- 
peated. The first acquisition of 
ABC’s film syndication division is 
“Racket Squad,” a re-run, which 
topped the ratings part of last 
summer as a replacement for “I 
Love Lucy.” 
| CBS-TV’s film division also is 
selling on the basis of ratings and 
sponsor sales results on repeat 
showings. Among CBS’ re-run at- 
tractions: “Amos ’n’ Andy,” “Gene 


;Autry” (in some markets), 
\“Strange Adventure” (formerly 
\“Fireside Theater,’ etc., some 


‘fourth or fifth runs). “Range Rid- 


‘er’ and the “Files of Jeffrey 
Jones” also are re-runs in some 


@ City and suburban population concentrated within 
15 miles of the Civic Center — easy to merchandise 
with a small sales force 


SAN DIEGO |; SOLD wi 1 SAN DIEGO 


UNION ... EVENING TRIBUNE 


@ Saturation coverage of over 90% 
of San Diego homes 


THE MOST rien 


IMPORTANT CORNER 
IN THE U.S.A. 


SAN DIEGO 
CALIFORNIA 


San Diego Union 


EvEMNnG TeIUNE 


Name Business Press Ad Group 


K. Kemper, v.p. of Billboard, 
will head a committee to handle 
Associated Business Publications’ 
|1954 contest for advertising in 
/merchandising papers. Other com- 
mittee members include Walter 
Browder, editor, Haire Publishing 
Co.; Henry Carey, promotion man- 
ager, Electrical Merchandising; 
Seymour Douglas, promotion man- 
‘ager, Retailing Daily; J. C. Gaf- 
ford, v.p., Advertising Publications 
Inc.; Everett Gellert, publisher, 
| Photo Dealer; Elmer Seaman, v.p., 
‘Chain Store Age, and W. A. West, 
business manager, Industrial Dis- 
tribution. 


Le Roi Appoints Sullivan 


Paul D. Sullivan, formerly sales 
nema 


Ane 


REPRESENTED NATIONALLY 


WEST-HOLLIDAY CO., INC. 


engineer of Clyde Equipment Co., 
Portland, Ore., has been appointed 
manager of contractor sales of the 
construction and mining divi- 
sion, Le Roi Co., Milwaukee maker 
of engines, engine generators and 
rock drills. Mr. Sullivan will be 
responsible for sales to large con- 
‘tractors throughout the continental 
1U. S. 
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on what leading automotive advertisers 
and agencies are saying about the 
ALL-NEW Automotive “= PVvIice Digest 


"We like your new set-up!” 
‘Now definitely in our advertising picture.”’ 
. ‘Fits in well with most of our clients.” 
‘Your new coverage is a progressive move!”’ 


“Your new circulation and format please us... 
What special positions are available?”’ 


...a very constructive publishing idea.” 
“Terrific and right down our alley!”’ 


“Wondertul! You can count on our full schedule.”’ 


And here’s why... 


New 200,000 plus Circulation § 


All-In-One-Book Coverage ... selected, checked, verified, 
and audited to blanket every important phase of the 
auto service industry: 


& DEALERS 

* INDEPENDENTS AND SPECIALISTS 
& SUPER SERVICE STATIONS 

& WHOLESALERS AND JOBBERS 


New handy-to-carry Pocket Size 
New wider interest Modern Format 
New improved Shop Master Manual 
ew New atded advertising value. ..no increase in rates 


Automotive Si [E Digest 


; 22 East Twelfth Street, Cincinnati 10, Ohio 
for fast service 


. CHICAGO DEL ROIT NEW YORK LOS ANGELES 
athe » call the office FRANK X. FINN 4. Cc. GLY GORDON C. MARSTERS JOHN A. BASSETT 
nearest you wr 141 West Jackson Boulevard 16571 Wyoming 1501 Broadway 3757 Wilshire Boulevard 


Phone: WAbash 2-0761 Phone: UN: «rsity 1-4888 Phone: CHickering 4-7262 Phone: DUnkirk 2-2301 
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Advertising Age, October 26, 1953 y, 
This Week in Washin gton... publish split runs. the most important documents of will have something to say about t 
If this point of view wins out, all time, so far as marketing’s the future schedule for Censuses 
it will be possible, as far as the Washington relations are con- of Business and Manufactures. In 


e 8 Post Office is concerned, for a cerned. addition, it ho i 
, ; ® pes to find ways to 
Bulk Third-Class Rule Under Fire magazine to publish special edi- Under the chairmanship of Dr. encourage business to pi ar 
tions for various parts of the coun- Ralph Watkins, director of re- financially toward the collection of 
try, including changes in the ad- search of Dun & Bradstreet, the interim information. 


—— at ot Ot Oo 1 BO 


By ae 5. Sen by? = a r Len Praga boy | vertising content for various sec- | committee consists of nine top fig-| This is not a new problem. For 
WasuINcTON, Oct. 22—Postmast- | matter — ures in marketing and research. the past several years the bureau 


. . a . Their recommendations are likely ha i - 
Under this philosophy, a number | The report of the intensive re- to be the program of the cmon a a a eens Ga oar it 

of officials want to eliminate past view committee, currently study- Bureau, as far as the Eisenhower has a rule that business must pay 
| rulings which require publishers to|ing the operation of the Census administration is concerned. for any report involving an indus- i 
obtain additional entry if they|Bureau, will probably be one of In all probability the committee try where the production is less ( 


er General Arthur Summerfield is 
under terrific pressure to drop tae 
department’s new system of sim- 
plified addressing for bulk third- 
class mail. He has promised to re- 
view the situation. 

His system, permitting mailers 
to leave unaddressed flyers with | 
post offices for delivery to every 
householder on a carrier route, was. 
adopted as a convenience to mail-_ 
ers and a saving to the department | 
(since it makes sorting unneces- 
sary). 

Soon, however, he began hearing 
cries of pain from mailing list 
brokers who had huge investments 
in address plates. 

His position became even more 
uncomfortable when newspapers 
began running editorials warning 
that householders would be flooded 
with a deluge of “junk” mail. One 
paper accused him of competing 
unfairly with private enterprise— 
in this case the delivery services e 
which ordinarily peddle circulars. Pe 

Back in the mid-’30s a similar bi 
system was tested and was doing . 
fine, as far as the rank and file antec re, ia & a 
postal bureaucrats were concerned. 
But newspaper publishers objected 
to the department’s efforts to stim- 
ulate this kind of mail, and ad- 
mitted frankly that the plan might 
encourage chains and big retailers 
to rely on circulars and flyers in- 
stead of newspaper ads. 

They expressed their case di- 
rectly to Postmaster General James 
A. Farley, who took all the factors 
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SAN BERNARDINO 
RIVERSIDE 


j 


a 


5u'll get the jump on competition in this “sleeper” 


under seavineeens. Se Seated te market! It’s wide awake, with over a million eyes, eyeing and 
tem. he. og? buying products to the pleasant tune of over $750,000,000 per year. 
agPoetet officials ere o bie discour- It’s growing like mad! In addition to "| vast agriculture 
by thetr efforts to “help” direct (6th in U.S.A.) and world famous resorts, steel mills, industrial plants, 
mumber of other ideas that would small manufacturers, suppliers and military establishments 
mallere tn the past. The moe tm . hail bringing new residents by the thousands. Jobs are plentiful and 
sidered apply to publishers’ second living is good. Even Californians are amazed at its spectacular growth. 
torn People with money to spend are its biggest attraction. High expendable 
A) new point of view in pe income and a large number of families (30th in U.S.A.) living th individual 
a publication is nobody’s business, houses add up to tremendous food, drug, household and automotive sales! 


Get your share of this big, fast growing market, with its 
High Spot Cities of Riverside and San Bernardino. i 
it’s the 4th in California, America’s second market, 

6th on the Pacific Coast and 30th in the U. SrA. 


SCHOLASTIC 


Population . .. . + + » 514,800 
*Number of families. . . . . 164,200 
Retailsales . . . . . .«» $534,646,000 
Expendable income. . . . $750,000,000 
The cities of San Bernardino and Riverside are half again as far Now an Official 
from Los Angeles as Washington is from Baltimore. It's a two hour 


train trip! Less thon .042% of the total circulation of the 5 met- Cenpemee Aree 
repolitan Los Angeles dailies enters this market. 


MAGAZINES (nn 


RIVERSIDE 


"PRESS anu ENTERPRISE 


Represented Nationally by Doyle & Hawley _ 
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Advertising Age, October 26, 


than $10,000,000. 

There is, however, one important | 
stumbling block. The business men | 
who fill out census forms feel they | 
are cooperating with the govern- 
ment. They expect to get some in-| 
formation in return for their ef- 
forts. They are not inclined to pay 
for this information. 

¥ » ® 

Assistant Secretary of Commerce 
Samuel W. Anderson is telling 
business men that the squabble 
over tariff is often blown up out of | 


'the publicity indicates. 


1953 


its true importance. He concedes 
that low tariffs create hardships 
for special groups, but he feels the 
problem is far less important than 


He says reliable estimates indi- 
cate low tariffs would boost our 
imports by no more than $2 billion 
a year. This is about half of 1% 
of gross national product. 

“Isn’t it true,” he asks, “that 
every phase of our economy is 
continually confronted with a 
series of forces generated com- 


petitively within the United States, 
the impact of which is greater Los Angeles, to handle advertising 
than one-half of 1%?” and publicity for a newly devel- 

_— cog Pag may mage «3 called 

ecret Valet. This is in addition to 
Promotes Jack E. Kannapell the company’s line of moth pre- 
Jack E. Kannapell, a staff as- ventives. A test program is being 


sistant in the advertising depart-| planned for selective markets. 
ment of Brown-Forman Distillers | 


Corp., Louisville, has been pro- 
moted to assistant advertising man- 
ager. 


Snyder Heads Color Corp. 


|photographic color, has 
named president and general man- 
ager of Color Corp. of America, 
Los An-, Tampa, Fla., a new organization. 


Klasco Names Len Woolf Co. 
Klasco Products Co., 
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MARCH. FIELD. 
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UNIVERSITY OF CALIFORNIA, RIVERSIDE CAMPUS 


Sinead Nationally by West-Holliday Co., 


Copr. 1952 Sales Management Survey of buying power; 


Ath in California 
Gth on the Pacific Coast 
30th in the U.S.A.* 
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geles, has named Len Woolf Co., ; 


Joseph H. Snyder, a specialist in | 
been! 


| 
| 


WILLIAM D. TYLER, since 1948 with Leo 
Burnett Co., Chicago, has been promoted 
to v.p. in charge of the copy department. 
Mr. Tyler will be responsible for all copy 
| except television. In addition, he will serve 
| as the administrative head of the copy de- 


partment. 


3 Name Wooddell Advertising 


S. E. Wooddell Advertising, 
Providence, has been appointed to 
handle advertising for three com- 
panies. They are Ross Aker Furni- 
ture Co., East Greenwich, R. I. 
(newspapers, radio, television, out- 
door); C. C. Plumb Co., Warwick, 
R. I., building contractor (direct 
mail), and Pre-Bilt Construction 
Co., North Dartmouth, Mass. (ra- 
dio and tv). 


Two Appoint Dwight Miller 


| Mar-Rail Conveyor Co., Paw- 
tucket, R. I., maker of conveyor 
equipment, has named Dwight Mil- 
ler Co., Providence, to handle its 
advertising. Trade publications, di- 
|rect mail and catalog inserts will 
| be used. Mode Modern, Providence 
jewelry maker, has appointed the 
agency also. Direct mail is planned. 


Klein Issues Mailing List 


B. Klein & Co., 27 E. 22nd St., 
New York, at the end of October 
will publish a “Directory of Mail- 
'ing List Sources.” The book, which 
will retail for $10 a copy, will con- 
tain information pertaining to all 
publications, both governmental 
and private, that can be used for 
the compilation of mailing lists. 


Locks Labs Names Harrington 


| Locks Laboratories Inc., Mt. Ver- 
| non, N. Y., has appointed Don Har- 
rington Associates, New York, to 
“handle advertising for its Robert 
Curley hair conditioner and other 
hair aids. 


'Kerr Joins Geare-Marston 


_ Paul H. Kerr Jr., formerly a 
copywriter for William C. Esty Co., 
has been named copy director of 
Geare-Marston, Philadelphia and 
New York. 


| 


| 


13.550 CIRCULATION COVERS 87% OF OIL 

HEAT DEALERS 

Fueloil & Oil Heat is a member of CCA. Our last 
statement shows a circulation of 13,500 of which 

about 12,000 are dealers and jobbers, the remainder 
are manufacturers, etc. A study by Fact Finders 
Associates, inc., showed we reach 89% of all the 
oilheating and fueloil dealers in the United States 
who list themselves as having such activity 
FUELOIL & OIL HEAT PROVIDES A STEADY 

| SALES HELP FOR ADVERTISERS Ask us for 


matket data. of any other question you may 
have on this highly important field 
PS: Last year discoveries and proved oil reserves 


rose to the highest point in history. During the 
year, for every barrel of ot! actually extracted 
from the ground, the oil industry found reserves 
of two barrels. From January, 1941 to January, 1953 
the national consumption of gasoline rose 62% 
but the consumption of house heating fueloil rose 
160% during the same period 


_fueloil & oil heat 


| HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 72-4786) 
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BBB Aids Norr 
in Health Fight 
Against Cigarets 


New York, Oct. 20—Cigaret 
manufacturers may be headed for 
more trouble. 

In the past year, Christian Her- 
ald and Reader’s Digest both car- 
ried articles in which cancer and 
cigaret smoking were linked, and 
now the Better Business Bureaus 
may be coming into the act. 

The Better Business Bureau of 


FIRST, we apply knowledge, 
then take the role of a critic 


All this we do before you see the ad. 

That's why the cost of alterations 

JAY P is practically nonexistent. But, bet- 
* ter send for samples—they’'re free. 


WALK advertising typography 
11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


Kansas City sent a memo to all 
bureau managers on Oct. 9, urging 
that bureau managers write at 
once to the interstate and foreign 
commerce committee of the House, 
to protest “against objectionable 
| cigaret advertising, to protect your 
|own tv community against the 
menace.” 

| The memo, signed by Manager 
'George M. Husser, pointed out 
‘that the committee is currently 
| holding hearings on proposed leg- 
islation to assist in the fight 
|against cancer. 

@ Mr. Husser’s memo listed mem- 
|bers of the committee, and en- 
| closed a letter each member of the 
committee has received from Roy 
'Norr. (Mr. Norr is a Manhattan 


|public relations man who wrote | 


the articles that appeared in Chris- 
‘tian Herald and Reader’s Digest.) 

In Mr. Norr’s letter, he made 
four principal points: 


“1, Is the air—the people’s air—| 


to be used to nail our youth to the 
cross of cigaret addiction? 
“Nine separate, authoritative 


mR Sy 


SRO paneer 


1953 


Advertising Age, October 26, 


TOURISTS—Representing five U.S. magazines as observers at 
|the annual conference of the International Union of Official 
| Travel Organizations in Lisbon were (left to right) William E. 
| Channing, European representative for Time; Somerset Waters, 
assistant publisher of American Magazine; George Woodward, 


general European representative for the New Yorker; William 
D. Patterson, associate publisher of the Saturday Review, and 
Kent Mitchell, general sales manager of Holiday. At far right is 
the editor of Repertoire Voyageur, European travel trade maga- 
zine. 


| surveys each point to cancer as| British Broadcasting System, has| pressed by our great broadcast- 
| the deadliest risk of tobacco abuse been solemnly warned to this ef- | ing chains; except for a few met- 
... The British public, through the! fect. Here the facts were sup- ropolitan publications, the public 
'was kept in ignorance. What the 


Sell the Doctor 


when his mind 


is on medicine 


take form and sales 


The one medical journal that takes you swiftly and surely across both 
thresholds is MODERN MEDICINE, the Journal of Diagnosis and Treatment. 
Because MODERN MEDICINE serves the doctor’s primary need—gives him 
precisely the kind of information he can apply in his daily practice— 

every issue, 24 times a year, captures and holds the doctor’s interest. You 


should be there at this important Gme—in this powerful medium— 


ready see 


Sell the Doctor when his mind is on medicine. 


MODERN &} MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


At isn’t enough to get your product message across the threshold of the doctor's 


office... it must also cross the threshold of his mind where convictions 


cigaret hucksters did was to in- 
crease their huge advertising out- 
lays, so that today half of their 
advertising expenditures are de- 
voted to tv alone.” 


a “2. Has the dictum of public 
|interest, convenience and neces- 
sity been thrown out of the win- 
dow by the FCC, in favor of de- 
structive cigaret advertising? 

“Or does the commission need 
more power to stop guilty cigaret 
advertisers from poisoning the 
air with phony medical claims and 
‘lying testimonials? The two great- 
est killers of our time, lung ‘cancer 
and heart disease, are now defi- 
nitely associated with irrational 
smoking. 
| “3. What is the responsibility 
of the network bosses for the blitz- 
_krieg of vicious cigaret advertising 
/on radio and television?. . .The net- 
|works are...unregulated. ..Note 
‘how quickly the broadcasters out- 
lawed whisky advertising in the 
face of stern legislative action. 

“4. By whom, when and where, 
| particularly among the recipients 
‘of public funds for cancer work, 
|is anything being done in the way 
of cancer prevention education?... 
/ You may be horrified to find out 
ithat nothing, just nothing, is be- 
|ing done in the prevention of pre- 
_ventable cancer...” 


|@ Along with Mr. Norr’s blast, 
the memo to Better Business Bur- 
eau heads carried a letter to Mr. 
Husser from J. R. Heller, M. D., 
director of the National Cancer In- 
stitute, of the U. S. Public Health 
Service at Bethesda, Md. 

| Dr. Heller wrote, in part, ‘I do 
not think there is a greater prob- 
lem in cancer control than that of 
cancer of the lung. The undoubted 
|high correlation between heavy 
|cigaret smoking and cancer of the 
‘lung is causing responsible invest- 
igators to explore every facet of 
'the problem in the hope that some 
| significant and worth while leads 
| may be found...” 


**Doctor, can I interest you in 
our new stethoscope?’’ 


‘National Phoenix Gets Plants 


National Phoenix Industries Inc., 
_New York, has sold its subsidiary, 
Mazda Oil Corp., and will use the 
‘resulting funds to build additional 
plants to expand its line of “super” 
‘soft drinks in cans. Cantrell & 
|\Cochrane, another Phoenix sub- 
sidiary, manufactures the soft 
| drinks. A new plant will be started 
in Los Angeles at once, according 
to Walter S. Mack, president of 
both Phoenix and Cantrell, while 
another will be constructed in the 
| Midwest in March, 1954. 


Hundley Gets 3 Hanley Posts 
C. F. Hundley, formerly assis- 
‘tant to the president of Blatz 
|Brewing Co., Milwaukee, has 
| been elected a v.p., general mana- 
ger and a director of James Han- 
‘ley Co., Providence brewer of 
Hanley ale and lager beer. Mr. 
Hundley’s previous connection 
with the company ended in 1947. 


are actually made. 


Minneapolis « New York 
Los Angeles + San Francisco 
Chicago - In Canada: 
Modern Medicine of Canada 
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3 BULLS-EYES 


IN 1 TARGET 


IN THE 


GREATER PHILADELPHIA MARKET * 


You don’t have to be a deadeye to score in these 


parts, podner. Tell your story in The Evening 
Bulletin—you can’t miss! 


In the Greater Philadelphia Market 


The Evening Bulletin is the daily newspaper 


with the largest circulation 


* 


Sometimes called ‘Delaware Valley,” “The Workshop 
of the World,” and “The New Eastern Industrial Metropolis.” 
Whichever you like, it’s still the Greater Philadelphia 


Market and The Evening Bulletin is the daily newspaper 
with the largest circulation. 


BULL’S-EYE it 2 
PHILADELPHIA METROPOLITAN AREA (8 counties) 


The Evening Bulletin is the daily newspaper with the 
largest circulation —— read by 62% of families 


83% of population 80% of retail sales 
88% of new capital expenditures 


In Philadelphia 


ee eee lat 


BULL’S-EYE #| 
PHILADELPHIA CITY (1 county) 


The Evening Bulletin is the daily newspaper with the 
largest circulation ——read by 72% of families 


47% of population 51% of retail sales 
37% of new capital expenditures 


BULL’S-EYE #3 
PHILADELPHIA TRADING AREA (14 counties) 


The Evening Bulletin is the daily newspaper with the 
largest circulation ——read hy 55% of families 


100% of population, new capital 
expenditures, retail sales 


Advertising Offices: Philadelphia, Filbert & Juniper Sts.; 
New York, 285 Madison Ave.; Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company 


nearly everybody reads The Bulletin sess.cc emmeiilll 
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ARCHITECTURAL 


Orum 


Although — and, perhaps because —- FORUM is a 
magazine for all the men of influence and decision 
in the big business of big building (architects, engi- 
neers, contractors and clients*) architects hold 
FORUM in higher esteem than they do the purely 
architectural magazines. This significant fact has 
been confirmed — not just once, but twice — by two 
recent surveys made by the independent Erdos & 
Morgan Research Service. 


*Building clients, too, rate FORUM the leading magazine. Chain 
store executives, college administrators, chief appraisers of title 
companies, real estate executives in banks, public officials, hotel 
owners and managers, airport administrators, utility company 
executives, members of the National Association of Building Owners 
& Managers all say that FORUM is the number one magazine in 
the building design field in which each is most interested. 
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Architectural 
FORUM 


Architectural 
Record 


Progressive 
Architecture 


Multiple 
answers 


No choice, 
no answer 


Architects who have had their work 


Architects (A. I. A. Members) say forum 


has the most influence with the 
architectural profession 


35.37% 


Members of the American Institute of Archi- 
tects — a 2,000 sample from a total’ A.I.A. 
membership of 9,242 — were asked to name 
the magazine with the most influence on the 
architectural profession. 951 architects re- 
plied, a 47.6% return. Full report on request. 


published say they would prefer 


to have their work published 


Architectural 
FORUM 
Architectural ee Sg ae 
Record fae 
Progressive ies es ‘i 
Architecture es: e 


EAE ee ee 


No choice, See 
no answer Qing ceo 


in forum 


45.4% 


The names of the architects surveyed were 
compiled by noting every architect whose work 
has been published by Progressive Architec- 
ture, Architectural Record and Architectural 
FORUM from January, 1949, until June, 1953. 
After excluding architects responsible for for- 
eign buildings, private houses (FORUM does 
not publish houses) and other miscellaneous 
building types, 561 architects whose work had 
been published were asked to name the maga- 
zine in which they would prefer to see their 
work published. 163 architects replied, a 29.1% 
return. Full report on request. 
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Wi a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can’t sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 
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THE LIFE BALANCE IN WHOLE FISH 
AND WHAT IT MEAKS TO YOUR CAT 


a 


LIFE BALANCE—This full-color page in the 

Oct. 19 Life breaks the new “whole fish’ 

theme for Puss ‘n Boots cat food. Lynn 
Baker Inc., New York, is the agency. 


‘Puss ‘n Boots Uses 


“Whole Fish’ Theme 
to Sell Cat Food 


WILMINGTON, CAL., Oct. 20—| 
Coast Fisheries, a division of | 
Quaker Oats Co., has started a 
new drive for its prepared cat food 
based on the theme “whole fish 
with natura! life balance.” 

A full-page, full-color ad for 
Puss ’n Boots cat food broke in the | 
Oct. 19 Life, and will be followed | 
by full-color pages in Family Cir- 
cle, Good Housekeeping, Ladies’ | 
Home Journal and Woman’s Day. 
Partial pages in color will run in| 
American Family, Better Living, | 
Country Gentleman, Everywom- | 
an’s Magazine, Household and| 
Western Family. | 


® Newspapers will be used in 70 | 
cities as well as tv and radio spots. | 


Point of sale materials are be- | 
ing supplied as well as market | 
basket  wrap-arounds, display 
cards and shelf strips. Mats and | 
|radio scripts will be provided al- | 
| SO. 
| Copy theme stresses that all-| 
round cat nutrition is supplied by | 
the whole fish and that cat food 
made from parts or by-products 
of fish falls short of meeting the 
|cat’s complete nutritional  re- 
| quirements. 
| Lynn Baker Inc., New York, is 
| the agency. 


Names Baird Associates 

| The vitamin division of Nopco 
| Chemical Co., Harrison, N. J., man- 
|ufacturer of vitamin products for 
the dairy and the farm industries, 
| has appointed Gordon Baird As- 
|sociates, New York, to handle its 
|advertising and sales literature. 
|In addition, the agency will direct 
|publicity and serve as merchan- 
| dising counsel. Previously, the. 
vitamin division account was han- 
dled by Franklin Fader Co., 
| Newark. 


| 
ke Ends Portland Strike | 


The American Newspaper 
'Guild’s unit in Portland, Me., has 
|ended a four-week strike against | 
ithe Evening Express, Press Herald | 
‘and Sunday Telegram, the three 
‘newspapers published by Guy 
‘Gannett Publishing Co. Union and 
|management officials signed after 
Guildsmen had voted to accept a 
-management offer of pay increases 
ranging from $1 to $6.25 a week, 
retroactive to June 1, but exclud- 
‘ing the strike period. 


Joins Cleveland Welding 

John N. Schwaller, formerly as- 
sociated with Weatherhead Co., | 
Cleveland, has been named ad- | 
vertising and _ sales promotion | 
manager of Cleveland Welding 
Co., manufacturer of bicycles and 
rims for heavy trucks. 


-Windolite to Canadian JWT 


Windolite Ltd., Harlow, a 
land, maker of unbreakable plastic 
glass, has appointed J. Walter| 
Thompson Co., Toronto, to handle | 
its advertising in Canada. A trade | 
press campaign is in preparation. 


When your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer, They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 
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Advertising Age, October 26, 


Find a Distributor; It's 


New York, Oct. 20—Two adver- 
tising men have taken over the 
eastern distributorship for Peer- 
less Photo Products Inc., Shore- 
ham, N. Y., manufacturer of in- 
dustrial photocopying equipment. 

The two agency men are Donn 
Fahnestock, former account execu- 
tive servicing the Peerless account 
for John Mather Lupton Co., and 
Ira Cotins, former research as- 
sociate of Public Attitudes Corp., 
affiliated with the Lupton agency. 
The partners have hung out their 
shingle at 39 E. Forest Ave., West) 
Englewood, N. J., as Fairfax Photo | 
Products Inc. 

It happened in this way. Peerless 
was faced with the problem of 
strengthening its distributor setup | 


for the East. The territory was for- associated with Albert Frank- ‘cost 
Guenther Law, has been appointed | 
|advertising manager of Protection 
| Products 
_Mich., maker of Woodlife, water 
sate repellent preservative for wood 
calls for intimate knowledge of and other chemical preservatives 
photocopying methods in use by for home and industry. 


merly serviced by the company’s 
home office. 


# Selling the company’s products 


Two Agency Men Help Photocopy Service 


_Fahnestock and Cotins were asked | 


‘out and sell the client’s products 


1953 


GEST REVEALS 


How Much It Costs 
To Drive Your Car! 


Figures Show tt Conts Ovw $1000 © Your 
Te Rew © Cor ie The low Priced Fahd 


READERS 
Themselves _ 


business and industry. Messrs. ¥% bes. 
to help find a competent eastern 
distributor. ha aL 

It occurred to them that they | , —_~ | 
were as well equipped as anyone) 7 oa a 
else to solve the problem and to go ge 
themselves. 

“How would you like us to take, 
on this distributor?” they asked } 
George B. Crouse, Peerless presi- aon 
dent, last summer. He liked the | Serswie: Piskstest st 
idea. re These Costs To The Low Cost 
So the deal was made, and the | Of Riding Transit TA 

| 


two former agency men are in| Wei Ridingis Mawouk ee ; 


“ TICKET FARE only 154 7 
business for themselves. a ten | 


The Transport le. @ 


COPY—Milwaukee & Suburban 
| Transport Corp. used an article in the cur- 
| rent Reader's Digest to point out that city 
| transit rides are cheaper than driving an 
| automobile. The ad, which ran in Milwau- 
| kee newspapers, was prepared by Arthur 
Meyerhoff & Co., Chicago. 


Joins Protection Products 
Robert W. Wadington, formerly | 


Mfg. Co., Kalamazoo, 


Media Share Freedom Awards 


AR 


September Sales of Chain Stores 


-—— - September-—_-_——. % Gain 9 Months 


Nominations for the 1953 Free- 
% Gain doms Foundation awards are now 


1953 1952 or Loss 1953 1952 or Loss | being received at Valley Forge, Pa. 
Food Chains | Awards categories of special in- 


tColonial Stores . 18,278,000 16,651,000 + 9.8 171,511,000 157,705,000 + 8.8 terest to media people are adver- 
a re 78,507,228 78,709,778 — 0.3 726,735,147 _ 720,018,285 + 1.0 tising campaigns, editorials, mag- | 
'Safeway .......... 118,041,830 118,669,377 — 0.5 1,193,662,844 1,132,250.664 + 5.4/a7ine articles, motion pictures, 
Group Total $214,827,058 $214,030.15 + 0.4 $2,091,908,991 $2,009,973.949 + 4.1| o) otographs with captions and ra- | 
Mail Order dio and television programs. Cash 
“Sears Roebuck ... 260,475,401 271,262,046 — 4.0 2,015,969,146 1,888,905,692 + 6.7, awards, honor medals and certi- 
SE scsscsass. 10,972,136 12,850,536 —14.6 89,050,336 93,896,068 — 5.2 ficates of merit are offered. Nomi- | 
“Montgomery Ward . 91,512,863 102,462,225 —10.7 688,324,759 720,907,933 — 4.5 nation deadline this year is Nov. | 
Group Total $362,960,400 $386,574,807 — 6.1 $2,793,344,241 $2,703,719,317 + 3.3/11, and awards are presented Feb. | 
en 22 each year at the foundation’s | 
Peoples .......... 4,424,245 4,463,137 — 0.9 39,461,766 39,118,942 + 0.9 ee Forge ater gh ce Nom- 
Walgreen ......... 14,496,899 14,519,981 — 0.2 131,406,917 130,186,044 + 0.9/!Matlon announcement forms may 
Group Total $18,921,144 $18,983,118 — 0.3  $170,868,683 $169,304.98 + 0.9|be secured by writing directly to 
the foundation. 
Variety and Miscellaneous 
tAdams Hat Stores . 1,058,222 1,123,161 — 5.8 9,131,129 9,522,331 — 4.1 ; 
bAmerican Stores Co. 43,720,960 39,518,240 410.6 282,381,044 256,223,541 +10.6 Gives Up Beloit TV Permit 
}Beck, A. S. Shoe .. 3,631,160 3,661,843 — 0.8 33,166,215 32,857,821 + 0.9; Sidney H. Bliss, head of the Be- 
Bond Stores ...... 7,145,645 6,976,952 + 2.4 56,143,771 52,180,744 + 7.6\ loit Broadcasting System, Beloit, 
Cutty GOs. .....2.. 12,895,601 12,463,014 + 3.5 93,904,586 85,214,107 +10.2;| Wis., has notified the Federal 


Consolidated Retail | Communications Commission that 


ae re 2,353,934 2,638,851 —10.8 19,554,081 20,735,252 — 5.7 | the company is surrendering its 
{Diana Stores Corp. 2,360,993 2,595,541 — 8.3 4,846,906 5,236,372 — 7.4| Hermit for a u.h.t. television sta- 
Edison Bros. ...... 7,472,668 7,447,988 + 0.3 59,211,633 57,745,839 + 25| 4:01, on Channel 57 at Beloit. The 
Fishman, M. H. .... 1,088,941 983,851 410.7 8,836,783 8,270,202 + 6.8 | - . . sept sa 
Gamble-Skogmo 11,458,154 11,349,250 + 1.0 94,589,304 91,779,167 + 3.1 reason given is that tv service 
Grant, W. T. ...... 23,789,970 22,264,181 + 6.9 189,744,001 175,209,248 + 8.3 from many other areas is now 
“Green, H. LL. ...... 8,471,878 8,266,006 + 2.5 64,923,042 63,337,117 + 2.5 reaching Beloit, and that the com- 
“Interstate Dept. pany has been unable to arrange a 

Pere 4,986,182 4,877,844 + 2.2 39,202,509 38,606,698 +-1.5| network affiliation. 
Kinney, G. R. Co. 3,875,000 3,661,000 + 5.9 29,253,000 28,620,000 + 2.2, 
Kresge, S. S. .... 25,650,076 24,408,764 + 5.1 219,506,219 209,448,857 + 4.8 Sef 
Kress, S. H. ...... 13,087,140 13,545,852 — 3.4 113,267,488 115,817,021 — 2.2 ‘Reznor to Kight Advertising 
Lane Bryant, Inc. 5,025,443 4,907,241 + 2.4 45,367,594 40,715.586 +114, Reznor Mfg. Co., Mercer, Pa., | 
AO seassscess 11,027,100 11,678,047 — 5.6 91,913,577 94,465,856 — 2.7, manufacturer of gas unit heaters, | 
ON ere 7,857,671 8,525,839 — 7.8 69,284,591 70,366,445 — 1.5 has appointed Kight Advertising | 
McLellan Stores 4,719,919 4,960,693 — 4.9 36,406,265 36,569,390 — 0.5 Inc., Columbus, to handle all its | 
“Mercantile Stores, Sot sales C ion. | 

gp 10,099,700 9,989,000 + 1.1 77,316,300 75,164,800 + 29 cavertising Bn ca inde ou | 
{Miller-Wohi Co. 2,783,324 2,797,643 — 0.5 5,229,052 5,335,977 — 2.0 toati 7 ine: ail will be | 
Murphy, G. C. ..... 14,108,873 13,700,107 + 3.0 124,123,979 119,992,179 + 3.4|/Ccations and direct mali will be! 
National Shirt Shops 1,263,762 1,317,383 — 4.1 12,937,853 12.160.297 + 6.4 used. Previously, Meek & Thomas, 
Neisner Bros. 5,197,778 4,865,861 + 6.8 43,980,280 40,674,262 + 8.1, Youngstown, O., had the account. 
Newberry, J. J. 13,869,340 13,445,051 + 3.2 113,514,929 109,243,919 + 3.9. 
ow 5S ‘a 91,959,196 88,442,380 + 4.0 729,797,207 696,147,990 + 48 Forms Collector's Kits Inc. 

of America 5,300,564 4,644,935 +141 42,978,890 40,297,334 + 6.7; Collector’s Kits Inc., Closter, N. | 
‘Sterchi Bros. Stores 1,050,230 1,245,054 —15.6 8,897,861 9,721,273 — 8.5|J., has been formed as a new com- 
Western Auto 14,479,000 15,524,000 — 6.7 133,637,000 123,094,000 + 8.6! pany to take over sale and distri- 
White's Auto Stores 1,525,161 1,872,532 —18.5 14,681,973 16,152,192 — 9.0| bution of Marlin’s American Fire 
Woolworth, F. W. .. 55,505,386 54,783,746 + 1.3 470,134,270 468,168,394 + 0.4! Pj : ; stic 

Group Total $418,818,971 $408,481,810 + 2.5 $3,337,863,332 $3,209,104,211 + 4.0 aoe my eis, cee te 

Combined Total . .$1,015,527,573 $1,028,069,890 — 1.2 $8,393,985,247 $8,092,102,463 + 3.7, Steamer, the Chemical and Lad- 


|der and the Hose Reel. Ruder & 
‘Four weeks and 40 weeks. “Eight month period. {Four weeks and 39 weeks. {Two month period. Finn Associates, New York, is the 


“Six month period. *Seven month period. | agency. 


Of The Rich APPLETON Market 


83,413 City Zone Population 


Family-by-family coverage of the largest City Zone Market in Wis- 
consin, North of Milwaukee, stimulates consumer demand for what 
YOU have to sell. Besides carrying more advertising lineage than 
any other Wisconsin newspaper except one, the POST-CRESCENT 
is the only medium to offer these profit-proved selling helps: 


4 @ - 
a me. 


Pad 


* Annual Consumer Buying Habit 
Study 

*70% dealer tie-in guaranteed on 
grccery items! 

* Twice-a-week dealer contact on all 
products! 


* Complete, current grocery and drug 
route lists! 

* Up-to-date addressograph plates of 
all food, drug, liquor outlets! 

* Merchandise display contest, 
cash prizes to dealers. 

* Complete, current products mat file! 


with 


Get the information-ammunition you need on this $114,000,000 market. 
Write, wire or phone collect to Kenneth E. Davis, Manager, General 
Advertising, APPLETON (Wisconsin) POST-CRESCENT. 


MERS 


ai 


Wri a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


a | 
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i PHOTOGRAPHIC 
REVIE 


CALENDAR PREVIEW—Squirt Co., Beverly Hills, Cal., will feature six full-color 
pages on its 1954 calendar, with each showing a painting of a ‘’R-E-A-L-L-Y” glamor- 
ous girl. The illustrations are done by Fritz Willis. Harrington-Richards, Los Angeles, 


is the agency. 


COMING OUT PARTY—One way to open a news bureau is to 
send a man into the city, rent an office and let him make the 
rounds. That's the hard way. Business Week has found a better, 
as these pictures of a coming-out party for its new Philadelphia 
editor attest. Fifteen executives of McGraw-Hill Publishing Co. 
went from New York to Philadelphia, each with a copy of a 12- 
page instruction kit worked out well in advance by Frederick 
Sontag, BW’s public relations director. In the Quaker City they 
not only were hosts to a couple of hundred leading news sources 


FOOD SPECIALISTS—The American Assn. of Newspaper Repre- 
sentatives had a good turnout for its annual national News- 
paper Food Editors Conference ot Chicago's Drake Hotel. En- 
joying the varied festivities were (top, left) James Barnett, v.p. 
in charge of consumer relations, Lever Bros. Co., greeting 
Marion Leslie of the Pittsburgh Sun-Telegraph. In the back- 
ground is Lever’s home economics director, Florence Packman. 


¢ WEL ELE | BOE 
ree 


¥ 


€ 
My 
ie 


2 


HOAGLAND 


& Co.; Helen Hoagland, Young & Rubicam; Catherine M. Haynie, 
Foote, Cone & Belding; Dorothy Demmy, Leo Burnett Co., and 
Margaret Weishaar Buchen, J. Walter Thompson Co. The brave 
male panel leader was Kenneth J. Ward, J. Walter Thompson. 


THEY’RE HUMAN—This panel session at the American Assn. of 
Advertising Agencies central council meeting took up the ques- 
tion, “Are women copywriters human?” The defendants, all from 
Chicago, are (left to right) Florence G. Murdoch, Earle Ludgin 


Se eee 


NEW CAAA HEAD—Russell C. Ronalds 
(left), president of Ronalds Adver- 
tising Agency, Montreal, and retiring 
president of the Canadian Assn. of 
Advertising Agencies, congratulates G. 
C. Hammond, v.p. and Montreal man- 
ager of Cockfield, Brown & Co., who 
was elected president of the association 
at its annual meeting. 


DEMONSTRATION—Evelyn Barnett, televi- 
sion starlet, demonstrates how to use the 
new Pyramid Skin Softener, manufactured 
by Pyramid Products, Los Angeles. The 
product, designed for use in treatment of 
skin blemishes, and treatment of corns and 
callouses, is now being tested in Long 
Beach. (See story on Page 41.) 


but also appeared on radio and tv shows and had a round-table 
discussion of business conditions with Philadelphia industry lead- 
ers. The pictures at the reception show (from left): Philadelphia's 
Mayor Joseph S. Clark Jr. laughing at a joke with Elliott V. Bell, 
BW’s editor and publisher, and William B. Whichard Jr., the new 
editor in Philadelphia for the magazine; Mr. Bell with Thomas B. 
McCabe, president of Scott Paper Co.; and Donald C. McGraw, 
president of McGraw-Hill Publishing Co., with H. H. Kynett of 
Aitkin-Kynett Co. 


MAGNET—Heidelberg Eastern Sales Co., distributor of automatic platen presses, 
used two models and a Polaroid Land camera to make sure its exhibit won attention 
at the Printing industries of America convention in Washington. Each visitor got a 
souvenir portrait of himself and, while waiting 60 seconds for the print to be de- 
veloped, was shown an Original Heidelberg press. Result: 21 presses sold in four 


HEALTHFUL TOAST—This contract-signing group toasted the new “Range Rider’ 

series on Milwaukee's new u.h.f. station, WCAN-TV, with a bite of the sponsor's prod- 

uct, Holsum bread. Left to right are Edward C. Fritz Jr., radio-tv director for W. E. 

Long Co., Chicago agency for the baker; Roy Lang, assistant radio-tv director for 

Long; Lou Poller, general manager of WCAN-TV; T. E. McCully, general manager 

of Carpenter Baking Co., Milwaukee distributor of Holsum, and Lan Singer, who is 
“Holsum Hank” on the show, delivering the commercials. 


At top right the two AANR execs who co-chairmaned the event, 
Donald Scott, Scolaro, Meeker & Scott, and Charlie Buttle, J. P. 
McKinney & Son, get a cup of coffee from Mary Martensen, the 
Chicago American's food editor. In the bottom row (left to right) 
are Miss Martensen, greeting Mr. and Mrs. Duncan Hines; Mrs. 
Elizabeth Sparks, Winston-Solem Journal; Julie Benell, Dallas 


News, and Lucille Shearwood, Women’s News Service. 
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The American Magazine Moves Ahead! 
SEPTEMBER ISSUE OF 


MAGAZINE 


EXCEEDED 2/400 ()() coptrs: 


— highest in the history of The American Magazine 


The American Magazine this year has forged ahead—issue after issue! While the January American sold over 
2,700,000 copies, estimated circulation of the September issue reached an all-time high in excess 2,740,000. 
This is important news for advertisers because it places The American Magazine squarely among the 


leading family-read consumer magazines. 


NEWSSTAND SALES, TOO, ARE UP, UP, UP! 


When more and more people walk up to newsstands and buy The American Magazine at 35¢ per copy 


each month, that’s HOT NEWS. Here’s the newsstand box-score so far this year... 


First 6 months average. ....... 771,000 (80) 
July issue ..........2..2.2... 800,000* 
August issue. ............. 860,000* 
September issue ........... 900,000* 


Move Ahead with The American Magazine! 


Over 100 new advertisers have added The American Magazine to their schedules this year. 


Reason? The answer is sound advertising value, high readership, direct traceable results. The American 


Magazine compares with other big, family-read periodicals in terms of total readers, total reading time spent 


with each issue, and number of reading sessions. Here are the facts revealed by the biggest readership 


study** ever made. 


Total Readers Per Issue Tota! Reading Hours Per Issue Total Reading Sessions Per Issue 


AMERICAN .... 10,230,000 .... 30,349,000... . 40,920,000 
LIFE .........23,720000.... 30,045,000... . 49,812,000 
POST ........ 14400000... . 25,440,000... . 37,554,000 
LOOK........ 17,070,000 .... 19,631,000 ... . 36,000,000 


Get more advertising for your dollars in 1954! Ge: the complete story—solid facts which show how 
The American Magazine fits into today’s ch: nging advertising and marketing picture. 


*Publisher stimates **The readership study conducted by Willard R. Simmons & Associates, Inc. 
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Joe and Bob Switzer Gain Success 
by Letting Others Be Manufacturers 


Fluorescent Research 
Still Their Emphasis; | 
Started as Magicians | 


By Noel Wical 
CLEVELAND, Oct. 21—The color- | 
ful and careful Switzer brothers 
won’t hazard a guess as to how | 


many Americans blinked when 


The Switzers foresee a brilliant 
future for the new ink, because 
Day-Glo colors already have suc- 
ceeded in brightening the world 
with neon-like oranges, reds, yel- 
lows and greens on everything 
from toys to billboards—from 
thumb tacks to guided missiles— 
in 34 countries. 

Interchemical offers Day-Glo 


would be exposed to sunlight for 
a long period—such as outdoors or 
in window displays. As for shelf 
stability, the Switzers say the 
product is about as rugged as regu- 
lar inks. 


® Nursed by two schoolboys’ 
dream, the Switzer enterprise has 


grown into a business legend in| 


less than 10 years. Some say the 
'Switzers’ daylight fluorescent col- 
ors have done more to brighten 
drab spots than any invention since 
Edison’s lamp. In this new color 


field, the Switzers hold scores of | 


patents and patent applications. 


‘ : : j : ‘ ‘ a 
seeing their Fire Orange cover on | colors in a limited range for heat-| These cover pigments, processes 


the September McCall’s. 

But Joe and Bob Switzer are 
sure of two things: That the mil- 
lions of eyes beholding the Mc- 
Call’s face did make the largest 
audience ever to see any of 
their optic-catching Day-Glo col- 
ors at any one time, and that the 
ink on the outside of the maga- 
zine had an effect as arresting as 
the blurb announcing an article on 
Dr. Kinsey’s findings to be read 
inside. 

The fluorescent burst on Mc- 
Call’s marked the first use of Day- 
Glo letterpress ink on a general 
household magazine. 


® Developed by _ Interchemical 
Corp., Switzer licensee, this new 
ink also had reproduced an atomic 
blast on the five-color cover of 
the May Popular Science and 
lighted up two subsequent covers | 
on that publication. Previously, | 
Day-Glo gravure ink, developed 
by Fred’k H. Levey Inc., trimmed 
a Christmas tree inside the Decem- | 
ber issue of Town and Country. 
The November McCall’s will use| 
it out front again. | 
Joe Switzer, 37, the younger of 
the brothers, is the research man 
of the team. Brawny as a full- 
back, and a relaxed conversation- | 
alist, Joe talks with punch and) 
color. His speech sometimes glows. 
like the pigments that come from 
Switzer’s laboratory. The _lab,| 
focal point of the business, has 
complete equipment from spectro- 
photometers to launderometers for 
testing, measuring and proving the 
brightness, lightfastness and wash- 
ability of color. 
Referring to the ink, which In- 
terchemical produces, Joe says it 
was developed by the two firms 
“by standing pigments on the 
shoulders of other pigments.” 


anyone can do 


Hand-Lettering / 


with a + 


VARIGRAPH 


LETTERING INSTRUMEN 


oe 


All the ‘‘heads'’ ond sample 
styles in this od lettered — 


Sans. seit by Varigraph 
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Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may | 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 148 


VARiGRAPH CO., INC. 
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inks. Also being introduced in the 
IPI line is a Day-Glo Aniline ink 
for flexographic presses. The new 
inks, the Switzers say, have char- 
acteristics and limitations ‘which 
must be considered before use by 
any printer.” One is limited light- 
fastness—which on the average is 
comparable to that of the fugitive 
Peacock Blue pigment. The inks 
cannot be used where the job 


set, moisture-set and regular oil| and, in some cases, the end-prod- 


/ucts. The Switzers authorize the 
use ef their discoveries by other 
manufacturers who agree “to use 
the materials and techniques pre- 
scribed for fluorescent brightness 
‘and color stability.” 

Practical as well as creative, the 
Switzers started their business 
with no more equipment than an 
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firms in a dozen industrial fields 
are licensed to use the Day-Glo 
trademark. It now appears on mag- 
azine inserts, beach balls, point ot 
sale displays, theatrical furnish- 
ings and a sizzling myriad of 
items, including golf balls that 
biaze in the rough. 


® Handling the Switzers’ sedately 
decorated front office is President 
Bob Switzer, balding, reserved and 
older than Joe by two years. Al- 
most scholarly in speech and man- 
ner, Bob looks as though he, rather 
_than-his jovial brother, should be 
| back in the laboratory. Joe is the 
extrovert, Bob the introvert. Yet 
Joe supplies the technical talent, 
|Bob the administrative ability, to 
operate their amazing business. 
The Switzers decided years ago 
not to attempt to become big man- 
ufacturers, but to operate instead 
‘a pilot plant and share their dis- 
coveries with other manufacturers. 
|Their developmental operations 
‘are conducted in a_ two-story 


I 
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cluding supervisory personnel, 
sales and advertising men, chem- 
\ists, and laboratory technicians. 
That so small a business already 
|occupies a position of world lead- 
/ership in its field is partly ex- 
plained by the fact that the Switzer 
laboratory is the largest depart- 
ment of their business. 


,@ Although modest, the plant re- 
| flects the prairie-fire spread of the 
Switzers’ colors. Just a few years 
ago, both Switzer brothers were 
pay-check workers, employed here 
by the Continental Lithograph 
|Corp. It was during this period 
that the Switzers’ luminous pig- 
-ments made possible millions of 
yards of fluorescent cloth for sig- 
nal flags and panels for U.S. and 
allied forces. These same materials 
-served also in Korea. 

At first the Switzers kept alive 
their faith in their rarin’-to-glo 
colors in a makeshift laboratory in 
a rented apartment. Joe and his 
| wife and first baby lived in one 


amateur magician’s kit amd an building near the heart of Cleve-| half of the room. The other half, 
egg-beater. Today more than 4,000 land. They have 60 employes, in- partitioned by a curtain, was oc- 


“advertising in business publications... 


of which we do a very great deal, commands our best 
talents. And we have noted with enthusiasm the results of the 
efforts of both ABC and CCA members working together 
through National Business Publications to make their 
publications still more useful and productive.” 


Fairfax M. Cone 


Men and women who plan ani 
produce the 147 member-magazines of 
NBP realize that. when the best brains are 
applied to the building of advertising. 
results follow. 
publications are made more useful to 
readers they become more productive for 


advertisers. There is only one organization 


1001 FIFTEENTH STREET,N.W. + 


The national association of publishers of 147 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 


They know, too, that as 


a TT 


a 


—= 


For a United Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


WASHINGTON 5,D.C. + 


in which executives of both ABC and CCA 
audited business publications can join to 
discuss their common aims. Rapid growth 
of this group—NBP—gives clear indica- 
tion of the soundness of its purpose: to 
produce greater publishing values through 
united business press. Today, NBP is the 


largest associat on of its kind in the world, 


INC. 


STerling 3-7535 


Press of America...bringing thousands of 
pages of specialized know-how and ad- 
vertising to the men who make decisions 


having a combined circulation of 3,440,542 in the businesses, industries, sciences and 
... audited by either the Audit Bureau of Cir- professions ... pinpointing your audience 
Controlled Circulation Audit, in the market of your choice. Write 
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Inc.... serving and promoting the Business 
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cupied by the Switzer chemist 
whom they paid out of their time- 
clock earnings. 


® Today, the plant turns out tons 
of pigment, operating around the 
clock on a seven-day week. Most 
of this is sent out dry to licensees, 


including the Sherwin-Williams. 


Co., which mills the pigment into 
oil, lacquer and other color ve- 
hicles. Licensed fabric makers trap 


the pyrotechnic materials in show-| 


er curtains, raincoats and hunting 


jackets that blazingly distinguish | 


Nimrod from the drab deers. 


Also, thousands of manufactur- | 


ing plants across the nation use 
the Switzer-patented Zyglo and 
Magnaglo methods of detecting 
flaws in drive shafts, castings and 
other metal parts. A microscopic- 
size defect is revealed under black 
light when the applied Switzer 


pigment or dye glows as a hair-| 


line crevice or pin-tip pore in the 
metal or plastic. 


® Use of Day-Glo for outdoor ad- 
vertising, and its limitations, is 


BROTHERS—Bob Switzer (right) and his brother Joe check a random sample of 
their high-stability daylight fluorescent pigment. Bob is president and Joe v.p. 
in charge of research of Switzer Bros. Inc. 


| frankly explained by the Switzers. | ‘‘stamina” in the colors, the firm 
While Joe and his lab staff work |spends much of its promotional 


to do with Day-Glo. The brighter 
and longer the exposure to sun- 
light, the shorter the span of Day- 


Glo fire. While conditions vary, | 


from Chicago to Pensacola, the 
Switzers urge users not to depend 
on Day-Glo’s hot brilliance for 
more than 30 days’ outdoor expo- 
sure to summer sunlight. 

Indoors, the colors last indefi- 
nitely, the Switzers say. For out- 


|door advertising posters, for bill- 


boards, transit ads and window 
display pieces, the Switzers rec- 
ommend screen process printing. 
This method gives the thicker film 
necessary for lightfastness and 
fluorescent glow. Day-Glo coated 
paper and cardboard are also 


_ Suited to outdoor use and all high- 


speed printing processes. 


® Switzer advertising and sales 
promotion has always had top pri- 
ority, and Ronald J. Elliott, ex- 
ecutive v.p., supervises the activi- 
ties of this department. He came 
to Switzer Bros. as general sales 
manager from the Francis R. Mo- 


to develop new products and put | energy telling customers what not 


rison advertising agency. Mr. El- 


bairfax M. Cone is 
President of Foote, Cone 
& Belding, where top copy- 
writers and art directors 
are responsible for business 
publication advertising no 
less than for consumer 
advertising. Former chairman 
of both the American 
Association of Advertising 
{gencies and the Advertising 
Council, Fairfax Cone is 
a member of the Advisory 
Council of the former and 
a director for life of the 
latter, He is also a director 
of the Advertising 


Federation of America. 
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liott has hopped over the United 
States and Canada, plugging fluo- 
rescent colors to advertising and 
sales clubs. 

| The firm uses a large variety 
and volume of direct mail. It has 
' published three different external 
| house organs. Its “Day-Glo Her- 
|ald” has been published monthly 
the last four years. Its 20,000 cir- 
culation goes largely to national 
advertisers and their agencies. 
Editor is Luke Lapsley, former 
public relations and newspaper 
man. 

A six-figure advertising budget 
is concentrated largely in adver- 
tising publications. Foster & Davies 
is the agency. 


® Closely associated with Switzer 
Bros. Inc., under licensing and 
other agreements, are 14 other 
companies advertising new color 
products under the Day-Glo trade- 
mark. These include Sherwin- 
Williams, which led the way; Den- 
nison Mfg. Co., Interchemical 
Corp., Crocker, Burbank Papers 
Inc., Fred’k H. Levey Co., Mid- 
States Gummed Paper Co., Kleen- 
Stik Products Inc., Lawter Chemi- 
cals Inc., American Crayon Co., 
Craftint Mfg. Co., Rayon Process- 
ing Co. of R. IL. National Card, 
Mat & Board Co., Wrenn Paper Co. 
and Rexford Paper Co. 

Foreign manufacturers and dis- 
tributors who advertise Day-Glo 
products include Standard Sales 
Co., Montreal; Dane & Co., Lon- 
don; Compagnie des Vernis Valen- 
tine, Gennevilliers, France; Com- 
pagnie Nouvelle de Couleurs et 
Vernis, Brussels, Belgium; George 
E. Bird, Sydney, N.S.W., Austra- 
lia; Morrison & Morrison Ltd., 
New Zealand, and Colour-Graff 
Co. (Pty) Ltd., Johannesburg, 
South Africa. 


® Advertisers have watched the 
swift expansion of this field. To- 
day, the product range for adver- 
tisers includes Day-Glo_ screen 
process lacquer and color; coated 
paper; gummed and pressure sen- 
sitive paper; laminated cardboard, 
mat, tape and blotting stock; let- 
| terpress, gravure, and aniline inks; 
| bronzing powders and flock; wa- 
| ter colors and crayons. 
In the last ten months, eight ma- 
jor oil companies used Day-Glo on 
‘either outdoor or point of sale 
_ posters. 
Esso Standard Oil for the third 
consecutive year and Standard Oil 
| of Ohio for the fourth year are 
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Advertising Age, October 26, 1953 


using the new colors on outdoor | service and their new '53 models.|used these modern colors to|Switzers. Joe was sitting on a stool 
posters. The new fluorescent col- Home appliances have _ been brighten recent promotions are|jin their father’s drug store in 
. ors have been used in Firestone’s | spotlighted with Day-Glo by RCA, Westinghouse, Budweiser, Schlitz,| Berkeley, Cal., reading a Popular 
pal tire promotions for the past four Bendix, Philco, Zenith, Motorola,  Blatz, Carstairs, Canada Dry,| Science article telling how a home- 
years. Ford, Mercury, Chevrolet, Admiral and Perfection Stove. ‘Heinz, Scripto, Lord & Taylor,|made lamp couid produce magic 
Buick, Oldsmobile, Pontiac, Nash Western Union, Pillsbury, Birds-| “black light.” Joe got an idea. 
and Kaiser-Frazer used fluo- s Some other well-known com- eye and Trans-World Airlines. oi. : 
rescent jobs to promote dealer pany and trade names that have Introducing the Switzer broth-|s Exploring his father’s store that 


ers’ high-visibility hues has been|night with a makeshift black 
F Sli 


Bob’s department. The forceful| light, Joe saw several drugs glow 


but quiet partner still gives his|in the lamp’s invisible rays. He 
personal attention to every major | mixed these with shellac and soon 
OF QUAD-CITY 
RETAIL SALES 


advertising and promotion move. | staged eerie magic for high school 
friends, and sold the glowing paint 
® “Bob has a great sense of ad- to night club entertainers in Oak- 
vertising values,” his associates| land and San Francisco. 
say. His advertising zeal goes all! A few months later the Switzers ‘ 
the way back to a day in 1933| made their real debut. The Pacific pogert s. OGDEN, a member of the busi- 
when he started mimeographing Coast Assn. of Magicians con- ness staff of The New Yorker since 1935, 


are on the promotion pieces for the glowing ducted a contest for illusions at has been named eastern advertising man- 
IIinois Side in UNG 4 : paint mixed by Joe in their moth- their Oakland convention. A big oger. He succeeds Douglass W. Lawder, ti 
. - i er’s kitchen in Berkeley, Califor- number failed to show and the| whe has become national ad manager. | 
ROCK ISLAND ‘ see oe nia. Switzers were invited to pinch-hit. | 
MOLINE “a MOLINE Disgatek The Switzer story, from the They put on a Balinese dancing | mained suspended in the dark. In 
EAST MOLINE eet % “— ee ae yori . : = pee a na —— the wake of the magicians’ cheers. i 
ye 4, emists a nown about suffered a severed head from the i ; y 
They read these newspapers: The ROCK ISLAND ee |black fluorescence for almost a slash of a fluorescent sword. She peg does Ee an ae i. 
: : icy century. But it was Joe Switzer, then went dancing off the stage, i 
then 17 and an amateur magician, bleeding profusely and fluores-|s The brothers abducted their 


who started things off for the cently while her glowing head re-|mother’s kitchen mixer and ‘y 
worked in the garage, turning out i 
the glowing goo. Bob cranked out 
direct mail pieces and orders } 
trickled in, first from magicians 
and night club and theater man- 1) 
agers. An entrepreneur in spiritu- | 
alism ordered ink that would make 
spirit messages glow on table cov- 
ers—then he faded from town ow- 
ing the Switzers 30 bucks. 
Overcoming the loss, the broth- 
ers sold their fluorescent paints } 
3 
i 


and varnishes to decorate sizable 

areas of the Golden Gate Exposi- i 

tion and the New York World’s 
i 
| 


Versatile 
CLUB ALUMINUM 
die-cut stands on product 
or serves as individual 

handy sticker. 


WHITE ROCK trademark for 
walls, mirrors, coolers in liquor, 
drug and supermart outlets. 


Dazzling Mirro-Brite messages 
sell SCHLITZ from many “ex- 
tra" locations in dealer outlets. ‘ 
Fair. Sally Rand soon had a glow- 


ing G-string. And the spiritualist’s 


ink was purchased by the National 


1¢ ’ ‘ Marking Machine Co., Cincinnati, 
: | FR USE : for invisible laundry stamps. Jal- i 
re A , o RET opying east to perfect the idea, the , 
Multi-purpose price marker lets 


hl | [ \\ | cll —— 
: the retailer display his price 


their luminescent rainbow in Ohio. 
= Re : : tae - : ; 
ce °. f e 7 : 
the moistureless, self-sticking adhesive | (i@ipemsats 


# In Cleveland, the _ brothers 
nailed down their first patents on i 
Zyglo and Magnaglo. Bob, usually ! 
the executive partner, created 
these processes. 

Living and researching on a 
shoe string, Bob and his brother 
developed black-light fluorescent 
printing inks. This product went 
to war, making possible the big 
output of fluorescent maps, charts 
and bombing manuals, which 
glowed under black light in the 
dark battle zones. 

Working on the fabric-marking 
idea, the Switzers took a revolu- 
tionary step in their research. 
They wedded colors and chemi- 
cals with their prior knowledge 
of fluorescence. The result was a 
combination that would glow in 
daylight, four times as bright as 
ordinary colors. 

As a rule, Switzer showmanship 
has been tempered by solid busi- 
ness policy. The company’s pioneer } 
position in the new field reflects ; 
the spirit of this unusual brother 
team. The Switzer boys confident- , 
ly believe they are founding a new 
industry. 


CIVIC GROUP tells safety 
story in Day-Glo on easy-to- 
see bumper strips. 


Novelty piece slides between 
packages, holds firmly to shelf 
projects at right angles for 2- 
side display. 


Simple die-cut and slide-stick 
arrangement provides lifelike 
3-D can for shelf-strip display. 


PEEL ond PRESS... 
KLEEN-STIK STAYS! 


~~ 


KEEPS YOUR POINT-OF-PURCHASE ADVERTISING ON THE JOB! 


Your printer can create advertising that Simply remove protective covering 
sells for you! . . . successful point-of-sale and press in place. Small die-cut pieces 
pieces that dealers welcome because they * with all-over KLEEN-STIK backing 
stick without water...holdtightonany serve as shelf strips, cash register spots, 
hard, smooth surface. — back-bar pieces and door age For 

Printed on a wide variety of nepes foil ron gl units, a KLEEN-STIK spot in 
and acetate processed with K EEN- each corner (applied after printing) will 
STIK, they make complete, self-con- hold up a window poster. Ask your 
tained displays that get up and stay up. . “printer or lithographer. 


KLEEN-STIK PRODUCTS, INC., 225 N. MICHIGAN AVE., CHICAGO 1, ILL. 
Pioneers in Pressure Sensitives for Advertising, Labeling 


Instruction or identification la- 
bels in rolls are ideally suited 
for automatic label machine 
dispensing. 


43 


% what is stratification? 
S Wt is @ specific way of measuring the generel 
he cS thes 


ine 
a Y 


the eflectiveness of direct mail compeigns. 


© SEFVICE completely geared 10 your needs, 
|. custom made for many given orect.. . research 
i becked by economic mops of counties ond cities 
y showing... 

_ racial groups « median income 
median rent « median value ef 
» dwelling-units + educational levels 


write ~ or coll direct - 
amuel Fitzsimmons & Co 


5435 FIFTH AVinuE MEW YOOK 17, M4. Y. 


MURRAT HL 7 6B65 


\VE YOU JOINED the P 

KLEEN-STIK holds this hondy, Ideo-of-the-Month Club? If 
ne alban 2 | mo Relay jrite for FREE MEMBERSHIP 
your company letterhead | 


COLORFUL labels ride export 
pockages, double as boggoge 
stickers, too. 


Advertiser exploits vertical 
edges of food store shelves 
with o simple slot-and-tab Pop- 
out—seen from both sides. 
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Your Opportunity ! 


NBC Radio Opens The Fall Season 
With A Lead Over All Networks In 
Average Evening Commercial Audiences 


This is the fact of real significance when you are planning 
i your network buy. 

Your yardstick is the opportunity radio offers you. How big 
4 


are the audiences which a program of yours might reach? 


Here’s the latest record on opportunity. Current average audience 


figures for all evening sponsored broadcasts give NBC Radio 


6.6% lead over the No. 2 network 
127% lead over the No. 3 network 


a ee ame 


168% lead over the No. 4 network 


; . 

And here’s the record on performance (homes reached per program)— 
t 

+4 

Ss 

h 15 of the top 25 evening broadcasts are on NBC Radio 
e 

e | 5 of the top 10 

c 9 of the top 15 

e | 

n 13 of the top 20 


In average evening ralings — 


A out of 7 nights per week, NBC Radio has the highest average 
audiences—DOUBLE the totc! of the No. 2 network. 


Advertise where the audiences are, wi cre the opportunity 


is greatest for you. Investigate the pr’ ie time periods currently 


available on NBC. And learn how ov: flexible new participation 
sales plans can give you full network | |vertising for as little 
as $2,000 per week, including time a | talent. Call your NBC 


Radio Sales Representative today! 


(Audience d. rom Nielsen. September 6-12, 1953) 


NBC RADIO 
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Stop whatever you're doing right OK, 
° 


now and make your reservation 


for the biggest, best and most Look at who'll be there! Besides you, and all 
interesting Awards Dinner ever' 


our famous lecal contemporaries, our guests 
will be a couple of the country’s most 
successful and brilliant men! 


the fantas 


Don’t forget to see 


the best exhibit ever! 


814 Tower Court 


art directors 


club of 


chicago 


2 (*qwards 
dinner 
NOVI [* oo sc id ocsesesee umes 


Reservations: Call or write Geo. Straub, Outdoor Advertising, Inc., 400 N. Michigan Ave., Chicago 11. DE 7-4141 


(just west of the 
Do two things before they slip your mind. Mark 
Nov. 11th down on your desk calendar. And haul 
out your checkbook. You won’t want to miss this 
one... best way not to is to settle it now! 


water tower). 


Nov. 12 to Nov. 27 


added 

attraction.. 
wow! 

music by 

the Biltmore 

Sisters! 
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(This space thoughtfully and kindly sponsored by Collins, Miller and Hutchings, Inc.) 
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Startling Changes in Mass Retailing Foreseen 
as ‘Automation Age’ Moves Forward 


By E. B. Weiss 
Director of Merchandising 
Grey Advertising Agency Inc. 


When the Penn Fruit Co. opened a new 
store unit late in August, a gamma ray 
baton was used to “burn” the official rib- 
bon, throw open the doors and turn on 
the lights! 

I like to believe that that simple little 
item of scientific gadgetry signalizes and 
epitomizes the first faint stirrings of the 
Second Retail Revolution. 

The First Retail Revolution, about 
which I have had a bit to say over the 
last six or eight years, included the trend 
toward self-service, self-selection, pre- 
selection, quick service. 

The Second Retail Revolution will in- 
volve in successive steps: 


e A. the mechanization of self-service, 
self-selection, etc. 

e B. the application of electronic tech- 
niques to retail warehousing and office 
procedures. 

e C. the ultimate employment of elec- 
tronic techniques on the retail selling 
floor. 


a What is more, these revolutionary re- 
tail developments will not be confined en- 
tirely to our giant retailers. Down in 
Brownwood, Tex., an independent drug- 
gist has installed an electronic prescrip- 
tion department. An electronic secretary 
takes over when the telephone rings three 
times without being answered. The device 
actually lifts the telephone receiver, 
switches on a microphone and plays a 
phonograph record which suggests that 
the caller leave a message. The caller’s 
instructions are then recorded on a wire 
recorder. The messages are then played 
back to the pharmacist the next morning. 
(American Druggist was so _ intrigued 
with this novel concept that it devoted its 
Aug. 17, 1953 cover to a picture of it— 
and ran a fascinating account of the con- 
trivance in an article in that issue.) 

A particularly pertinent observation on 
the need for a Second Retail Revolution 
was made by T. V. Houser, vice-chairman 
of the board of Sears, Roebuck & Co. He 
was speaking before the Boston Confer- 
ence on Distribution. He pointed out that 
of the amount the consumer paid for an 
average group of goods, 31% went to 
pay the cost of producing the goods while 
69% went into the cost of distribution of 
these goods! These overwhelming dis- 
tribution costs, he said, “have received 
inadequate attention from the technician 
and the engineer.” 


s Everybody in the world of selling is, 
today, fully aware that a revolution has 
occured in retailing since World War II. 
Everybody is aware, too, that this revolu- 
tion has compelled a corresponding revo- 
lution in manufacturers’ and wholesalers’ 
programs of merchandising, selling, ad- 
vertising, etc. 

The Second Retail Revolution will, 
similarly, necessitate a revolution in the 
merchandise-moving programs of manu- 
facturers and wholesalers. If anything, 


the Second Retail Revolution will pro- 
duce even more violent upheavals in 
these programs than did Retail Revolu- 
tion No. 1. 

However, right here I must once again 
file a few disclaimers—although when- 
ever I do this I have the frustrating feel- 
ing that these ‘exceptions noted” will be 
totally ignored by those who will want to 
know whether I really believe that all 
retailing will go mechanical and eventu- 
ally electronic. Nonetheless, for the rec- 
ord, I’d like to remark that: 


e 1. The use of mechanics (as differen- 
tiated from electronics) will come 
slowly in retailing. 


e 2. The application of electronics, on a 
comprehensive scale, on the retail floor, 
is a long way off. 


e 3. Various types of retail establish- 
ments will turn to the on-coming 
mechanical and electronic developments 
with varying alacrity and to varying 
degrees. 


e 4. A substantial percentage of retail 
store units will barely be touched by the 
Second Retail Revolution even by 1975; 
and some will remain untouched by it 
as the 21st century begins. 


e 5. Our giant retailers, who control the 
major share of total retail volume in 
those merchandise categories that are 
most strongly advertised, will turn to 
the new concepts as rapidly as tech- 
nology, finances, and consumer habit 
permit. 


e 6. I do not anticipate that pianos will 
be sold electronically in the foreseeable 
future merely because peas probably 
will be sold electronically in time. But 
I do believe that an electronic device 
could right now deliver a better selling 
talk than 90% of our retail piano sales- 
men. 


e 7. I do not anticipate the total disap- 
pearance of retail salespeople. 


® The forecast I made just three short 
years ago, about the application of self- 
service and self-selection techniques to 
many non-food items in many non-food 
outlets, is today a generally accepted 
reality. Yet three years ago that forecast 
was greeted with hoots of derision. 

Today, I earnestly believe that, within 
the next decade, a sizable proportion of 
mass retailing will have gone mechanical 
in many of its functions, and electronic in 
other functions. And I feel certain that 
this development will be broad enough in 
scope, in the coming decade, to justify 
the description “The Second Retail Revo- 
Jution,” and that its impact on manufac- 
turers and wholesalers will be of immense 
significance. But I can even now hear the 
hoots of derision. 

It is fascinating to note how both me- 
chanical and electronic developments are 
already creeping up on retailing. For ex- 
ample: 


e Goodyear is working on a passenger 


dising, promotion and advertising. 


on marketing and allied subjects. 


five or ten or fifteen years from now. 


E. Illinois St., Chicago 11, Ill 


Order Your Reprints Now 


Here is the fourth in the unusual series taking the long view on cybernetics 
and automation and their impact on the world of marketing, selling, merchan- 


This article discusses possible changes—many of a startling nature—in mass 
retailing. Previous articles have discussed the social, economic and business 
aspects of cybernetics and automation and the manner in which they may 
change manufacturing, wholesaling, distribution and advertising. 

The author is E. B. Weiss, director of merchandising of Grey Advertising 
Agency, New York, who is especially well-known for his “look-ahead” views 


The series as a whole is the first well-rounded, complete discussion of the 
“automatic age” from the primary standpoint of merchandisers and marketers, 
and deserves the careful study of everyone who intends to be in this business 


Reprints of the entire series are now available, at 35¢ each ($2.50 for ten, and 
20¢ each in quantities of 25 or more). Write to Library, ADVERTISING AGE, 200 


conveyor belt system for shopping center 
use. This “moving sidewalk” will move 
shoppers from the parking place to the 
stores—and from one store to another. 
An actual installation is planned by a 
Food Fair subsidiary in a shopping center 
in North Dade County, Florida. From a 
“moving sidewalk” to a “moving aisle 
floor” in a retail store may not be a far- 
fetched fantasy. 


e Grand Union has established a labora- 
tory for the purpose of concentrating 
scientifically on more efficient and eco- 
nomical techniques for handling merchan- 
dise from the time it is received until it 
is placed in the customer’s car in the 
parking lot. The whole science of mate- 
rials handling, so remarkably developed 
for manufacturing plants, is about to be 
adapted to retail requirements for moving 
merchandise into and out of warehouses, 
and into and out of the store itself. That 
means mechanical and electronic and even 
feed-back engineering. Is there any reason 
to question that those developments will 
ultimately call for vast changes in ship- 
ping cartons, in packages, etc.? 


e The Women’s Apparel Chains Assn. 
has formed a committee to look into elec- 
tronic accounting devices. The National 
Retail Dry Goods Assn., always far 
ighted, has several groups working on 
this “push-button” control revolution. 
4nd, of course, several large retailers- 
sears is an example—are making substan- 
tial investments of their own in studies 
f these electronic devices. As a matter 
f fact, the extent to which the new elec- 
onic machines have already penetrated 
etail control is thoroughly amazing. 


e Child’s, the long-established restaurant 
ain, which at one time in its long ca- 
cer fell considerably behind the march 
f progress, is experimenting with a new 
pe of luncheonette. Called Casserolettes, 
ese Junchrooms will require no cooks— 
even short-order cooks! Attendants 
ill electronically re-heat pre-cooked 
veals that are shipped from a central 
ommissary. 


e Swift & Co. is experimenting with a 
mechanical device that will serve elec- 
tronically heated hot dogs. 


e And an electronics engineer told me 
the other day that he could see no serious 
technical problem in an “electric eye” in- 
stallation that would flash a signal to the 
retail stockroom immediately when the 
stock of any item on a vertically-piled 
shelf had dropped below a pre-determined 
point! (What might that do to alleviate 
the costly out-of-stock, short-stock prob- 
lem?) 

I’ll have more to say about electronics 
in retailing a bit later in this article—as 
well as a good deal more to say about the 
application of mechanical techniques to 
retailing. But with this quick unveiling of 
a retail future that I think is not too far 
away, suppose we drop the prophetic veil 
for a few minutes and engage in what I 
hope is some sound rationalizing about 
the developing requirements of mass re- 
tailing for a second revolution. 


® The first great retail revolution, that is 
now sweeping over so many segments of 
retailing, was sparked by the food super. 

Is the food super destined to spark the 
second retail revolution? 

I think it is. 

There are four basic reasons why, in 
my opinion, food retailing must look to- 
ward another revolution in its techniques. 
These four fundamental factors are: 

1. The food super shows a declining net 
percentage on its food operation. 
Many food supers do not enjoy a 
measurable net on their food volume, 
even when traditional non-foods are 
included. 

2. Present-day self-service techniques 
on food have apparently been refined 
to a point that now permits only 
minor economies. There is just no 
hope for a reversal in the declining 
net profit trend on food at retail in 
current self-service techniques. 

3. Now non-foods, despite their so- 
called “juicy” initial markups, have 
not proved their ability to reverse 


eee y ee at. ka ome ee) Mig, ae atom ; PERS Se eh de: Ree Se Pe DEN os Ra 5 YN de nee Ge ae eee ge YM LR cece 6 eee fe ROS SN ae Sh ar Hears Deine” agai Samrat “3 
: “gel et ae Sy A i 3 ry Pe % . ie es fe ¢ Me eae Pe eae r is ; : . z Chgset S ; OE Rr ag ee ah se ee MSs Cee ee Be Seana ee gee 
OS a San See Ey ge 4 Po ee oe ; : otis if 34, coeahh Wie ORS ae ween am he ee) as tS ae a Leet os Se apace a Se: ne ieee hie a 4 t eh hee ae Hg oe peas ince ua 
pb; wee e. i? dl aes tilhg ees eae ae: eS > etoh a ¢ % " ; i ee oe ee ats oy eae ial aaa yy io * : 
” Sa 2 anne Bk eee Panes Fe Pe. ee om % £ fi 4, 5 _ ‘i es ae Ae Bi ‘ Epes Hao ge a “ae se ras ‘ 
es ee! Mee Steet ee . See oe “ae 4 Bag) eer, Py oe. Sa Se: sae ope ae 2 pene he ea P : Sale nee, See ease ie ee Re ieee EC aie Tonk aha Oe rans; > POM ME Bene ag: So ofits Feagy Pee ee Woes ges ahs AIS Ate prea gee 
: : - ; 2a ‘ vo $3 ' ee ; : ieee ae 
“ : * ; ; : eae Aas 
‘ ee enn . ‘ ea a amas 
see Ste 
. 
/ “a 
7 ee 
ee . 
BA 
5 
Sah SN 
» ® x J a a J . ¢ 3 
i Y s cae ee ak Petr tet Gt Beg. Be r 
‘ % 
° Z wre r 
! 
i 
ieee 
j bee. 
; ne een 
wera 
Hise ta7) 
; sae 
v5) Sages 
i Bits 
\) ses a 
‘Be Riedie: 
' a RR GAs : 
} eee he 
} eh ee ate 
if ee ee 
4 ae es xs 
Pies ES 
; ences 
ee ie 
1 Sh ie ee For 
an tie 
pe Peo 
| 1 ee oa 
| 1?) pete” 
| :/ rere t al 
| i er. 
| j 37h. eee 
; . be aback 
i} : , 
ti 
t} i 
; A 
P) : 
3 eo 
; Pj ZN 
ee . es ) 
; oe 
i pee ne, 
' eesti 7a 
pe 
ee ae 
a 
aie 
, i Pca 
; ‘ Spi a 
. pete 
Ree hts 
j cera 
| a ea 
' Rts Se 
! Wc gg 
i eee 
: "1 aed 
* me se 
} aa ee 
eet nae 
eae Sg 
Rete eta 
eee 
es oes pla 
aise sia 
te oac ie 
Aa 
ele ig 
yy Ae palate 
ga 
a ee 
ether 
me es ; > 
} - bic Sh 
Eg 8 Sw 
‘ 
‘Sema 
Sa GON as 
ergs 
a Oe 
H eer. 
" a z 
| cata 
3. ne 
} akc cee 
ent 
; ha, Co eee 
i ee eet 
et 
Mes teeth 
ENR 
y eucis ey, 
' es 
j Stet oS 
F io See 
; eee 
sree fe cn 
Be heer 
ae 
fee Dee le) 
‘ Ry ie 
eS " 
a 
Sac 
ae bea 
¢ Ot ee 
; Oe erate 
j 
‘ rer : 
— ee 
3 
a pa i > . ie : 
i sa. oe ‘= é + : 3 a : BS. . a 2] es «4 ak ae S i Mae y we ee b, nee A ~e Bee Fy Eph dong oe < rx i ny r 
Tee ve ee rs . : ie < ull is + 7 Aas ge é pis ae pie : te Beate Ss ‘en 2 aes ee y ty Pua Sg Yay f ' a . ‘ey gat Bae (a 


the downward trend in over-all food 
super net profits. The larger and 
more diversified the food super has 
become, the smaller has its net profit 
become. This is not theory. This is 
fact. 

4. Operating costs of the food super 
continue to mount. 


® Once the food supers understand that 
neither refinement of present-day self- 
service techniques, nor the addition of 
non-foods, can produce a positive long- 
term reversal of the downtrend in net 
profits and the uptrend in costs, then these 
smart and courageous retail operators will 
re-examine self-service of food to find 
out how it can and must be radically 
changed so as to restore worth while net 
profits by cutting costs. 

(We must remember that the food su- 
per, no more than three or four years 
ago, was boasting about bringing its aver- 
age markup on food to 14% and eventual- 
ly to 12%. New competitors may give the 
food supers painful reminders of those 
hushed-up objectives—precisely as the 
food supers did to the traditional food 
outlet 20 years ago.) 

When this realization strikes home, the 
food operator will begin to think along 
these basic and interrelated channels: 

1. He will think in terms of applying 
mechanical techniques not only to the 
self-service of food on the store floor 
—and remember that today food self- 
service, with the possible exception 
of the gravity-fed Food-O-Mat, does 
not make use of modern mechanical 
procedures in the food store. 

2. He will also try to apply mechanical 
and electronic techniques to every 
step involved in getting merchandise 
into the warehouse, into reserve stock, 
onto the floor, onto the shelf, off the 
shelf and out to the shopper’s car. 

3. And he will try to put practically all 
of his paper work under electronic 
control. 

4. He will think in terms of making it 
possible for the shopper to buy cer- 
tain foods when the store is closed— 
and he will develop mechanical de- 
vices that will make this practical. 
(Indeed, these outdoor mechanical 
devices may enable the food super to 
cut down the total store-open hours, 
which would be beneficial because 
the food super, like most mass re- 
tailers, tends to do 70% of its week’s 
total in perhaps 25% of its total store- 
open hours.) 

The existing policies of the food retailer 

in his search for a better net, may take 
him more deeply into the red. 


e When food supers become so large 
that it is necessary to experiment 
with motorized carts for the shopper 
—-then perhaps the law of diminish- 
ing returns has begun to operate. 


e When food supers add non-food 
lines that require service, that re- 
quire floor people, that are not pre- 
sold brands, then it is questionable 
whether they can merchandise these 
lines as profitably as traditional out- 
lets. 


e When food supers add hostesses, 
delivery services, layaway plans, and 
a multitude of other services—they 
are simply adding costs that will 
mount faster than can be balanced 
by extra volume. 


e@ When food supers, which formerly 
counted for their volume on price 
and modern shopping facilities, must 
turn to expensive premium promo- 
tions, to a point where in several 
cities almost all the food supers are 
now offering premiums and have 
“hus achieved a promotional stale- 
mate—again they are simply adding 
costs. 


s The truth is that the food super, which 
for a number of years was our lowest cost 
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retailer, no longer is our lowest cost retail 
operator, 

As a matter of fact, there are some 
appliance retailers who would feel that 
the 17% average markup taken on food 
by the food super is an extremely juicy 
markup. These appliance retailers—and 
some of them do a volume up in the mil- 
lions—take markups that average from 
10 to 14%! (And remember these low 
markups are taken on major appliances, 
which presumably cost more to-move than 
most foods.) 

Of course, some food supers may rear 
back in righteous indignation and say 
that these appliance outlets are discount 
houses. But perhaps it should not be for- 
gotten that the early food supers were 
considered to be the discount houses of 
their day and that other food retailers 
even tried to induce the local newspapers 
not to accept the advertising of those 
pioneer food supers. 

Certainly it does not bide well for the 
food super when, on food, it cannot earn 
a livable profit at an average markup of 
17% (and let us remember that the aver- 
age markup on food of 17% is bolstered 
by allowances from manufacturers and, 
like all average figures, is of dubious 
validity )—while some appliance retailers 
seem to do pretty well on markups of 
14%. And this is particularly distressing 
when the food super merchandises these 
same appliances at markups of 20% to 
40%! 


8 Sol say again that the food super must 
turn to mechanics and to electronics. And 
it may have to learn how to earn a food 
profit on an average markup of 10%. 

And I also say again that, just as the 
food super’s radical program of the 1930s 
caused a radical change in the functioning 
of food and then non-food manufacturers, 
wholesalers and retailers—so will these 
factors find that, once again, the food su- 
per is leading them into still another revo- 
lution. 

Before I chart some of the mechanical 
and electronic developments that have 
already been offered by mass retailers, I 
think I should endeavor to project some 
of the repercussions these developments 
may have on manufacturers. My own 
rather foggy crystal ball tells me that 
merely mechanizing the retail floor oper- 
ation will produce this sort of chain re- 
action: 


e 1. The true pre-sold brand will be- 
come still more important. Just as 
self-service grew out of the pre-sold 
brand, so will mechanized self-serv- 
ice draw strength from still more 
strongly pre-sold brands. 


e 2. The public will buy still more mer- 
chandise categories faster—still more 
impulsively. This, too, will compel 
stronger brand advertising. The more 
the public buys in a fraction of a 
second, the more strongly must a 


brand be pre-sold. Otherwise, the 
shopper’s hand is too easily deflected 
to a competing brand six inches 
away. 


e 3. The retailer will regain still more 
control over the turnover of brands. 
Today, under self-service, shelf 
height and location are of enormous 
importance in the movement of a 
brand. Mechanized self-service will 
make “position” in the store still more 
vital. 


e 4. The area for promotional ma- 
neuvering in the traditional sense 
will be still further shriveled. (In 
many food supers “promotion” today 
consists almost entirely of merchan- 
dise display.) 

e 5. The window, already in a decline 
as a promotional medium, will de- 
cline more steeply. Mechanized self- 
service and leisurely window shop- 
ping are opposite ends of the pole. 


e 6. Pricing and discount policies in 
some fields may have to be revised. 
The objective of mechanized self- 
service will be a lower average mark- 
up—exactly as was true originally of 
self-service. 


e 7. Package design will be radically 
changed. So will the unit of sale. 


e 8. Nighttime shopping will pick up 
enormously. 


I'd like to elaborate on this last point 
a bit. The public has shown both a dis- 
tinct need for, and a distinct desire for, 
more nocturnal shopping. That can’t be 
stopped—it is founded in changes in our 
society that are still in ferment. 

To date, retailers have been either un- 
willing or unable to provide the public 
with the nighttime shopping facilities that 
the public wants. One reason is that re- 
tailers tend to pile night hours on top of 
traditional store-open schedules-—and 
since most retailers do from 70 to 85% 
of their week’s volume in from 15 to 25% 
of store-open hours, this expansion in 
store-open hours becomes decidedly un- 
economical. 


® But even if all stores were open until 
9 p.m. or 10 p.m., the nighttime shopping 
requirements of our public would not be 
satisfied. We must remember that our 
people are becoming “stay-ups”; nighi 
owls. The later they are up, the later they 
want to shop. For proof we need only to 
turn to the success of radio and television 
programs late at night. 

Right here—in public demand for noc- 
turnal shopping—may be one of the great 
contributions of mechanized retailing. 
Why? Because banks of mechanized re- 
tailing contrivances can be placed outside 
of stores, when stores are closed—and 
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make certain merchandise available to 
the public through the wee hours. More- 
over, these mechanized retail devices can 
be placed in locations not now utilized 
efficiently for the retailing of general 
merchandise—the “gas” station, for ex- 
ample, and train and bus terminals, etc. 

Also, mechanized retailing may offer 
benefits in alleviating one of mass retail- 
ing’s greatest problems—the peak-hour 
rush. It is during the peak hour that too 
many shoppers walk out having made no 
purchase, or having bought only half of 
what they intended to buy, simply because 
they cannot complete the buying trans- 
action. But with mechanized facilities 
functioning as a peak-hour “extra,” walk- 
outs may be cut down. 


® Will those phases of retailing that turn 
to mechanics for selling merchandise do 
it in the same way? Of course not. Just 
as we have self-service, self-selection, 
pre-selection, quick service right now— 
so we will have gradations of mechanical 
principles as applied to floor retailing. 

Will everybody who tries it be success- 
ful? No indeed. Few great developments 
profited all of the early pioneers—from 
autos to radio. 

In any event, that the mechanization of 
retailing is coming, seems to me certain. 
I’ve already cited some straws in this 
particular wind earlier in this article. 
Let’s examine a few more: 

Of course, everybody in marketing is 
at least reasonably well acquainted with 
the remarkable spread of the vending 
machine sale of cigarets. But, if anything, 
this outstanding example of the applica- 
tion of mechanical principles to retailing 
—plus such examples as Coca-Cola and 
other soft drinks, chewing gum, etc.— 
has tended to curb imaginative concepts 
of the potentials of mechanical retailing. 

The explanation is that we tend to 
think in terms of the traditonal vending 
machine. That may be quite a natural 
thing to do; but it places a retarding 
brake on the expanding use of broader 
mechanical principles in retailing mer- 
chandise. 

Traditional concepts of the vending ma- 
chine involve limitations with respect to: 

A—the complexity of the mechanical 
action. 

B—the employment of other modern 
scientific principles, both mechanical and 
electronic (such as the new devices that 
electronically heat, wrap, seal and deliver 
a sandwich in 20 seconds). 

C—the size of the sales unit (thus, the 
cigaret vending machine is not widely 
used in food supers because it presumably 
can vend only a single pack, and the 
supers have been highly successful with, 
and naturally prefer, a five-pack unit as 
well as with the 10-pack carton). 

D—the factor of coin acceptance and 
change making. (Until very recently, 50¢ 
was considered the limit the machine 
could take and it could take that sum only 
in a few coin combinations. Also, it could 
make change only in a few coin combina- 
tions.) 


s I believe that mass retailing must think 
in images that bear little relationship to 
the traditional vending machine. For ex- 
ample, the Valeteria concept of the U.S. 
Hoffman Machinery Corp. is far removed 
from traditional concepts of the vending 
machine. It has now been in use for over 
two years and it has proved so successful 
that this new technique for coin-operated 
dry cleaning establishments is to be ex- 
panded to 15 new markets. 

The Valeteria consists of a battery of 
lockers and a telephone line to a dry 
cleaning plant. The customer lifts the 
phone on the locker unit and is connected 
with the plant operator. The customer 
tells what he wants cleaned and the op- 
erator opens a locker automatically for 
the clothing to be deposited. After the 
apparel has been picked up, cleaned and 
returned to the locker, the customer pays 
the charge via a coin slot and receives 
his clothes and the correct change. All| 
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A year through this August. Shucks, we spoiled our record September by a couple of 
pages. (Plates that get here too late to make the iss » don’t count, darn it!)... 
Nation’s Business, Washington 6, D. C. 


mass coverage § business management al: 


*(9 months figures for the monthlies, 8 months for the weeklies) 


Pe of ig a a Rf Ye £ ¢ 2 mee eg et — < 5 > on ee BRS 0 a eS Pewee ts, ho ae eee ie? wee i: Sete cS ers <A Sa 9: yes, SE eR I oe FAM rte eS OD Ny ad eer 
Meret 4 a sy - es ~ \ ap te . eye 4 Ke} yet he TOE ly Sea Sey ai) ge oa Bk. hy en eye zis Sp py? Py ur aed : ee tes Rigs sete Ry es 
Pad bs Petes nen ors ity Re oy Bai re, dare ra, TOM Eee sana othe NaS) oe 4 5 as petal Tig a ERN Ue ist hee PO oc Peieia ec amees. Weeite. oP gS aes meer th a a (cama le RENEE TEEPE, alice PO 
ieee igen as leans Map ae ai so Ne eo I a) a le eaamaemmmeaiamalal aT ot Rs ae ane Ng a ee | ee 
ee aa Ss See. alr ncae vay hee CAE Ae ae Skt as pamela s he es ae Baga Rt oie rae An A Soe ae aoe comet oe 
ioe ips os ee RR aos vee Gen ee 9 Re oe in oe eee : sie ted 4 oe Sr ‘ Sy ee : ; ee Ee ae ae eens eras Sl lig ge 2 RR dt mem oa 
Bo bs : Se 2 eede ack era See an es ; poe are oy re reyes é pee he % ? ee ate ee Rees i Sate Dis cincetegee ares ae 
AEA - ci 2 ae OD mas ¥ rag, a, oe. a Bane. . tees So ae gs ae id a To pesos SMR a eet * ase cg = A Fea el re ed Bee ROS Aa hy Cin. RAM MUN rue St Yee a ea, | ee > eee A> as A bs 
he 1 Bia Ai fbi ik ne ae a igh : pee RST te ORNS an Cems a are a ee ee Fo ne ere aed pete ee er eas ee ee Be 5 MS 8 ae “2 eve 
ees ‘ eee ed i eee ta en ype eae ae yas = ” Bi te Gee eee eS a meee ee a Ry oe ge oo ae = oF : eee eh i ee de ok a ee ae cal ate ie Ea fc er pee he ees ‘ rah OT ct a 
ee ee aye ey ear a Be pes 9S st «eee 5, = SAT GIG MS ert eet ema ‘ Witime aeeer ieee cae: pack eas Sede : in gh Be. 
i aoe aang eager ‘ ei: ee See whe Pe Beas aie os pee 3 : oe A ; oe ees erm en Lic 4 : , : ; a ce SS Core 
wea ea : : : e ‘ . ? _ a 
. ; 7 pw me  ® % Te cee ae y tt mp 
it P . RPS ne ; 5, *  .; ea 
‘ . . 3 SB ee ae gai i ee L Bri * ca eg 2 ag a mar 
Pes , ger Me & y ry nigh Ve Je ‘ 
‘ ; . ; : % ; ; <- 
— * . ¥ oo 
% ; E: -> 3 ba ES 7 
t : . . ae Ne 2 = a 

. j oe . ; e «3 : : = eo: . ‘ 

. ™ : : < 5 et athe a oes “ep . aa #2 

x ‘ as yee ae ‘enn es ' S 4 : % - 

= v 2 Ree - 25 wh) a a» wat % ae Se" * at % ae h ’ “3 £, 
> SS eae rene ° st * % 

“ ‘ Ba eo acts MNO ie RENE ah 4 5's se; 

% - v on eos. em ¥ es a ee acy 3 ee “ pas / . nf ze 
4 he “i r * a 
j Bey © Pe oe ; ’ , nad Aug Ae ad tS eee ko ‘ aN #e : aca bial F aes : ; me ‘ : 
q Bes ee Py 7 wy 1. 
, de a, mdeok q a cot idk Fy aoe ae ‘ - oh 

mn ee ae . $ ead Same | “2 vee ee mS ~. De ee ves % a , 

Z i ae Lats. , . ; oS aa ‘ oS a ay wor ee x > wk wes ; % i 
id ge® 4 & \ a bo a i> Se a oe ie * 

ey on ‘ ; . ‘ ‘eg j : . c : : : ae Sr te * : 

= ee ot : $ a : : ae ea et sa ee sets : 

$s i. c ee ; . ? aru oe PT ea, tS gaa . ; ; F 
5a < * ay ; fete ne ’ Ra Pee ee ey ee ee E i 

iS * + ot _: iene ; : eae ee oa a SS " 

sa os sisi ) uo Te od 

he oN ee ere ; — r Coan Ke EP BE IL they : : 

ar? Be sis 5 -- . Oh ug : ie st an ; erm ae ee een en Ns ‘ Eo 

pee (fen * $ ; F ‘ wid ee al Meee Ce 4 i . bat : og 8 ORR Ee | Se 
are 4 Pvntcate.r ee re a : RY = ae ¥ ass aa bs ie 4, 
i : . =e ae Rai , bone < eed nee axe € ae a x bite ae = wt 
oe 4 es ¥ art ae So ae es eee a 5a Sate sie we. ; a> rs 
ES . : Moar > ; Pg “sd =: ; 2 " RAS ye © . ‘eee. eet te ) 
eae j ¢ é ‘ & $ Res x : Phe % ‘ eo ee +cat i gS : 4 hal 
| fe j ae : : xe Pees ages eee hing a ENS es : 

SS, f re oe ; Pie we - See. ath Se Se te d 

aoe , * : : pee hy : sk BAe rath SOE eae 2 ge a Sarena 

8 ; * ‘é <i a aes : , 2 tS Bye tcete OS te eae as: 

_— ‘ aon © Re ee es recs . aS : Se a et E 4 * : 
pe a. 2 Nagle g “EN ee % ‘ ee Pe te hes oe a de oer Pe 4 a —. @ 
Tg . Pi v ote 7 s a Seaeg yy Sinn t Seas baa ye ; Sot ae Z Cee et aa. ‘ i : 
ns - : * : Oe ike, 5 . ’ : ae” opt i Ae Sieg eae 2 ie oe ¥ ‘ \ 3 
we : 4 (28. Sea ee Tie ges 4a Peat SS OMe aac S's} 2 ae uF . 
oA 5 re I ete sagt See ag meee Fe a te sie a x ‘ (> et tah 238. SS ne >, ei 
fe ee ; ‘net vs Ps : eat Seats es Fe —- 2 : "ae ae Mane ee ee tae eee A is 
pe * ¥ . : 7) ke ee sign" * Ping x ee : J : 

be J Me ; é , , : ‘ 3 Bd _ ye Se 7 Sp AESH. 5 Seeks Ae : ‘ , entry 

Sse 5 ee Es ERs ES a ee ae “a : ay te ie ae 

pee i eg a ‘er yin 

i P 3 iS oy <s . “ ies 

we é 5 : ‘ Rd 7 : St ee oer ek 

Paper Ms " * ie one = 

| = % ees ; i ee ie 3, : on 
| exe > San J e 
| ; ) - - i 3) ~ a o 

Pose fg hy Mota “: fe £5) : a om ‘ e - ie > ae 

. j to , 3 z ee ava ‘ — . ae : idee ; < Rad ot 

me; ay ‘ F ae faeey $ ¥! ¥ ee i oy 3 ont PS ee 

Cy # 7 ’ a. x me Y By. Us 

es é aes aN ' ie ns chee gedit al in near 

as : Ze “ . “a af th oe / e eee Sr ipsa 
arg ee oy i A So Sai € : : : e i PMY roa, ~ Ne q aay ; ore Res 1 eee 
he 5 s , ; : — = a ig CS ~ . Rese 
d i k 8 - 3 5 . ; rd e” we } Ys ert pat 

fr .. : ae : ne at . i vn : > Beste be 2 is ; , 7 
, i ee patie be, : : : Bas ; 4 y ee Oy on OR Sata ; aise 
; ee ssa ibid : Pie a ; nig ® a 5 Sot Sea a * j qi Ne A ee Oe ry mn . ey 

BS ae et ee rs : se + r %, ee | 5. ¥ “3 % ae ae Dh te Pes 2 . es bien ‘ 4 ‘ * s ys atew fe 

Be 3" 4 ; . . 4 : : x r x 4 >» © a ¢ ’ eTEGR Be 

| ie : i ; ; ‘ : a e : d i | ’ ' j oe Oa ve 

‘ x * % Fog 4 . a 
f Be: : . Bets 8" ora ; tere Ee, oo 4 ty : G 

Pe * p ¥. e® O86 Sogee Ee . a 

; a Pay Ms , * a : ae 
iss” é , + % “a : 3 : 

; , . a! IMPORTS ‘ 

'oo8 ‘ ane ee AE ‘ie * bed \ Be ; Pe 

° oae P Fe i eas oe J : ie ' ‘ od " 2 . es 

bee ysis +3 A Dace vital a 

|S ae " Cike ae ig CET ne ay Sars i “ q ou “ES 
, L Lorene on SS ae " ee . re * 

: ‘ oe ‘ on ee pee J : i i 
1 ' F ae ‘ % 4 o id ¥ - . seks . a ~*~ - ‘a ? re a 
| a ~ i te ‘ tcp & + > i ts 
Be - Faas» + . 3 a z “ni 
ne ¥ ; ae”, a . 3 : 4 iz : 
| ee d : sy s ‘ee > 5 bY Zi AT 
? ) fae o 4 . ‘ = Se cart 
| eo Bos b) . a , , ’ AX LAW 2 5 : 
. ie, : a —— F is : ; alae 
’ os * = ; <n Bre a ue vf aaa 
4 | sae . > aes 2 Agee ec te 7 vedas 
os me +t ee | — - mise 
| . i ae - i ¢ 4° § , es = SIRES ee é Rie uae Page , en 
i Pe gee > ae ie Menage | 
Saas ame. ‘ ‘ = ¢: gil . oe See 
frog es A ~~ a “ e * , Ls A 
Rare . ae ‘ | 4 V1 wVe : 
ek ry a % fe % é RSE A me aes * . 7 me 
, fae ag ‘ ps ee Pi 3 ate fh ae os ia ae. 
>* , la ‘ , a re : oes ee" e A re Bee " oe baa, ‘ Bi ie 4 
% iF te ptm ce 
] ee ° : : . tn, fe ; Es : ee Bene 
1 ee * . * Be oe sam ae 
as % ‘ ‘ # : j x ogee see! : fee ae 
4 | : : a4 ‘ i & - : ‘ , rf 
bee = s Bete ‘ j Sy . 
a e: : " i 
Behe ¥ 
sae : Z 
Se i‘ : pe 
- a . a4 eee 
bs . ; Pe 
3 ¥ ; une fei 
ty ‘ b>. . ae 
il ae a eae 
3 . cee ee 
g * “i nit 
= ae 
ee 
n ‘ ie ~ 
q > 7 
‘ Nae 
d pie 
nigh 
at : nok 
ee el. 
> (ae = 
od ys 
é pag 
bis: 
le ’ cd 
ly ree 
ly | Bs 
ad ‘, oes 
- ‘ peas 
h, i 
as tee 
~ . E 
ep 
id bor 
\¢ j ‘ 
} , ; 

j ee 
1e } 4 "ae 
ly an 
4 } ° ee 

; *. f 

' : 
a= : 

. 

j ‘y ne 
ik ’ a, 
to a 

dies: 
X= ee we 
Ss. 
ed 7 
ng 3 
ut 
x- : 
of 
r 
“= 7, ae 
pt 
: , 
ea 
e 
vs 7 ; : 
“ ee 
se 
ll ; ' : 
~- 4 us 
, - a a 7 Fads 4 oa : ee E eaeneey iad J fe are ™ aie ie. : i weit * iM Z f e 
tseap hah et P ; ; peti Lae Mika : Pe i re é “ AP ak eee AS, fe iis “ye 
tae ee ; : ; ; ey Pe Le ae Po ORES ae : Y SW ae oS Wl xe : preacigs Be 5; i of Wage + Fae ee oP es. 
: ea eee <eee fy re PPA en Gee Sie Wiper aha ede et Ay ter Ny SEY ae, ee Ee AR ae Ee etek tg a OT Pe Sen a WHR aa gm ee ea ge ee Dee TS ge irs be GF ‘ = 3 = es ed > 
z pn AM OI Ni AS We a See td * ., es ae * m .. > > ee tee J . he pe hte 3 “ - - Sut « “ ys Aas a ee ae ee Ten ey er In dee ey Cy O37 4 2k gtk ay Oe ge) ee” og 


this is done without manual aid. 

That certainly is a far cry from a ciga- 
ret or a soft drink vending machine. In- 
deed, it should not be calied a “vending 
machine.” And it represents precisely the 
unfettered thinking that I believe must 
be, and will be concentrated on various 
techniques for mechanical retailing. 


s Take that matter of the coin limitation 
on the individual sale for a machine. I 
have a circular prepared by the General 
Register Corp., Long Island City, N. Y., 
which describes a passenger-operated 
transportation ticket vending machine. 
This device accepts any combination of 
coins, except pennies, up to $2.50. It 
makes available tickets to 60 different 
destinations. It provides the desired tick- 
et—makes change to the exact cent. 

This is an accounting machine as well 
as a vending machine. It maintains run- 
ing totals of tickets sold to each of tne 
60 destinations. It tallies a grand total. It 
also totals the amount of money deposited 
by the purchaser—and the amount of 
change delivered with each purchase. In 
other words, it furnishes, automatically, a 
verified cash control as well as detailed 
operating statistics. 

This is a fascinating development—be- 
cause there has always been a gap be- 
tween the retail sale and its accounting. 
That gap may now be narrowed, if not 
completely closed, precisely as the gap 
between office and factory is being nar- 
rowed. 


s There is no technical reason apparently 
why this same device cannot be employed 
in merchandising a variety of small items; 
scores of items, and even hundreds. In- 
stead of printing a ticket, a release could 
be actuated that would drop a packaged 
item down a chute—and from that point, 
much of the action of the device would 
be the same. 

I consider this development so signifi- 
cant, that I would like to recap what this 
machine can do: 

1—Print tickets 

2—Accept change up to $2.50 
3—Make change in as many as 70 
coin combinations 

4—Control cash 

5—Account for sale 

6—Attend to business 24 hours of 
the day 

Could a machine of this type have 
“bugs”? It could. But so did just about 
everything of a mechanical or electronic 
origin that was first put on the market. 


s To me, the great significance of this 
development is that it represents unfet- 
tered, imaginative thinking applied to 
the vending machine principle. And in- 
sofar as the complexity of its action is 
concerned, surely this in no wise com- 
pares with the unbelievable complexities 
of function that have been solved by the 
machine in manufacturing plants, and 
particularly by the amazing new auto- 
mation controls. 

Getting back to the cigaret vending 
machine: I see no reason why the market 
may not be provided, some day, with a 
mechanical device that will be able to 
sell packs of five or packs of ten, and ac- 
cept the required coins and make the re- 
quired change. (And I might add that, 
since electronic devices can “read” subtle 
chemical changes in a chemical plant 
process, it should not be beyond the abil- 
ity of the electronic sciences ultimately 
to provide a device that will “read” bills 
and thus wipe out the existing restric- 
tion that limits the vending machine con- 
cept to coins.) What is more, the time 
may come when the United States Treas- 
ury will be compelled to consider the 
coinage requirements of retailing and 
then perhaps the vending machine con- 
cept will be given a vastly freer reign than 
is now feasible. 


s But even in the present highly re- 
stricted state of the vending machine art, 
its application to new merchandise has 
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copters which, the ad points up, ‘open 
new roads” for plant-to-plant and com- 
muter travel. 


spread in truly amazing fashion just in 
the last year or two. Rather ordinary 
adaptations of what are really elementary 
principles of mechanics are being em- 
ployed currently to vend such items as: 


Greeting cards 

Perfume and other cosmetics 

Work shirts 

Novelty jewelry 

Sandwiches—hot dogs 

Soft goods—hosiery to panties 

And quite recently it was suggested 


that fresh fruit might be vended auto- 
matically. Also, there is a possibility that 
the soda jerk may give way to the ma- 
chine! Are all of these applications suc- 
cessful? Of course not. But neither were 
all of the early self-service food stores. 


For instance, results with coin-oper- 


ated devices for hosiery have been spotty. 
Yet, I understand that in the Scandinavi- 
an countries, where the use of mechanics 
in retailing has spread much faster than 
here, hosiery sold through machines has 
been extremely successful. One reason 
may be that our hosiery vending ma- 
chines have offered too limited a selec- 
tion in colors and sizes; another reason 
may be that they have been used almost 
entirely inside stores, whereas abroad 
the vending machine is being used large- 
lv outside of stores, and in new locations. 


s What all of this suggests is that the 
vending machine, particularly when it 
is vastly improved mechanically, will rep- 
resent a new form of retailing. And that, 
in turn, will compel re-thinking with re- 
gard to price lines, sales units, variety, 
location, etc. 

To apply traditional retail merchandis- 
ing techniques to a new form of retailing 
is hardly apt to produce successful re- 
sults and many of the failures that have 
already occurred in mechanical retailing, 
as well as the many failures destined to 
occur, will be traceable to this fault. 


s The fact that mechanical retailing is 
on the way toward intensive develop- 
ment is pointed up, I think, by two ad- 
ditional developments: 


1.—United Cigar-Whelan Stores Corp., 
which is going through a revitalizing pro- 
gram, has had its treasurer in Europe 
recently conferring with designers of 
vending machines there. The objective: 
a multiple-unit mechanical device that 
would replace window displays in Whe- 
lan’s high traffic metropolitan New York 
stores, 

It is significant that Whelan believes 
these outdoor merchandise devices would 
not only catch impulse street traffic, 
would not only win extra after-hour and 


Does Automation Mean the End of Thinking? 


To the Editor: Mr. Weiss’ articles on 
cybernetics and automation are truly fas- 
cinating. Science fiction, it seems, en- 
thralls most people, if for no other reason 
than the view it affords into the deepest 
recesses of human imagination; but when 
the view suddenly and with magical ex- 
actitude becomes fact, the reaction is 
somewhat upsetting. 

As an example, some time ago I wrote 
a science fiction story involving a man 
who, through the exercise of a mental- 
projective power which he was unaware 
he possessed, was snatched from earth 
by an outer space group with whom he 
had mentally, but unwittingly, communi- 
cated. After a period of time, the length 
of which he had no way of computing, he 
was returned to earth, in the interim 
having acquired the gift of complete 
thought-action projection and reception. 
His idea, of course, was to cash in on the 
influence he expected to exert on the con- 
suming public; however, his purposes 
were thwarted when he found the earth’s 
activities entirely automated, the few peo- 
ple who had been able to survive the eco- 
onomic disruption having completely lost 
the ability to form thought images or to 
express themselves in anything other than 
mathematical formulae...In the light of 
what Mr. Weiss is disclosing, it appears 
this type of story is now too factual to be 
classed as science fiction. 


# It has been often said that the dream 
of today is the fact of tomorrow... that 
anything the mind can conceive can be 
objectified. The truth of these statements 
is certainly made increasingly evident as 
the cybernetic-automative picture as- 
sumes perspective on the industrial can- 
vas. 


From the social standpoint, though, I 
wonder if the increasing development and 
utilization of automatically controlled ma- 
chines is going to be a salutary influence 
on the human race. The ultimate result, 
of course, will be the almost complete 
elimination of human labor, and the ques- 
tion arises as to whether or not other 
activities, outside the automative sphere, 
will develop which will require man’s 
attention and attendance similar to those 
which followed the first industrial revelu- 
tion. Will man, in his machine-imposed 
leisure, use his time in the pursuit of cul- 
tural things, or will he fritter his days 
away pointlessly? What will happen in 
the event of war, when the central con- 
trol, as well as the productive machines 
of an industry, are destroyed? Because of 
the complexity and intricacy of the 
mechanisms involved, will it not be vir- 
tually impossible to reintegrate such an 
operation? 


® Is it not true that the farther man de- 
parts from nature, the greater the penalty 
he suffers in time of crisis? It would seem 
evident from history that there is implicit 
in every economy a balance point which 
lies somewhere between the natural and 
the artificial and that, inevitably, when 
the balance becomes weighted too heavily 
on either side, trouble results. 

On the same evidence, however, it may 
be contended that we are now actually 
ready for cybernetic living (if we were 
not, its development could not have prog- 
ressed to its present state of perfection). 
In either event, it will be interesting to 
see who in the world finally triumphs— 
man or Machine. 

W. I. PRICE, 
Price & Associates, Chicago. 
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Sunday volume, but might ultimately 
shorten store hours—a point I have made 
elsewhere in this article. 

I am also intrigued by Whelan’s will- 
ingness to replace traditional window dis- 
play with automatic merchandisers be- 
cause I have been contending for some 
time that the window is on a decline as 
a promotional medium. I suspect that 
mechanical, and ultimately electronic re- 
tailing, will sound the death knell of the 
window in many types of mass outlets. 

And just as the window display pro- 
grams of manufacturers in the food field, 
for instance, have been radically affected 
by the changes of the last eight years in 
food super windows, so will this trend 
toward making the window an actual 
part of the selling floor bring about still 
further changes in manufacturers’ win- 
dow display programs. I might add that 
the use of machines inside the store will 
clearly necessitate new thinking with 
respect to in-store promotional material. 


® The second straw in the wind is the 
plan announced by Nedick’s to open a 
small, completely automatic food store in 
a railroad terminal, to stock a limited 
number of food categories. And that sug- 
gests to me the probability that one of 
the changes in retailing to be brought 
about by mechanical and electronic tech- 
niques may be a return to the small type 
of specialty store. That would surely be 
a revolution. 

We must bear in mind that, for a num- 
ber of years, the emphatic basic trend 
of mass retailing has been toward di- 
versification of inventory; toward one- 
stop outlets. I do not suggest that this 
trend will be completely reversed—al- 
though I suspect that the time must come 
when so many giant retailers will have 
one-stop outlets that they will be taking 
in each other’s wash! That point of di- 
minishing returns from inventory diversi- 
fication may have been reached already 
—I doubt we have enough one-stop shop- 
pers to keep the huge inventories of the 
multiplying total of one-stop outlets turn- 
ing fast enough. 

In any event, the very limitations of 
the mechanical principle, especially in the 
next few years, will probably compel 
those who employ machines to evolve 
small size outlets. And these pint-size 
outlets, will, in turn, demand new think- 
ing with regard to location. 


8 Also, a trend may develop toward in- 
stalling mechanical retailing units as a 
sort of “leased department” in new types 
of outlets—for example, in the Scandi- 
navian countries food is being sold at 
gasoline stations through banks of ma- 
chines. The rack jobber, incidentally, may 
be among the first to turn to the machine 
as an improvement on his rack. 

However, I would not want to create 
the impression that, when I refer to me- 
chanical retailing, I am thinking exclu- 
sively, or even primarily, in terms of 
vending machine principles. For example, 
Clarence Saunders, who died recently, 
to my mind was really the father of the 
self-service concept, and might have come 
up with a brilliant new concept of mech- 
anized retailing. Keedoozle was an ill-fa- 
ted attempt to apply mechanical princi- 
ples to food retailing. His more recent 
concept, the Foodlectric store, which ap- 
pears to have solved some of the unre- 
solved weaknesses of Keedoozle, may 
prove more successful. 


s But whether or not Mr. Saunders might 
have turned the trick, the very fact that 
inventive minds are concentrating on this 
problem gives me the confident feeling 
that brilliant and practically new con- 
cepts of mechanical -retailing will short- 
ly emerge that bear little or no relation- 
ship to the vending machine. 

I see more and more ideas of this type 
being filed with the U. S. Patent Office 
—some of them weird, but some of them 
showing the kind of vigorous, unre- 
strained and yet disciplined thinking that 
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ultimately wins forward to its objective. 

I am especially impressed with the fu- 
ture of mechanical retailing when I note 
that in Goodyear Tire’s huge Akron plant 
over $250,000 has been spent for a battery 
of machines that dispense soup, sand- 
wiches, pies, ice-cream, coffee, etc. And 
I see that the Pennsylvania Railroad is 
planning an automatic installation in one 
of its dining cars. When big money gets 
behind one facet of mechanical retailing, 
then the development of these same prin- 
ciples to other facets cannot be far be- 
hind! 


s Here and there we see still other signs 
of efforts to apply mechanics to the floor 
of the retail store. A Food Town super- 
market in Rockville, Md., features even 
electric turntables for food display pur- 
poses. Each table holds 1,000 pounds of 
food items. They revolve at the rate of 
one revolution per minute, which—it is 
hoped—will permit shoppers to help 
themselves to whatever foods are dis- 
played on the revolving table. 

Will this plan prove successful? I don’t 
know. But it spotlights the trend of ag- 
gressive retail thinking. 

That same concept of the turntable as 
the basis of a retailing operation has been 
carried to the point, by one inventor, 
where the entire store revolves, while 
the shopper sits on a chair and selects 
merchandise as it passes in front of her. 
This plan exists only on paper at this 
moment but some day we may be seeing 
food stores and even other outlets that 
resemble somewhat a carousel! 


ws We see some fairly simple applications 
of mechanical principles to retailing. For 
instance, the roller conveyor is finding 
growing use in food stores to speed orders 
out to the parking place. In one food 
store, this conveyor system replaces as 
many as 15 boys who were required, dur- 
ing busy periods, to take packages out to 
the parked cars. 

We also find manufacturers in various 
fields applying their manufacturing 
know-how to the development of mech- 
anized retail devices. The Martin-Senour 
Co., paint manufacturer, has developed 
an automatic paint color dispensing ma- 
chine that can mix and deliver paint in 
any one of the thousands of colors and do 
it in a matter of seconds. It can be oper- 
ated by anybody with only a few hours of 
training. And Max Factor has a lipstick 
dispenser operating on the lever-pull 
principle used in cigaret vending ma- 
chines. Dozens of others are on the way. 


@ It is my thought that the check-out gate 
is destined for real revolution—and with- 
in the next few years. Here I think we 
will see the first broad use of electronics 
on the floor of the retail store. 

The check-out gate tends to be a bot- 
tleneck. And in an electronic age, it is 
really sad to see a girl handle thousands 
of packages, hunt for the price, cash reg- 
ister keys, etc., etc. There is little ques- 
tion that some day all, or most of this 
operation, will be done electronically. 

I note, in this connection, that an elec- 
tronic device has been developed that 
can be hooked up to one or more scales. 
It can read weights electronically direct- 
ly from the dial on the scale—and then 
record, itemize, total, substract, multiply, 
extend, prepare invoices, etc.—all auto- 
matically! 


Now it would appear to me that a de- 
vice of this general nature will some day 
be adapted for use at the check-out coun- 
ter. Instead of reading weights from the 
dial on a scale, it will read prices on pack- 
ages; it will then record, itemize, total, 
etc.—all automatically. The blockade at 
the check-out gate will disappear; costs 
will be slashed; and there will be no mis- 
takes! 


s Then there is the problem—the costly 
problem—of getting merchandise on to 
the store shelf. In food stores, it has been 
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COST SAVERS—Procter & Gamble, in this 
dealer ad, illustrates the time-saving 
features of its shipping cartons. 


estimated that some 20 to 25% of the 
gross margin is consumed in just this 
one phase of the retailing function. 

The famous real estate operator, Wil- 
liam Zeckendorf, president of Webb & 
Knapp, recently declared that “robot de- 
vices could store cars automatically and 
recapture them much like an IBM ma- 
chine files cards.’ His company has in- 
vested over $500,000 to date in studying 
such devices. Surely if cars can be stored 
and recaptured like IBM machine file 
cards, the same can be done with at least 
some merchandise that is now moved by 
hand in retail stores. And when that hap- 
pens, can anyone question that shipping 
cartons, packages, etc., will have to be 
changed to conform to the requirements 
of the machine? (Actually mechanical 
cards will probably precede electronic de- 
vices for inventory handling.) 


® In industry, materials handling equip- 
ment has made enormous strides in the 
last several years—fork-lift trucks, con- 
veyors, cranes, hoists, etc., for moving 
materials and finished goods. But in the 
retail store itself, materials handling 
equipment is almost entirely unknown. 
And in the retail warehouse, this equip- 
ment is only now coming into use. 

The seriousness of the problem is in- 
dicated by the fact that Procter & Gam- 
ble, as well as a few other large manu- 
facturers, have worked hard on develop- 
ing techniques for putting merchandise 
into shipping cartons so that it may be 
removed with the least waste effort. But 
that is merely a tiny step in the direc- 
tion that retailers themselves must take 
to mechanize the handling of merchan- 
dise. 

In Omaha, Neb., the H. A. Marr Gro- 
cery Co., in a recently-opened warehouse, 
has electronically-controlled tow trucks. 
They are operated through remote con- 
trol by two men—in a 77,000-square foot 
warehouse. These men can stop, start 
and steer the electric trucks from 200 
feet away by electronic signals. Each 
electric truck is capable of hauling up to 
five cargo trailers. That, I believe, is a 
sign of what lies ahead! 


s It is my conclusion that, within ten 
years, the food super—which today prides 
itself on its efficiency—may require only 
one-third as many workers as it does 
today in office, warehouse, back rooms, 
store floor, etc. And other retailers wil] 
both follow and lead the food super in 
the same direction. 

I can see the science of electronics com- 
ing to the rescue of retailers in connec- 
tion with their burdensome problem of 
employe and shopper pilferage. The elec- 
tronic eye will do what the human eye 
has done rather poorly. Electronics will] 
also cut the shrinkage due to faulty ac- 


counting. It will also cut the shrinkage 
due to spoilage. And it may prove quite 
a factor in actual detection of the pil- 
ferer—shopper and employe. 

In summary, I see mass retailing tend- 
ing more and more toward the robot. And 
I hope those who shudder when the term 
“robot” is used will note that I referred 
to “mass” retailing, not to all retailing; 
and that I said mass retailing is “tend- 
‘wg more and more” in this direction. 

Robot retailing will reflect robot shop- 
ping—no retailing technique can be suc- 
cessfully applied that is too far ahead of 
public habit or that does not conform 
with publie preference. Therefore, we 
will have robot retailing only to the ex- 
tent that the public is willing to shop 
under this sort of atmosphere—and I am 
positive that millions of people, in thou- 
sands of stores, will not want to shop this 
way for a long, long time to come. 

It is the younger generation who will 
accept change most readily—both because 
that is the nature of youth and because 
younger people have a greater economic 
need for less expensive shopping. (We 
had self-service in the food store for at 
least 20 years before even half of the 
total number of food stores had been con- 
verted even partially to self-service.) 


® Robot shopping will compel re-think- 
ing by manufacturers with respect to 
their total programs of moving merchan- 
dise into consumption—precisely as the 
semi-robot shopping that is now so com- 
mon already has done. And robot retail- 
ing will also compel re-thinking by man- 
ufacturers with respect to their total pro- 
grams of moving merchandise into and 
out of retail stores, especially in the mer- 
chandising and promotional phases of 
these programs. 

No manufacturer who has witnessed the 
revolutionary changes in shopping and 
in retailing that have occured since 1945 
—in eight brief years!—can take the posi- 
tion that “it can’t happen here.” In large 
measure or in small measure, a substan- 
tial percentage of our national adver- 
tisers of hard goods and soft goods, foods 
and drugs, will feel the impact of the 
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coming age of mechanical and electronic 
retailing. The time to prepare for it is 
—now. 

We have had some 12 years of “easy” 
retailing—just as we have had some 12 
years of “easy” manufacturing. There 
was no great economic compulsion to 
change in retailing—yet retailing has 
gone through a remarkable revolution in 
recent years. 


s The coming decade promises to be 
quite different economically. Insofar as 
retailing is concerned, our mass retailers 
—like most businesses—struggle under 
the highest break-even points in their 
history. Drooping volume and _ falling 
prices—those two dreaded retail devel- 
opments—have in the past played havoc 
with retail net when costs were not ex- 
traordinarily high. With costs at a peak, 
and with the net profit percentage con- 
sequently at a dangerous low, these twin 
destroyers of retail profit could cause 
havoc indeed if, as many anticipate, they 
put in an appearance. 

That is one reason why mass retailing 
—which has tended to go too luxurious, 
anyhow—will now begin to think seri- 
ously in terms of economy. And that will 
lead mass retailers in the direction of 
mechanical and electronic cost-cutters. 

Simultaneously, increased retail com- 
petition will spawn a crop of new types 
of retailers—precisely as the great de- 
pression of the 1930s gave birth to the 
food super. These new types of retailers 
will be low-cost operators—and they will 
turn to mechanical and electronic devel- 
opments to achieve their economies. That, 
too, will serve as a prod to established 
retailers. 

And the discount house, which prom- 
ises to flourish in the next few years, 
will apply the final prod. 


s In brief, the trend of the times makes 
retailing ripe for the employment of me- 
chanical and electronic cost-cutting tech- 
niques. I think these new techniques will 
come more rapidly than even those of us 
who are robot-minded believe to be possi- 
ble. 


Adman’s Wife Says Too Many Christmas 
Presents Earn Sneers, Not Cheers 


By Maurine Myers 
During the next few weeks you publi- 
city and public relations boys will start 
pouring thousands of your clients’ per- 
fectly good dollars down the drain. I’m 
not at all certain what you think you’ll 
© buying with them—possibly good will, 
sublicity, future business. But what you'll 
eap, in too many cases, will be ill will, 
ieers, and a few choice’ invectives. 
“hich, of course, you will never hear. 
This monumental waste is, of course, 
e avalanche of gifts which pours each 
jliday season on VIPs, purchasing agents, 
urnalists, and assorted and sundry char- 
ters who might conceivably do some 
od some day for your client. 
For all your high salaries, many of you 
lows score zero in initiative and origi- 
ity on this annual,assignment. To you, 
‘th of Scotch or a monogrammed cigar- 
lighter seems to be the ultimate in 
ristmas gifts. We know; we have 15 cig- 
t lighters from last Christmas rattling 
ind in the desk drawer, and every 
day our house begins to look like the 
tribution point for a distillery. 
fhat’s not so bad. At our house we 
ke and take an occasional drink. But 
ere are a couple of VIPs we know who 
e influential posts in national organi- 
ions. Unique characters they are—tee- 
ilers. Yet every holiday season, as 


certain as holly and mistletoe, the boys 
currying their favor shower them with 
everything from bonded bourbon to creme 
de menthe. Instead of being pleased, these 
VIPs are annoyed and embarrassed. 


®s The cigaret lighter fetish is another 
you boys ought to abandon. (Sorry, Ron- 
son, ASR, etc., but you’ve had your 
inning.) Now one, or maybe two, pocket 
cigaret lighters are all a fellow can pos- 
sibly need. But every single Christmas 
the mailman staggers in under a load of 
these contributions to progress, and 95% 
of them wind up in a drawer somewhere. 
What, I ask, is so original about a cigaret 
lighter? True, the recipient can save them 
and hand them along to unsuspecting 
friends and relatives, but the sad fact is 
that most of them come engraved with 
name or monogram, rendering them un- 
suitable for redistribution. 

Which brings me to another fallacy you 
die-hards seem to have cherished lo these 
many years. I call it the Great Monogram 
Complex. I can hear you chanting, in 
chorus, “Doesn’t matter much what you 
give them, just so you have it personal- 
ized!” It ain’t true, boys, it ain’t true! 

Case in point: Last holiday we, and 
friends in a similar job, received a silver 
plated whatsis. That’s what I said, what- 
sis. Ours has never been out of the box 
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since its initial inspection, and although 
I’m a fairly imaginative character, I can’t 
conceive of a time when we might put it 
to use. This Thing came from an expen- 
sive importer’s shop, full of utterly fas- 
cinating objects, many of which we would 
swoon at owning. But our Thing could 
not be taken back to this shop and ex- 
changed for what we really wanted, be- 
cause it had been lovingly engraved. A 
pox on monograms! If you must give us 
monstrosities, keep your monogramming 
(and save yourself a fat sum on engrav- 
er’s charges). 

And if you feel an absolutely impera- 
tive compulsion to blast our name or 
initials into an object, at least get it 
right. Each year brings its quota of gad- 
gets with the name spelled wrong, or the 
middle initial hashed up. Of course it 
does take effort to get such things right 
one must check a letterhead or a phone 
book. But the work involved might pay 
off. 


® So what to do about it? Never let it 
be said I criticized without making con- 
structive suggestion as well. And here I 
think a woman’s practical, realistic sense 
of values would do you flight-of-fancy 
boys a lot of good. 

In your work as public relations man, 
you're part private eye anyway—so why 
not turn that detective sense to good use. 
Find out a few personal things about the 
boy you’re cultivating. If you don’t know 
already from conversations with him (and 
you should, boy, you should), then check 
with his secretary, or a friend. Or, if nec- 
essary, send him a brief questionnaire 
early in the autumn. Find out if he lives 
in an apartment, or is he a suburbanite 
with patio and petunias. Has he children— 
how many and how old? Does he ride a 
hobby? That’s really about all you need 
to know, and if you’ve ever taken him out 
to lunch and are any good at your job you 
already know all those facts. Now use 
them! 

If he has a hobby, your job is easy. Get 
him some new gadget for it. It won't 
matter a lot if he already has it. Since 
you've left the blinking monogram off, 
he can exchange it for something he really 
needs. And the fact that you took enough 
interest to cater to his personal whims 
will set you up big. 

Send something for his children—some- 
thing a little more frivolous than his bud- 


G. D. Crain Jr. Says... 


It's a Problem 


The rising cost of advertising space, 
which is still a rather low-priced com- 
modity compared with everything else 
that business and consumers buy, has 
caused advertisers and agencies to show 
considerably more than normai interest in 
what publishers get from their sub- 
scribers. 

As a matter of fact, there have been nu- 
merous discussions recently devoted to 
this absorbing topic. The chief emphasis 
has been on cover or newsstand prices, 
probably on the theory that this element is 
completely within the control of the pub- 
lisher. The same theory holds that if the 
publisher’s circulation revenues are in- 
creased substantially by a higher single- 
copy price, the pressure for increased ad- 
vertising rates will be reduced. 

This is a theory for which there is con- 
siderable justification, but the premise 
that the publisher automatically gets a 
higher net revenue from circulation 
through a higher single copy or sub- 
scription price is not always tenable. Most 
manufacturers feel that the lower the 
price of their products, the wider the mar- 
ket becomes and the more actual and po- 
tential customers they will have. Many of 


get allows, or so new he wouldn’t have had 
a chance to buy it. Most men are as 
tickled about the presents their offspring 
receive as if they’d received them them- 
selves. 


s If you are in personal contact with him 
frequently, watch his sartorial tastes, and 
send him something in tune with what he 
wears, but a little more elegant than he 
might buy for himself. If he’s the fey 
type, every holiday season some mad 
shorts show up on the counters, patterned 
with leopard skin or ants or whatever. He 
won’t mind the madness, since it can be 
covered up—but deliver us from the fire- 
man red suspenders with the client’s 
trademark emblazoned thereon. Maybe he 
has a haberdashery peculiarity—always 
wears bow ties or wool socks or nylon 
underwear. If you’re worth your salt you 
already know all this. Now cater to it. 

At the risk of being suspected of front- 
ing for the booksellers’ association, I'd 
like to remind you, too, that some of the 
best bets in gifts are between covers. And 
I don’t mean novels. Books are expensive 
these days, and it’s the rare individual 
who can buy all he’d really like to have. 
So dig up the latest work on his field, or 
an authoritative book on his hobby, or a 
recent release of general appeal. Enclose 
a card with your presentation sentiments 
but don’t write on the fly leaf. Then, if he 
does happen to have the volume already, 
he can trade your gift in on still another 
tome. It’s a little thing, but believe me, 
boys, it counts! 

Remember, too, that while not every- 
one drinks, we all eat. And with today’s 
grocery prices, the luxury comestibles 
have become the most welcome of gifts. 
Fancy cheese, frozen fowl, smoked hams, 
canned delicacies, or fruit clubs are about 
the only never-fail gift we can think of. 


@ My husband, and all the other fellows 
I know who are the recipients of your 
largess at Christmas time, claim to a man 
that they aren’t affected one way or 
another by the gifts they get. Maybe so. 
But I can’t help but believe they have a 
warmer feeling for the Joe who obviously 
took a little time and thought to give 
their gift a personal touch than for the 
joker who simply told the purchasing de- 
partment, “Order a gross of cigaret light- 
ers and have ’em gift wrapped.” 


in Economics 


them resist price increases in the face of 
higher production costs because of the 
fear, real or justified, that a change in 
price would destroy at least a part of 
their markets. 

Coca-Cola and Wrigley’s chewing gum, 
to mention two examples, are still selling 
at 5¢ a copy, in spite of the undoubted 
fact that it costs more now to produce 
these delicious and refreshing products 
than it did before the dollar suffered a 
heavy dose of inflation. Just what a 
change to 7¢ or 10¢ would have done to 
either of them is problematical, but the 
managements of these two well-run com- 
panies evidently thought that it would 
not have been good. 

When magazines increase either their 
newsstand or subscription prices—either 
in anticipation of or because of adver- 
tiser demand—they have a nice problem 
in publishing economics to figure out. 
Will the increased revenue more than off- 
set the cost of maintaining the circulation? 
Will the necessity of additional promotion 
to sustain circulation result in reduced 
rather than increased circulation revenue? 

(Continued on Page 66) 
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The Creative Man’‘s Corner... 


Ayer and the People 


This recent advertisement of N. W. Ayer & Son, the advertising agency, 
quite likely springs from two motives—Ayer’s own interest in the preservation 
of self-government and its undoubted (and completely justified) commercial 
desire to entice unto its fold business men of like political views. 

In this country, everybody—including advertising agencies—is entitled to 
have and express views about government, Senator McCarthy notwithstanding. 
At this particular juncture in our history, unfortunately, the expression of 
those views is best limited to fairly conservative statements. A popular 
hysteria, a widespread tendency to think in terms of labels rather than rea- 
soned principles, and a press unfortunately addicted to printing accusations 
on the front page and rebuttals on the back act in concert to stifle free and 
lively discussion about government—precisely at a time when such discus- 
sion is most needed. 


The People and the Government 


In 1787 the people of a new nation created These were the several ways the people worked 


for thanielves a new kind of government. Nothing to fill thew needs, to carve out for themselves a 


like it had ever exwted before. better future. And the plan worked well, No 


people anywhere on carth, at any time in history 
Abraham Lincoln called it a government “of : 
Wie accOmMpinhce re 
t f 1m 
the people, by the people, for the people 
Over the past score of years, events in some of 


And so it fs \ 
the nations overcas (and some events here at 


. - 4 oes h lusio 
For government in the United States » an home) have worked to create the illusion that 


x } y f sw hing r o « ‘ 
instrument of the people. Some of the things the government is something apart from and above 


nt elevates 


“ 


people wanted done could best be managed by the 
Federal government — postal service, tor example 
Others might best be done by local-governments; 
schools illustrate the point 


But the great bulk of the work the people 
wanted done was not assigned to government. It 
was put in the hands of individuals or groups of 
individuals —the production of food and clothing, 
transportation, insurance, banking, and all the other 
work delegated to so-called “pnvate enterpree.” 


Such enterprise is sometimes thought to be the 
property of business. In reality, it is another instru- 
ment of the people, used mostly to keep them well 
fed, well clothed, well housed 


the people. The illusion that 
living standards; that government has things to gwe 
the people; that government is, in fact, the all- 


seeing, all-doing beneficent father of the people 
It is not so. 


What is done for the people, must be done sy 
the people. Government works best when it does 
superlatively well those chores the people have 
assigned it—and leaves to other agencies of the 


people the things they do best 


When, in the memory of man, has any other 
arrangement worked? N. W. Ayer & Son, Inc, 
Philadelphia, New York, Chicago, Detroit, San 


Francisco, Hollywood, Boston, Honolulu 


s Whether we like it or not, we are living in a revolutionary period when 
peoples in backward countries, spurred by what they have seen of techno- 
logical progress, are eager to evolve forms of government which may make 
it possible for them to become citizens of our own century. These people 
have backgrounds, countries and problems different from our own, and are 
hungry for advice and guidance on how to arrive at what we have—not in 
terms of our particular Constitution or Bill of Rights but in terms of reach- 
ing workable principles of government suited to their temperament and en- 
vironment. 

We ourselves have just emerged from a quarter century of revolution— 
during which governmental procedures we once viewed with horror as being 
socialistic have not only been adopted to our benefit but have been espoused 
by the most conservative of Republicans. 

This particular advertisement, like so many encomiums of free enterprise, 
fails to recognize or touch upon one of the most priceless features of our 
particular political systeim: the right to advocate and actively campaign for 
change. 

When Ayer states that we as a nation are suffering from “the illusion that 
government elevates living standards; that government has things to give 
the people; that government is, in fact, the all-seeing, all-doing beneficent 
father of the people,” it is talking half truths. 


® For, during the past quarter century, government—through public officials 
elected by a majority of the people—has, through various acts and laws, 
made possible a general elevation of living standards that would not other- 
wise have come about so quickly. It has given things to people that they 
did not have previously—such as social security, unemployment insurance 
and protection of their savings in banks. And government is the all-seeing, 
all-doing beneficent father—insofar as it is the only instrument through 
which the collective wisdom or folly of the people can be expressed. In fact, 
it is only through government that the people can peaceably bring about 
change in government. 

This advertisement understandably argues the case against government in- 
terference in business—a highly relative matter and the obverse side of 
business interference in government. 


® We do not and could not have a repository of all political wisdom in our 
country—or in our system. And when we praise the founding fathers for 
what they have bequeathed us, we should not overlook the most priceless 
heritage of all: the opportunity for change to meet changing situations and 
for alteration when experience indicates it. Perhaps the proudest thing we 
can say of our system of government is that it is not yet the most perfect in 
the world but that it has within it the possibility of becoming ever more so, 
so long as people can debate and discuss issues—and government itself— 
freely, openly and without fear of reprisal or disgrace. It is the rigid and 
unchanging governmental systems that fall. 
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Advertising Age is purposely edited so as to be of primary interest and service to management men who, regard- 


less of what their titles may be, are charged with executive responsibilities in advertising and marketing. Since they 
have long graduated from the secondary school level of advertising, they are not likely to be fascinated with “how- 
to-do-it”” primer exercises; rather, they have the alert interest of the practicing professional in facts which can 
suggest when, where and why to take or alter a course of productive action @ Age’s editors, knowing this, have a 
very purposeful method with the week-to-week news of the advertising world which funnels into headquarters via mail, 
wire and phone from staff writers, correspondents and hundreds of other sources. First they screen out all the news 
that is news—refining the raw material by cutting, adding, interpreting and developing new, meaningful facts e 
Then, they bring to bear an acute sixth sense for the significant—ferreting out the angles on marketing 
and advertising approaches, trends and their meaning, features that stimulate matured thinking . . . or bringing 
out the precedent-potential of a court-room battle, documenting the principles of successful advertising as ex- 
pounded by a pioneer leader, crusading for efficient, modernized postal service, explaining the functions of FTC 
and its bearing on advertising . . . or the over and undertones from anywhere which can light up the “action” 
signal in management minds e These frequently become the highlighted and carefully followed stories and features 
which are seen first, often exclusively, in Ad Age @ Knowing that every issue of Advertising Age is edited at this 
postgraduate level, men who matter in advertising managem. nt are disposed to make the reading of their weekly copy a 


‘Monday must’. Result: continuous and widespread reade reaction at the highest level; intensified advertising ef- 


fectiveness for space users. 


catalyst of Action 
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Will the circulation pattern change radi- 
cally if there is a falling off of newsstand 
demand, requiring more effort in sub- 
scription selling? 

These are all parts of the circulation 
sales problem that publishers who in- 
crease their prices are confronted with. 
Yet over the years they have advanced 
their prices steadily and _ successfully. 
Most advertising men can remember 
when the Post was 5¢ a copy, and a 
highly attractive buy at that modest fig- 
ure. Its circulation has grown enormously 
since its prices were increased, and cer- 
tainly the trend of costs has justified the 
changes that were made. 


® It is safe to predict that, if paper, pro- 
duction and postage costs continue to in- 
crease, magazine subscription and news- 
stand prices will increase with them. ‘But 
if a publisher is confronted at a given 
time with a hint that his advertisers 
would like to see these prices advanced, 
he will still have to figure out a satis- 
factory answer to the problem. He may 
conclude that at that particular time it 
would cost more to maintain circulation 
at the higher price than the increased rev- 
enue would justify, and that for this rea- 
son his competitive advertising position 
would be weakened rather than strength- 
ened. 

Some space buyers have told publishers 


recently that increased prices to readers 
indicate the strength and vitality of a 
magazine. Yet. they are not inclined to 
argue the thesis that readership varies 
directly with the price of the publication. 
They usually agree that editorial value 
rather than cost determines what happens 
after the reader starts going through the 
book. That is why advertisers and agen- 
cies usually buy circulation on the basis 
of volume and trends, which are accord- 
ingly very much in the mind of publishers 
when they change their prices. 


# The pressure of production costs usu- 
ally forces the most reluctant publisher 
to increase subscription and cover prices. 
But he does so with the knowledge that 
the economic problem he is confronted 
with will be solved satisfactorily only if 
the circulation is maintained without the 
necessity of too much expensive promo- 
tion to support it. 

Newspapers have generally advanced 
single copy and subscription prices, often 
in competitive markets. In most cases cir- 
culations have declined temporarily, and 
then risen to former levels. Newspapers 
have also benefited from the fact that in 
many cases they have no direct competi- 
tion, and therefore can make a judgment 
independent of what might be happening 
to someone else under similar circum- 
stances. 


Mail Order and Direct Mail Clinic... 


Tips from an Expert 


By Whitt Northmore Schultz 
(Mr. Schultz conducts a mail order 
business in Highland Park, Ill.) 

“Perhaps the single, most important 
reason for our success is the attitude we 
have towards our customers. We believe 
that most of our business comes as a re- 
sult of the good will we have created in 
past years by our honest values and our 
honest desire to satisfy our customers 
completely.” 

Speaking is Fred R. Michaels, mail or- 
der merchandise manager of Sears, Roe- 
buck & Co. 

After sitting up front at press head- 
quarters in Detroit during the entire 36th 
annual Direct Mail Advertising Assn. con- 
vention, and hearing thousands of words 
from direct mail experts, I got the most 
out of the talk given by this Sears vet- 
eran. 


s Let’s take a look at some of the high- 
lights. (This specific talk, by the way, 
was among the first ever given in public 
on the fabulously successful mail order 
giant, Sears.) 

“We believe we get more business as a 
result of our reputation and the faith our 
customers have in us, than we get as a 
result of advertising. ..” 

“Items on which it is easy to make a 
profit are promoted vigorously in every 
catalog, and strictly service items get a 
minimum amount of space in just the 
two major catalogs...” 

“We require that all detailed promo- 
tions be developed before catalog lay- 
outs are made...” 

“The [mail order catalog] copywriter’s 
job is simply to determine what the cus- 
tomers want and then find in the mer- 
chandise the story that gives them more 
of what they want than anyone else is 
giving them. That, in one sentence, tells 
the story of copywriting at Sears...” 


s “Select the right selling issue...if a 
copywriter knows how to dig for informa- 
tion the copy writes itself...” 

“We do believe that there is a button 
you can press to sell any item, and the 
ability to find that button is the element 


which makes one person good and the 
other fair. Selection of this button can 
be determined only by a sound and thor- 
ough knowledge of the product, its mar- 
ket, its use, its competition. ..” 

“Careful sales analysis over many, 
many years has convinced us that the 
customer will respond much more favor- 
ably to facts than to originality. ..” 

“Success is 90% perspiration, and 10% 
inspiration. . .” 

“Long headlines have become practical- 
ly a trademark of the Sears catalogs. The 
more specific information we can crowd 
into the headlines, the better our re- 
sponse...” 

“We publish seven catalogs each year: 
Two general catalogs of from 1,200 to 
1,400 pages, and five smaller ones aver- 
aging 400 pages. We start to mail the 
spring general around the first of the 
year. We mail a small book just prior 
to Easter to help reduce the slump that 
comes right after Easter. Along about the 
third week in May business has dropped 
off considerably so we release our sum- 
mer sales book, and up go the sales. Then, 
about June 15 we start mailing our fall 
general catalog, and about Aug. 15 we 
put out a 400-page book promoting fall 
goods. 


s “After Sept. 1 business starts to pick 
up, and then on Oct. 15 we mail our 
Christmas catalog, and from then until 
Dec. 23 we really hum. Business drops 
through to the basement right after 
Christmas, but not for long, because we 
release our midwinter sales book just be- 
fore Christmas, and by Jan. 3 or 4 we are 
back in business in a big way. Then the 
cycle starts all over!” 

“Good will—acceptance—no 
selling—guarantee—adjustments—s e r v- 
ae 

“Our company believes in giving a man 
a job, and as long as he produces, let him 
alone. The result is a group of men who 
will stick their necks out and who are 
not afraid to make decisions. . .” 

“I am convinced that it will always be 
possible to influence the purchases of 
the American public through the printed 


over- 


vord. However, lasting success will only 
‘ome to those who use honest words— 
those who deliver what they promise— 
those who really want to satisfy their 
customers.” 

“T receive considerable ‘direct mail’ at 
my home, and I may be naive, but I am 
amazed at two things in particular: 

“1. Why is it that once you get ona 
mailing list of one of these companies 
you are never taken off—even though 
you never reply? Sears just could not af- 
ford that expense. 


Employe Communications... 


Advertising Age, October 26, 1953 
“2. Why do so many mailers make such 
spectacular claims for their products or 
services? Sears found out many, many 
years ago that customers won’t be fooled 
twice, and we believe that you can’t even 
fool them once in this day and age.” 

A wise mail order merchandiser will 
tuck away and use these mail-selling 
gems of wisdom spotlighted above. 

Mr. Michaels, better than any other 
merchandiser in the nation, it seems to 
me, has his hand firmly on the pulse of 
the mail order buying public. 


... But Don't Give the Company Away 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


Birthdays broke into the industriai re- 
lations news columns recently. Officials 
of one company decided that the anniver- 
sary day of a worker’s employment each 
year ought to be a holiday, and so decreed 
it. Another company, not to be outdis- 
tanced in generosity, ordained that each 
employe should have a holiday on his 
birthday. 

These are sweet and wonderful ges- 
tures, but anyone who has ever faced 
the insistent union representatives at a 
bargaining table will probably consider 
them unnecessary. These charities read 
beautifully in the press, but they don’t do 
much for the improvement of industrial 
relations generally. What they do is to 
create a contest wherein one company 
contrives to appear more generous than 
the next. The final result of these skir- 
mishes in management-labor relations 
is painful to contemplate; the president 
wakes up some morning to find he has 
given the company away. 


# Perhaps it isn’t quite as desperate as 
that, but one generous gesture in a com- 
munity can have irritating results. Some 
years ago a kindly manufacturer in the 
Midwest initiated the custom of giving 
away a turkey each Thanksgiving to his 
employes. In a matter of a few weeks he 
was topped by a neighboring manufac- 


turer who decided that his company 
would give not one turkey, but two. The 
following year a third manufacturer fur- 
thered the confusion by giving employes 
turkeys not only on Thanksgiving, but 
also on Christmas. We haven’t looked into 
it lately, but by now some manufacturer 
must certainly be giving employes a year 
off, with all-expense air tours of Europe. 

Most managements need not invent 
their generosities. Instead of talking 
about the ones they do invent, they might 
be smarter to publicize the specific, tan- 
gible employe benefits for which they 
generally pick up the tab. Employes are 
often inclined to accept health and wel- 
fare insurance as matters of course, and 
to give little thought to the donor. Be- 
cause some companies are so remiss in 
explaining the origin of employe benefits, 
a substantial proportion of working 
America in unionized companies is dis- 
posed to give the union full credit for the 
security the benefits provide. 

The job management has before it in 
explaining the benefit picture to employ- 
es is a gigantic one, and one loaded with 
importance. If an industrial concern is 
dipping into the till for a five or six or 
seven-figure sum to provide insurance 
protection and other comforts for em- 
ployes, then let the concern’s publicists 
apply themselves more diligently to mak- 
ing employes aware of it. It is infinitely 
more important to explain a company’s 
insurance program to employes than to 
secure yardage in the newspapers for 
some publicity stunt. 


Things Don’t Change Much as Time Goes On 


PUBLISHERS COULDN'T REFRAIN—At the 1949 convention of the American Newspaper Pub- 
lishers Assn., W. A. Underhill of the Leader, Corning, N. Y., and A. C. Deuel, Niagara 
Falls Gazette, have a confab under a Please Refrain sign, 
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12 month 
year: 


Sports Afield’s Gun Editor, Pete Brown, 
lives with firearms the year around. 
Like all the other writers and editors 
who make Sports Afield the magazine 
of authority in the sportsman’s field, 
Pete gets his information on the firing 
line. He guns for it... for you. 


NO ARMCHAIR EXPERT, Brown tests rifles, scopes and sights under actual hunting con- 
ditions as well as on the test ranges. Pete’s one of the country’s top authorities on arms 
and ammunition. 


DUCK SEASON. Gun expert Brown goes over his 
wildfowl decoys. Spook, his trusty Labrador, will 
co-partner many a limit bag. 


4 
hl 
IN HIS BALLISTICS LAB, Pete Brown reshapes a THE MOST WARY CROW had better beware as 


trigger guard for one of his experimental rifles, Editor Brown tests an ingeniou. crow blind. 
soon to be shown in Sports Afield. 


HIGH MAN on the low house at 
skeet, that’s Pete. Here he gets on 
the fast incoming bird from the No. 
& position. 


A Hearst Publication 


959 Eighth Avenue, New York 19, N. Y, 
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The Eye and Ear Department... 


Co-Sponsorship Is the Trend 


As out-of-pocket costs of television 
continue to mount, the moderate budgeted 
advertiser can no longer afford to spon- 
sor a half-hour television show weekly or 
a daytime strip 52 weeks of the year. The 
costs of both of these operations range 
from $2,500,000 toe $3,000,000. Assuming 
that he does not wish to participate in 
“Today,” “Show of Shows,” the “Kate 
Smith Show,” the “Garry Moore Show” 
or any other omnibus program, he must 
look to co-sponsorship or alternate week 
sponsorship with a compatible bedfellow. 

To make sure no one misunderstands, 
here is the definition of terms: 

Co-sponsorship means a pattern of 
splitting the commercial time each week. 
The most popular way is two minutes plus 
opening and closing billboards for the 
major sponsor and a one-minute hitch- 
hike for the minor sponsor on a given 
night and a reversal of positions the fol- 
lowing week. The advantage of this meth- 
od is obvious. The every-week frequency 
thus secured means that in a four-week 
period the companies co-sponsoring will 
double their unduplicated audience (for 
example, a 30 rating show in a four-week 
period will reach about 60% of all homes 
in its telecast area) while an every other 
week sponsorship will only bring the un- 
duplicated audience to about 47% on a 30 
rating show. 


@ Why, then, does anyone use the alter- 
nate week frequency plan? Simply be- 
cause it is impossible to measure depth 
of selling and many advertisers believe 
it is better to have absolute concentra- 
tion of sales messages on a single program 
without any sharing of the association— 
the “sell ’em hard and keep ‘em sold” 
school of philosophy. 

Other companies have split show deals 
with companies they do not consider com- 
patible for brand conflict reasons or for 
plain corporate snobbishness. Still other 
companies have a multiple product prob- 
lem which is better handled with com- 
plete sponsorship. Another reason is net- 
work persuasion favoring this complete 
divorcement to appease the member sta- 
tions which occasionally yell for two 
quarter-hour rates instead of one half- 
hour. 


a But more and more the proved statistics 
of the opportunity to sell against a greater 
number of homes seems to be dominating 
the depth of selling group, and the major- 


Tips for the Production Man... 


ity of advertisers are co-sponsors. This 
group is growing prodigiously. In the 
early days there was very little of this 
sharing. Occasionally a show like the 
Robert Montgomery drama, where Lucky 
Strike wanted to spread its advertising 
dollar in television over a number of 
shows rather than concentrating on one or 
two, was available. But now it has be- 
come so widespread a practice that there 
are 15 co-sponsorship deals on NBC and 
CBS alone for nighttime shows, and ABC 
and DuMont should have at least that 
many when the dust settles. And it’s only 
the beginning! 


® Advertisers with several products can 
compete in the co-sponsorship race with 
greater ease than smaller companies. 
General Foods, General Mills, Procter & 
Gamble, Colgate, Lever Bros., American 
Home Products, and others can get maxi- 
mum discounts and _ scatter-shot their 
product sell in such a manner as to be 
actually co-sponsoring without being 
penalized for it. 

So far this has been a cold analysis of 
the present and the historical emergency 
of this trend. Now in order to make a real 
contribution Cassandra is mounting the 
oracle of Delphi—so what's the problem? 

The problem, some sponsors believe, is 
that networks and stations are still look- 
ing at television in terms of radio and if 
the costs were similar it would be fair. 
They say costs are so unrelated that a 
committee of stations and networks 
should get away from the everyday prob- 
lems long enough to study the new era. 
If they do they will readily recognize 
that co-sponsorship may be the rule 
rather than the exception. Some agency 
men feel that new discount structures 
and incentives should be devised to en- 
courage joint sponsorship. They think the 
advertiser should be allowed to share the 
billboard every week and thus keep his 
sponsor identification with the program. 


® The pattern of the future is rapidly de- 
veloping. The power of sight plus sound 
plus demonstration (plus color later) 
makes a one-minute commercial ample 
time to sell. Therefore, three sponsors, 
related or not, can do a good job in the 
precious limited high listening nighttime 
hours at an affordable cost. The industry 
should make sure that no obstacles are 
thrown in the path of this natural prog- 
ress. 


Alteration, Where Is Thy Sting 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
& Associates, Mendota, Ill.) 

Advertisers pay a healthy size altera- 
tion bill every year. They work them- 
selves into a tizzy over the cost, but go 
merrily on doing the things that cause 
alteration charges in the first place. A 
lot of these dollars can be laid to pure 
recklessness. 

I have been reading, in the October 
issue of Advertising Requirements, a swell 
story, well illustrated. It describes the 
breathless events which led from idea to 
ad in 44 hours. The ten steps in this ad- 
mittedly fast achievement are shown in 
progressive picture shots. 

In step one, action is taken on the idea 


within the hour. Step two they write copy. 
We skip to step six, where the art direc- 
tor drafted his layout. Step seven the ad 
is set in type. Here we will pause. The 
rush job was put through the composing 
room at night, proofread, and ready for 
reading first thing the next morning. 


@ What do we do in step eight? Ah, we 
send the nice made-up ad proof over to 
our legal counsel. Naturally, he made 
minor revisions. So the proof is rushed 
back to the type shop for corrections and 
changes. 

Now what I want to know is, why isn’t 
the copy sent over to legal counsel dur- 
ing the time that clearances on the re- 
lease are obtained, and while layout is 
being made up? What is there about type- 


written copy that is so formidable that 
legal counsel, executive v.p.s and others 
may not look upon it? Why must these 
policy approvals be secured after ma- 
terial is set in type? 


s Show faultlessly perfect copy to ten 
people and you will have ten seis of “mi- 
nor revisions.” Where time moves more 
leisurely than in this instance, proofs are 
frequently revised at the typo shop in 
between each submission for minor re- 
visions. That adds up to a lot of money 
and a lot of lost time. 

In the good old days, when type was 
hand-set, compositors used to shave let- 
ters to provide a closer fit, to achieve 
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truly artful niceties of composition. This 
would be an economic waste today, for 
editing on proofs is getting to be the rule 
rather than the exception. It is no exag- 
geration to say that on many composi- 
tion assignments 50% of the type has to 
be reset due to sloppy editing or due to 
a disdain of working copy over in type- 
written form. 

Production men are partly to blame. If 
they would insist on advance approval at 
the top...if they would constantly harp 
on the uselessness and cost of alterations 
...they could make some headway on 
one of their number one headaches. 

And many a late delivery can be at- 
tributed to senseless late-in-the-game 
copy changes. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


In a special sense, some national ads 
are “retail” ads or “local” ads. They are 
directed pointedly to consumers for con- 
sumer action. Note this one. 

Good start. Through this first head- 
ing, and its subordinate headings, read- 
ers should be induced to go through the 
whole ad. And when they get through 
with the whole ad they should be dis- 
gusted! Hence—the ad’s value should be 
sharply depreciated. 

I have always contended that it is im- 
possible for printed media to do a com- 
plete job of policing their advertisers’ 
copy. But I have contended as con- 
sistently that publications should never 
hesitate to refuse to run copy that is un- 
questionably misleading or dishonest. 


® The big heading here does not equiv- 
ocate. It doesn’t hedge. It names no con- 
ditions. It says the advertiser will pay 
for my first can of Bodysheen. 

Then it changes the subject and sells 
me on the product. And at last, when I 
reach the bottom of the ad, they forget 
the promise with which they induced me 
to read and they say in effect: “Now, 
if you want the can we promised to pay 
for—you can earn it. Here’s how.” And 
then comes the several dollars’ worth of 
work they want for their 98¢ can of the 
product. 

Or at least, I believe a great many 
people who are willing to polish their 
own cars would rather lose a dollar, or 
even a two dollar free deal, than fulfill 
the conditions of (a) writing a letter 
telling why they like Bodysheen, and 
(b) signifying, by writing names and 
addresses down, that they have told 
three friends about Bodysheen. 


® I am not discussing the wisdom of at- 
tempting to get users to tell friends, or 
to tell why they like the product. I am 
simply saying it is dishonest and a prac- 
tice bad for advertising, to make a 
promise in a headline that you crawl on 
at the end. 
So—a stinky scallion for Simoniz. 


We pay fu: 
BODYSHEEN.. 


SIMONIZ’ new one step cleaner-polish! 


This bergain offer is made 
+00 offe, below 


to introduce amazing new 
discovery of simoniz 
laboratories —8O0YSHEEN! 


Here's how to get your 98¢ refund! 
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Output of TV Sets 
to Hit 7,250,000, 
‘EM’ Survey Shows 


New York, Oct. 21—This year’s 
production of televigion sets will 
be the second highest in the in- 
dustry’s history, hitting around 7,- 
250,000 sets, Electrical Merchan- 
dising predicts. Peak production 
year for tv was 1950, with 7,460,- 
000 sets. 

The October issue of the Mc- 
Graw-Hill publication makes this 
prediction in a report of a survey 
of set manufacturers and the 
magazine’s panel of 203 tv dealers. 

The magazine said that 3,400,- 
000 sets will be produced during 
the last half of this year, with set 
makers pinning their hopes for 
good strong business primarily on 
the new video markets. 


s Electrical Merchandising put the 
count of post-freeze stations at 145 
as of Sept. 11 and construction per- 
mits at 519. The story said that 
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work on many of these new sta-| 


tions is not even at the planning 
stage. 

Few manufacturers queried by 
the magazine mentioned color tel- 
evision as a sales deterrent; the 
manufacturers voiced the opinion 
that the public knows that color 
set production will be limited for 
a while—even after the proposed 
new standards get an official okay. 

However, manufacturers’ did 
mention these clouds on the sales 
horizon: high cost of living, cred- 
it restrictions and the possibility 
of over-production. 


s Comparing the sales of the first 
half of this year with the same 
period last year, the magazine said 
37% of the dealers questioned re- 
ported their sales were down, 
while 31% said they were about 
even and 19% had a better first 
half than in 1952. 

Thirty-one per cent of the re- 
tailers said they sold between 71% 
and 80% of their video receivers 
on time and 22% sold between 
81% and 90% through financed 
sales. However, many dealers 
(36%) find it is becoming more 
difficult to get instalment credit to 
back these sales, Electrical Mer- 
chandising pointed out. 


Packaging Society Elects 

Stanley Price, Western Electric 
Co., Chicago, has been elected 
chairman of the board of the So- 
ciety of Industrial Packaging and 
Materials 
Chicago. Other officers elected are 
Earl B. Candell, lamp division, 
General Electric Co., Cleveland, 
president; J. W. McReynolds, Kraft 
Foods Co., Chicago, executive v.p.; 
L. S. Beale, secretary, Wirebound 
Box Mfg. Assn., Chicago, 1st v.p.; 
A. C. McGeath, American Box 
Board Co., Chicago, 2nd v.p.; E. P. 
Troeger, Douglas Aircraft Co., Los 
Angeles, 3rd v.p.; M. A. Grogel, 
Ekco Products Co., Chicago, treas- 
urer, and John Mount, Insurance 
Co. of North America, Philadel- 
phia, secretary. 


Two Name Long Advertising 

Western Pump Co., San Jose, 
Cal., has appointed Long Advertis- 
ing Service, San Francisco, to han- 
dle advertising for its deep well 
turbine pumps and Western Rain 
portable irrigation systems. Dri-Zit 
Co., San Jose, has named the 
agency also, for promotion of Dri- 
Zit, a new absorbent product for 
deodorizing garbage cans and re- 
moving oil drippings from garage 
floors. 


3 to Products Presentation 

Paul A. Ryan, formerly publicity 
director of the Crosley division, 
Avco Mfg. Corp., Cincinnati, has 
been named v.p. and head of the 
newly created industrial shows de- 
partment of Products Presentation 
Inc., Cincinnati. Norman E. Bu- 
chanan has been appointed sales 
manager of the company’s Chicago 
office, and W. D. Herrick will be 
in charge of the new Dayton office. 


Handling Engineers, | 


‘TV-Radio Life’ Expands Ads 

TV-Radio Life, Hollywood, Cal., 
consumer fan magazine sold pri- 
marily through supermarket 
distribution in the Southern Cali- 
fornia area, will now accept adver- 
tising for all alcoholic beverages. 
Previously, the magazine was lim- 
ited to wine and beer ads. Net paid 
circulation is more than 100,000 
copies a week. 


SRDS Opens Microfilm Service 


Standard Rate & Data Service, 
Evanston, Ill., has opened a micro- 
film library in its Chicago office. 
The new service consists of a com- 
plete microfilm library containing 
every issue of all SRDS publica- 
tions since the first issue was pub- 
lished in 1919. Microfilming of the 
issues was begun in 1949. 


Kelvinator Pushes Fall Ads 

The Kelvinator division, Nash- 
Kelvinator Corp., Detroit, has 
scheduled a national promotion to 
stimulate end-of-the-year buying 
of major appliances as_ holiday 
gifts. Five full-color pages in Life 
will spearhead the campaign. Gey- 
er Advertising Inc., Detroit, is the 
agency. 


Che 


Loudon Here Ir 
London Sree Press 

lesterin Ontario's Foremest Meurspaper 

Ontario's Largest Daily Newspaper Circulation Outside Toronto—86,074 


AS LONDON GOES 
SO GOES 
CANADA! 


Test your advertising campaigns 


in Canada’s No. 1 Test Market 


through the pages of the 


IT IS ALMOST AXIOMATIC that the leading publication 
serving a specific field of business and industry provides 
the largest number of readers at a lower cost-coverage 
ratio (i. e. cost per man reached) than any of the other 
publications edited for the same field. So, it logically follows 
that the starting point for an effective advertising program 
is the number one magazine in the field. 


THIS CHART does not establish a rule as to whether one, two 
or three publications should be used—duplication or over- 
lapping coverage may be desirable under certain conditions 
—particularly if it can be purchased at the right cost. 


IT DOES INDICATE however, that the average third, fourth 
and fifth publications, as shown here, provide relatively few 
total readers at a high cost per contact and add few un- 
duplicated readers to those provided by |/iec first and second 


publications. 


CONCLUSION: Concentration in the lead 
enable you to step up the IMPACT 
... permit greater frequency —with larg 
this increase in advertising power can b 
increasing the advertising investment — j 
a number of publications to reach the s: 


WANT MO 
tising Cover 
of concentrc 


McGRAW-HILL PUBLIS 


App 330 WEST 42nd STRE 


HEADQUARTERS 


FOR 8 


iy publication will 
your advertising 
space units. And 
achieved without 
you are now using 
e field. 


"HOW CAN | GET MORE 


IMPACT 


FROM MY BUSINESS PAPER 
ADVERTISING APPROPRIATION ?” 


COVERAGE 


LEADING 
PUBLICATION 


0 26% 
0 


Second Publication 
(47% COVERAGE) 


F 184 READERS | 20% 
Banoo O70 neaners |} 21/5 


0 
fee comma DA RLaBERS 19% 


re Fifth (15x coverace) 3% WEW READERS 14% 


The data for this advertisement was secured from our Research De- 
partment’s Laboratory of Advertising Performance Data Sheet 41121 
. . based on a Cooperative Readership Study conducted in 1951. 


ACTS? This miniature booklet-presentation, “Applying the Cost Factor to Adver- 
explores the cost and coverage topic in detail . . . demonstrates the importance 


vs. scatteration. Ask your McGraw-Hill man, or write us, for a copy. 


4ING COMPANY, INC. 
NEW YORK 36, N.Y. @ 
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Leaves Graham & Associates WLBR-TV Starts Telecasts ‘Owens Opens New | 

J. Roy McLennan, v.p. of Hugh WLBR-TV, erry tid start B “ S | 
H. Graham & Associates, New nel 15, beat a pre-set Oct. lo - ice 
Britain, Conn., agency, has re- ing date by going on the air Oct. | usiness perv 


7 | 

e Te 3 for Negro larket 

. ° | Cuicaco, Oct. “0—A new busi- 

NEED SALES in SIOUXLAND? /ness service that will deal — 

w! | sively with problems of the Negro 

Contact Our National Representatives NO |geamliot cpened its doors have Task 

Friday. 

| Headed by the erstwhile track 

star, Jesse Owens & Associates will 

provide “public »clations, public- 

‘ity, promotions and certain phases 

|of merchandising and market re- 


Aly gland /search for the special Negro mar- 
ket.” : 
10U , ke 


egy ae 
YS aK ITY Lt 


WE i ea 7), | 
rN 


SIOUX CITY _ Associated with Mr. Owens in 
4 | the new venture are Thomas A. 
NEBR. sem IA. iat | Jordan, former advertising sales- 
POPULATI a test 
RETAIL GROCERY SALES. $ 165,486,000 ey for Negro a ae, 7 ot 
GROSS FARM INCOME... $1,025,239,.000 J@t, and Theodore A. West, a rep ‘ 
(Exceeds 37 States) resentative of the Chicago Def end- | NEW OFFICERS—Recently elected officers of the San Francisco chapter, American . phi 
SALES MANAGEMENT er, who will act as a consultant. | Assn. of Newspaper Representatives, are (left to right) D. H. Hughes, Cresmer & tio 
“si . = is | Woodward, treasurer; W. E. Black, Moloney, Regan & Schmitt, secretary; Robert os 
Che Sir Ciln Sournal - s A promotion piece describes Kinsley, Sawyer-Ferguson-Walker Co., president, and Joe Burns, Fitzpatrick & = 
JOURNAL-TRIBUNE the new company’s services and| Chamberlin, v.p. wa 
. gitce Kean states: “In outlining Negro market , . " me 
NATIONAL REP. UANN & KELLEY, INC. ‘characteristics through survey, it| has become increasingly clear that | the Negro consumer is an alert, tiv; 
|brand-conscious buyer. But no 
survey to date contains so much get 
as an inkling as to just what it is ant 
that Negro buyers are alert to... the 
“Pick a brand in survey A, and me 
look for it in surveys B, C and so ext 
forth. It might be the Negro’s third Cor 
choice in A, his second in B and 
then drop to fourth or even fifth a 
lin C. be 
“Or luckily (and we do mean ! his 
luckily) you may find it holding is 
determinedly onto first and sec- be 
/ond positions. | See 
be 
\@ “We call that hop-scotch, and it feé 
indicates that somewhere, some- the 
thing is missing in that brand’s an 
selling program against competi- in 
tion in this market, and it just ‘ col 
might be the special effects, the Mi 
special efforts, the special infor- thi 
mation, the very special services slg 
of Jesse Owens & Associates.” 1 
In addition to these services, the { a 
company will also secure demon- ur 
strators, endorsers (housewives, a 
orchestra leaders, singers, etc.), on 
mailing lists, talent of all types, te: 
personnel, models and advertising to 
copy. th 
If Owens agrees to take on a hi 
project, it says, “we either make wr. 
you some money in this market, 
or we save it for you. On that ba- . 
sis, nothing we do can cost you gr 
money.” “er 
. ur 
2 Universal Films pe 
to Get Big Drives pI 
’ THIS iS ENTHUSIASM! New York, Oct. 20—Two new ou 
THIS is INTEREST ; Universal-International movies o1 
are due for strong advertising sup- vi 
port. dc 
“Walking My Baby Back Home,” st 
which stars Donald O’Connor and ne 
Janet Leigh, has been promised ; al 
the “most comprehensive national cl 
pre-selling advertising campaigns | 
of any of the company’s pictures i a 
in the last several years.” r h 
® Color ads for the extravaganza rs 
The will appear in 11 magazines and tk 
three Sunday supplements. The 
ERICAN WEEKLY magazine list includes Collier’s, R 
Hit Parader, Look, McCall’s, Mo- 
* tion Picture, Movie Life, Movie C 
CREATES ENTHUSIASM Stars Parade, Photoplay, Redbook, rs 
a Seventeen and Song Hits. The ¥ 
supplements are The American a 
q Weekly, Parade and This Week si 
Catering to the personal Enthusiasms of Magazine. This drive is scheduled te 
its readers and thereby creating buying Enthusiasm 7 cialis, poeple he as : 
for the products of its advertisers, THE AMERICAN WEEKLY tie-in suppurt from a Lux soap ad 4 
presented 210,587 lines of editorial service alone, aman sincesied a sduniaie h 
last year... more than any other general magazine. 


. The same sort of campaign is 
|being planned by Universal-In- 
| ternational for “The Glenn Miller 


“ENTHUSIASM is interest raised to the buying pitch! |Story.” Promotion on this—mostly I 


'in weekly magazines and newspa- 


n 

N 
S 

s 


per supplements—will start in I 

| January. t 

The American Weekly, 63 Vesey Street, New York 7, N. Y. | Cunningham & Walsh is the ; 
| agency, 
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Lewy! Stresses 
Value of Ads in 
Business Papers 


New York, Oct. 20—Alexander 


M. Lewyt, president, the Lewyt 
Corp., vacuum cleaner manufac- 
turer, paid tribute last week to 
business publications. Speaking to 


Names Burlingame-Grossman 


Shur Gloss Mfg. Co., Chicago 
manufacturer of automotive main- 
tenance products, has named Bur- 
lingame-Grossman, Chicago, to 
handle its advertising. Trade pub- 


\lications and direct mail wiil be! 


used. 


Ash Joins Goer! Associates 
Richard E. Ash, formerly a part- 
ner of Getschal & Richard, has 
joined Stephen Goer] Associates, 
New York, as account executive 
and member of the plans board. 


Haire Exhibit of 
Linen Promotions 
Shown in France 


New Yori, Oct. 20—The French 
|government has cabled to the 
| Haire Publishing Co. acknowl- 
/edgement of receip! of two large 
wooden packing C ses containing 
an exhibit of Ame:ican advertis- 
ing, promotion, Pp ockaging, and 
merchandising techniques. 


the regular monthly gathering of | 
the Dotted Line Club, salesmen’s | 


group of ABP, he characterized the 
trade press as “the backbone” of 
his business. 

Outlining the history of his or- 
ganization’s success in the heavily 
competitive appliance field, Mr. 
Lewyt said that in the important 
phase of maintaining communica- 
tion with distributors and dealers, 
“one of the most important aspects 
of our business is trade paper ad- 
vertising.”” He pointed out that 
merchandising and promotion ac- 
tivities have been of vital aid in 
getting dealers to push his product, 
and that consistent advertising in 
the business press is a_ basic 
means used by his organization to 
excite distributors and enlist their 
cooperation. 


# One of the fundamental reasons 
behind consumer acceptance of 
his product, he told his audience, 
is that consumer preference has 
been built into it. Extensive re- 
search and market surveys had 
been employed to find out what 
features housewives disliked about 
the vacuum cleaners they owned, 
and what they would like to find 
in a new product. Only after the 
completion of this study, in which 
Mr. Lewyt himself conducted more 
than 300 interviews, was the de- 
sign of the Lewyt product begun. 


“But a good product—the best 


product—is not enough,” he con- 
tinued. “A program of public ac- 
ceptance is needed.” To create this 
acceptance, and to arouse the in- 


terest of the outstanding distribu- | 


tors in selected spots throughout 
the country, national consumer ad- 
vertising was begun three months 


before the first vacuum cleaner | 


was ready to be marketed. 


es Mr. Lewyt exhibited to the 
group a sample of the Lewyt 
“market place,” a demonstration 
unit made available to dealers that 
permits a retailer to demonstrate 
the qualities of the appliance to 
prospects with a minimum of time 
lost for “setting up.” 


organization into the field, most 
vacuum cleaner selling had been 
done on a house-to-house demon- 
stration basis, and that he had pio- 
neered the concept of distributor 
and dealer relations in the vacuum 
cleaner field. 

Recognition of the existence of 
a large, unsaturated market, which 
had shown little growth in com- 
parison to other appliances, he 
said, led to the decision to enter 
the vacuum cleaner field. 


Koehring Names Two Execs 
E. A. Smith, a sales engineer of 


He pointed | 
out that, prior to the entry of his) 


C. S. Johnson Co., Champaign, IIL, | 


a subsidiary of Koehring Co., Mil- 
waukee, has been promoted to v.p. 
and manager of two Koehring 
sales subsidiaries—Koehring In- 
terAmerican Co. and Koehring 
Overseas Co. M. O. Messenger, 
sales manager of another Koehring 
subsidiary, Parsons Co., Newton, 
Ia., maker of trenching machines, 
has been named assistant sales 
manager of the parent company. 
Mr. Messenger succeeds R. E. Ban- 


semer, who will assume the Par- | 


sons Co. post. 


Peabody Joins James Jones 


William J. Peabody, formerly 
European sales manager of Na- 
tional Airlines Inc., Miami, has 
become an associate of James 
Jones & Co., Paris agency. 


71 


Originally assembled by Julien; pieces, point of sale and other 
Elfenbein, editor of Linens & Do-| dealer aids, and represents the ad- 
mestics, the display had previously | vertising programs of about a doz- 


been shown in Belfast, Northern 


en well-known American manu- 


Ireland, at a dinner given by the facturers in the linen trade. 


| 


Irish Linen Guild. It was ol 


from that city to Paris at the re- 
quest of Premier Joseph Laniel, | 
in order that it might be examined | 
by French linen manufacturers. 
The exhibit contains samples of 
magazine, newspaper, and busi- 
ness publication advertising, sales 
training material, direct mail 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


«SINCE 


ona 


LOS ANGELES MALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


Got nightmares 


over operating costs? 


One of the easiest ways to turn ’em into sweet dreams may 

be as near as your next printing order. 

If it’s a catalog, booklet, or other piece demanding really 

fine reproduction, you’re undoubtedly planning to use enamel 
paper. But what brand of enamel paper? That’s the question, 

Because while all good enamel papers look and print the 

same, papers of identical quality are nol all the same price. 

Consolidated Enamel Papers actually average 15 to 25% 

lower in cost. ‘The difference is due entirely to the modern 

cnamel papermaking method which Consolidated pioncered. 

|: eliminates several costly manufacturing steps still necessary 

» makers of old style, premium-priced enamel papers. 

\\e pass on the savings to help cure your cost nightmares. 


free eye ope ner ! Just so you can see what we 


van, we'll be glad to give you a generous supply of Consolidated Enamel Paper. 
miply ask your printer to run it on any job you select under identical conditions 


‘h the paper you're now using. If the results fail to prove that Consolidated 
amels deliver finest results at lower cost, all you have to do is say “neigh!” 
Lay? Then how about a note on your letterhead today? 


Con colette 


ENAMEL 
PRINTING 
PAPERS 


-ODUCTION GLOSS + MODERN GLOSS «+ FLASH GLOSS - PRODUCTOLITH - CONSOLITH 


/NSOLIDATED WATER POWER & PAPER CO. + 


Sales Offices: 135 So. La Salle St., Chicago 3, Ill 
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"There is good medicine for your sales curve 

in America’s hospitals. Postwar construc- 
tion of $3.8 billion still leaves a deficit of 
850,000 hospital beds to be met in the nert 
five to ten years. The compact, easy to” 

reach, easy. to sell. hospital market buys 


3,500 operational and maintenance items 


in big business volume. Construction, cur- 


rently $750 million annually, means a 
tremendous hospital market for quality | 
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Mass Media Don't Go In for Culture 


And Don’t Understand _America—all made possible by the 
i ‘miracle of television—to what use 
the Public Wants It, 


is this great miracle put? 
Cominsky Complains 


s “Well, it is pretty sad because 
Corninc, N. Y., Oct. 20—Low the best that we can come up with 
taste and shallow understanding |is a pair of popular crooners, a 
are not confined to television. The | Speakeasy ballet and a couple of 
cultural lag of so many of the mass Musical comedy personalities sing- 
media of all types is one of the ing duets. I am not against fun. Of 
most depressing aspects of our course, it’s fun to hear crooners 
time. | but I don’t think you have to pay 
This stricture was delivered by | $600,000 for them and buy up two 
J. R. Cominsky, publisher of the networks for two hours to do it. 


Saturday Review, last weekend at| “If I had two major networks 


a panel discussion sponsored by | for two hours on a night in Amer- 
the College English Assn. Insti-|ica,” Mr. Cominsky declared, “I 


building materials icon emeymert You | i 


tute here. 


“When one of America’s great- 
est companies celebrates its 50th 
anniversary and puts $600,000 into 
a television show that commands 
‘two hours of the time of the two 
‘major networks and, therefore,” 
Mr. Cominsky said, “practically 
assures the complete listening of 


Adding hot metal at an open 
hearth furnace of the Dominion 
Foundries and Steel Limited. 
Photo: John Morris Studio. 


HAMILTON 


THE PITTSBURGH OF CANADA 


The Southam Newspapers 
The Ottawa Citizen 

The Hamilton Spectator 

The Winnipeg Tribune 

The Medicine Hat News 

The Calgary Herald 

The Edmonton Journai 


The Vancouver Province 


THE HAMILTON 


The City of Hamilton, the centre of Canada’s steel industry, 
forty miles south-west of Toronto, offers a prosperous and recep- 
tive market for American goods. 


There are 546 manufacturing plants providing steady em- 
ployment for more than 80,000 employees whose combined 
annual payroll exceeds $255,580,998. In addition, there are the 
earnings of 30,000 workers employed in the retail, wholesale 
and professional fields. 


Surrounding the metropolitan area is a fertile farm belt, 
(cattle, hog and sheep raising, dairy and fruit farming), which 
contributes substantially to the rural wealth. Local canneries 
provide employment for hundreds of residents in the towns and 
villages of this area. 

The Hamilton Spectator, with a net paid circulation of 
84,249, offers advertisers an adequate and intensive coverage 
of this prosperous community. For full market data communi- 
cate with our representatives, Conklin and Woodward, 22 East 
40th Street, New York 16, N. Y. or any of their branches at 
Detroit, Chicago, Atlanta, Los Angeles and San Francisco. 


SPECTATOR 


ONE OF THE SEVEN SOUTHAM NEWSPAPERS OF CANADA 


NALD 3 A ANOLE A LRT 06 EN BERG LR EE LORE LIL TT OL ESL SLE ELT ET 


would not worry about my Hooper 
rating or Nielsen rating but would 
try to show the American people 
their true greatness and make 
them proud of their country—and 
you don’t have to be dull and 
stuffy to do that. 

“Thank heavens,” he continued, 
“there are some notable excep- 
tions, and I’d like to pay tribute 
to them. 


a “J. C. Hall of Hallmark Greet- 
ing Cards has never underesti- 
mated the taste of the American 
people. He was responsible for 
Menotti’s ‘Amahl and the Night 
Visitors,’ now a classic of televi- 
sion, and also paid $180,000 for the 
two-hour performance of ‘Ham- 
let’ on television, with Maurice 
Evans. 

“Believe it or not,” Mr. Comin- 
sky said, ‘‘Mr. Hall has found that 
the cultural market is a mass mar- 
ket in the U.S.A. and has devel- 
oped a tremendous business enter- 
prise, by catering to the high 
intelligence and good taste of mil- 
lions of Americans. 

“Another notable example is 
Aero Willys Motor Co., which has 
sponsored, and_ is_ sponsoring, 
broadcasts of the New York Phil- 
harmonic, and which was the first 
commercial sponsor of ‘Omnibus,’ 
the great television presentation 
developed by the Ford Founda- 
tion. The latter has been fantas- 
tically successful, because here 
again there are many millions of 
Americans who enjoy being 
treated at that mental level. 


s “The newspapers, the radio, tv, 
practically all forms of mass com- 
munication don’t even begin re- 
motely to represent the intellectu- 
al, cultural and artistic stature of 
this country,” Mr. Cominsky said. 
“Yet more people go to concerts 
of serious music than to baseball 
games in this country, and in a 
single month in New York recently 
the Sadler’s Wells Ballet grossed 
$485,000 at the box office. 

“In this age of wasted miracles,” 
he said, “we use the miracle of 
television to communicate to mil- 
lions vulgarity that was previously 
confined to small audiences, and 
we use the front pages of the 
multi-million circulation maga- 
zines—five at a time simultane- 
ously—to talk about a tv _ per- 
former’s new baby. If that is 
creative publishing and editing for 
the masses, we had better re-study 
the American people. 


es “What can anybody do about 
it?” Mr. Cominsky asked. “Indus- 
trial leaders can get behind some 
of the great cultural institutions 
of America and help bring the 
fruits of their labors to a much 
greater audience than now enjoys 
them, via radio and tv. How much 
the public taste has been elevated 
by the Texas Co.’s Metropolitan 
Opera broadcasts as well as some 


of the fine performances of classics 
‘over tv, sponsored by important 
‘business organizations, is some- 
thing that is difficult to measure. 
It was wonderful news recently to 
hear that Socony-Vacuum Oil Co. 
has taken up the sponsorship of 
Toscanini’s new symphonic series 
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BIGGEST IN PLASTIC—Shell Oil Co. be- 
lieves this outdoor installation going up 
near Ft. Lee, N.J., is the largest plastic 
sign ever built. Sieiner Plastics Mfg. Co. 
manufactured the sign, which is 13’ in 


diameter. 


over NBC. We can only hope that 
these are not very special and iso- 
lated cases, but represent a real 
and cumulatively growing contri- 


bution to building a greater Amer- | 


ica.” 

Mr. Cominsky suggested that 
newspaper and magazine publish- 
ers and editors “should recognize 
the fact that a great many publi- 
cations have become shallow and 
insipid in the most complicated 
and controversial age in human 
history, and might begin to deal 
more realistically and more dra- 


matically with some of the things | 


that may determine the fate of our 
civilization. 


a “Don’t worry,” he said, “there 
will be plenty of readers to take 
you to task for entering areas of 
controversy and in treating blunt- 
ly some of our national weak- 
nesses. 

“In the fact that the mass media 
are missing the full picture of 
cultural America lies a paradox 
that offers encouragement for the 
future,” Mr. Cominsky said. “This 
is that the American people are 
not only finding out about culture, 
but developing a healthy and 
growing taste for the best, and 
this despite the apparent effort of 
many of our great mass inedia to 
keep culture a secret.” 


Coast Ad Council Elects 


James Waliace, Miller Freeman 
Publications, Seattle, has been 
elected president of the Industrial 
Advertisers Council of Western 
Washington. Other officers elec- 
ted are Winston McCallum, Doug- 
las Fir Piywood Assn., Tacoma, 
v.p.; Gerald D. Greggs, Pacific Car 
& Foundry Co., Renton, secretary, 
and Tom Sias, Douglas Fir Ply- 
wood Assn., treasurer. 


Names Lauesen & Salomon 
Economy Electric Lantern Co., 
Sturgeon Bay, Wis., maker of the 
Handolite emergency lantern, has 
named Lauesen & Salomon, Chi- 
cago, to handle its advertising. 
Media will include radio, televi- 
sion, newspapers, trade publica- 
tions and national magazines. 


‘ludge’ Hits Newsstands 
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Reilly Joins William Morris 


| Howard Reilly, formerly man- 
/ager of the television department 
of J. Walter Thompson Co., New 
York, on Nov. 2 will join the Wil- 
liam Morris Agency, New_York 


theatrical agency, in an executive 


| capacity. 


Warsaw and Finley Merge 
| Warsaw & Co. and Halleck Fin- 


. ley, New York specialists in photo- 


'graphic illustration, have joined 
| forces and will operate their re- 
|spective studios jointly at 40 E. 
34th St. and 480 Lexington Ave. 


| Oberg to Revere Advertising 


| Lowell M. Oberg, formerly in 
| the sales department of Lithocraft 
Inc. and Colwell Press Inc., has 
been appointed production man- 


neapolis. 


Duncan Hines Incorporates 


The Duncan Hines Institute, 
|Ithaca, N.Y., has been incorpo- 
/rated. Purpose of the institute is 
_to license non-food products under 
the Duncan Hines label. 


ager of Revere Advertising, Min- | 


F Gince tie Juneday when solemnly — 


handed a diploma, there have been a lot of - 


changes in America’s schools. You ought to 

_ know about them. They mean a gigantic — 

- market for a wide range. of products— 

building and maintenance products and all ; 

the new tools of education. In public schools — 
the ‘next few years will see millions of pupils 

‘more than present enrollment —a $17.6 bil- _ 


lion need for new facilities. Colleges now. 
_ over the two million mark, will double en- | | 


facilities. Let us tell you about education’s — 
_ two markets—public schools and higher 
_ education. Ask for “Education's Two Mar- 

. kets”, a booklet of facts about ica’s 

big business of education. | 


The first issue of the new Judge 
reached newsstands Wednesday. 
Published by David Laux and dis- 
tributed by Curtis Circulation Co., | 
Philadelphia, the weekly sells for | 
25¢ a copy. The Oct. 26 issue con- 
tains approximately 13 pages of. 
advertising in a 32-page book. 


Haytlick to NiteKraft Corp. 


Harold Hayflick, formerly in. 
charge of retail management for 
Witty Bros., has been named ex- 
ecutive assistant to the v.p. in 
charge of sales of NiteKraft Corp., 
New York pajama and gown man- 
ufacturer. 


WITV Appoints Taylor Co. 


WITV, Miami, Channel 17, has 
appointed O. L. Taylor Co. its na- 
tional representative. The station 
will have its first telecast late in 
November. 
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No Back Door Entry and I didn’t think that I was any 
to Agency PR tor Him less equipped for such an under- 
To the Editor: The very inter- taking than were some of my 
esting feature in the Oct. 5 issue friends in journalism school. When 
of ApveRTISING AGE which revealed I left the University of Missouri 
one man’s gripe against: the com- I went to work for a manufacturer 
mon “start in the mailroom” pol- 4S sales promotion manager. In the 
icy of most large ad agencies Army I served most of my two 
raises several ideas that have been years in PIO work, which gave me 
kicking around in my head for @ fair idea of what public relations 
some time. I think that they shed was all about. 
some light on this subject. | Armed with my degree, Army 
During the Korean War I wanted discharge, and scrapbook of clip- 
more than anything else to land pings, I marched into one adver- 
a job in public relations when I, tising agency after the other and 
left the Army. I figured that the learned that I would start in the 
best approach to public relations mailroom. I was, of course, willing 
was through advertising—that is, to do this even though it meant 
that I should learn big ad agency an appreciable dip in income un- 
procedure and publicity mechanics der my prewar salary. However, 
from a large ad agency in New, when I discussed mailroom oppor- 
York. I wanted to break into tunities with friends in advertising 
advertising in the worst way, most of them registered dismay at 


test where 
they re buying 


For years national grocery and drug advertisers 

have used Burgoyne store panels in these test 

cities to determine success prob- 

ability of new products, premi- 

ums, promotions ... cities with 

high per family buying income. 
Among Burgoyne markets you 

will find cities where your distri- 

bution is effective ... where you 

ean check our research. Monthly- 

audit-reports ... current figures 

impress Management. Tell us 

what to test and where . .. we will 

present a proposal. 
e 


Indianapolis 


... Where they buy more because they have more .. . 
Marion County’s average weekly wage $75.20... net 
effective buying income per family $6,943 ... bank 
deposits $899 million. Population of 576,400 spends 
at retail $779 million .. . for food $165 million .. . 
for drugs $33 million. Steady, too . .. unsurpassed for 
diversification. It’s easily reached. 


7 


STAR and NEWS 215.000 . . . combined cov- 
erage 118.5% ...in Marion County ... daily. 


GROCERY & DRUG 
FIRST NATIONAL BANK BUILDING . 


INDEX 
CINCINNATI 2 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


RGOYNE 


my decision to start at that level. 
When I brought up the same sub- 
ject in the presence of public re- 
lations people, I learned that start- 
ing in the mailroom would in all 
probability be a fatal step. 

After I had joined a public re- 
lations counseling firm, I learned 
that most people employed in ad 
agency public relations or public- 
,ity departments are women. I al- 
so learned that a number of female 
publicists started “at the bottom” 
'in the publicity department short- 
ly after they received their college 
degree. There appeared to be no 
mailroom detour for them. Yet in 
searching further into this prob- 
lem I was informed that a good 
|percentage of agency turnover is 
‘directly accountable to women in 
‘agencies. 
| Why not, therefore, start the 
/'men in various agency depart- 
/'ments and the women in the mail- 
room in the practical interests of 
|controlling turnover as much as 
| possible? I imagine that this sug- 
gestion will kick up as great a 


& cloud of dust as Dr. Kinsey. 


But the point is that, if there is, 
as I have been led to believe, a 
|shortage of skilled copywriters in 
| the advertising agency business to- 


| day, then steps must be taken to| 


|overcome this shortage. Perhaps 
one route might be an evaluation 
of the incentives offered by the 
advertising field to prospective 
copywriters, account executives, 
etc. 

Perhaps some day there will be 
a guild for advertising men and 
women just as there is, today, a 
guild for newspaper employes. I 
believe there is need for such a 
common denominator in the public 
relations field, both to safeguard 
the employed publicist and public 
relations executive and to safe- 
guard the profession at large from 
unethical elements seeking to low- 
er its standards. 

As a postscript, your report on 


tisers still believe that ad billing 
entitles them to publicity service. 
No, I no longer believe that the 
best approach to p.r. is through the 
back door of X Advertising Agen- 
cy’s public relations department! 
Chalk that bit of learning up to 


experience. 
SHELDON J. KARLAN, 
Free Lance Publicist, New 
York. 
e * ° 


Newspaper Week Slogan 
Parallels Columbia's Theme 
To the Editor: I thought you 
might be interested in publishing 
the enclosed letter from Dr. Kirk 
to the chairman of Newspaper 
Week... 
Davip Lotn, 
Columbia Bicentennial, Di- 
rector of Publicity, Columbia 
University, New York. 


Combined circulation of THE INDIANAPOLIS | 


Texas Press Association 
'1716 San Antonio Street 
| Austin, Texas 


| Dear Mr. Sanford: 


The slogan for National News- 
paper Week this year and the 
‘theme for the Columbia Univer- 
sity Bicentennial in 1954 are so 
closely related that we here feel 
/more than a common interest in 
furthering the realization by 
everyone that “an informed press 
means an informed people.” 


ad agencies and their publicity | 
and public relations components, | 
in last week’s ADVERTISING AGE, has | 
convinced me that ad agencies | 
have to come a long way toward | 
broader acceptance of the role. 
played by the public relations de- | 
partment. Many would-be adver-_ 


past experience in trying to gain) 


Advertising Age, October 26, 1953 


| Newspaper men and _ teachers 
have a joint stake in the widest 
possible dissemination of infor- 
mation. It is appropriate that the 
academic world should support 
the aims of the press in achieving 
the ideals implicit in your slogan. 

The Newspaper Week slogan is 
one of the fundamentals in Colum- 
bia’s Bicentennial theme, “Man’s 
Right to Knowledge and the Free 
Use Thereof.” A great many or- 
ganizations, both in and out of 
the academic world, are preparing 
to devote some part of their 1954 
activities to that theme. Univer- 
sities, libraries, learned societies 
and museums all over the free 
world, service clubs, women's 
groups, business and labor organi- 
zations throughout this country 
are planning to participate. It is 
our hope that the press; too, will 
be in the forefront of these ob- 
servances. With an informed press 
and an informed people, we may 


will remain free. 
Sincerely, 
GRAYSON KIRK, 
President’s Room, Columbia 
University. 


° . 3 

Fur Manufacturers Are 
‘Educating Women,’ He Says 
| To the Editor: It was with great 
interest that I read your article in 
| the Sept. 14 issue: “Urges Nation- 
| al Drive for Less Costly Furs,” and 
the proposed plan drawn up by an 
anonymous executive. (I believe 
all plans should be given consid- 
eration.) 

It is difficult to realize that Mr. 
Anonymous, who is in some way 
connected with the fur industry, is 


program that is being carried on 
under the auspices of the Associ- 


|program has been widely accepted 
iby the trade press and fashion 
press all over the world and has 


be certain that not only our news- | 
papers and universities, but our. 
citizens and all our institutions. 


unaware of the public relations| 


ated Fur Manufacturers Inc. This | 


| been picked up by such people as 
the Bureau of Advertising and 
/other accredited services. 

As for the suggestion that we 
educate the women of America to 
| the belief that all kinds of furs are 
again in style, we have been doing 
that with our “What’s My Fur” 
kit and other material. We have 
sent out a photographic kit of 15 
pictures to the fashion press and 
have received photographic linage 
in over 637 newspapers throughout 
the country. We have also sent out 
material to 1,500 house organs in 
the U. S. which have a reading 
public of 55,000,000. 

I could go on. However, if Mr. 
Anonymous would like to discuss a 
professional campaign, I would be 
glad to introduce him to the right 
'people because it is to my interest 
that our industry be helped. 

I’ve always felt that there was 
more than just a price tag to a fur 
‘garment. 


JOHN GREY, 
Public Relations for the Fash- 
ion Industries, New York. 
* e . 
‘West Coast Bra Campaign 
_with ‘Man Theme’ Is Success 
| To the Editor: re: The article 
headed “Bra Ads Stress Men’s Re- 
action,” in Oct. 5 issue of ADVER- 
TISING AGE. 
| Practically simultaneously with 
|the development of the Exquisite 
|Form bra campaign by Grey Ad- 


| vertising, our client, Olga Co., 


launched an extensive series of - 


‘national ads headed “He will al- 
'ways look at you twice.” As a 
|matter of fact, first ad in this 
series, which appeared in the Sep- 
‘tember issue of Corset & Under- 
wear Review, is attached. 

Jan Erteszek, president of Olga 
Co., presented this campaign to 
his sales organization and to re- 
tailers during the corset show at 
|the Vanderbilt Hotel in New York 
| City in the month of June. 

We have no intention of claim- 
ing anything other than coinci- 


Don’t miss it.” 


“On Nov. 22 the Newark News will pub- 
lish a big Sunday roto feature on ‘THE 
FOOD INDUSTRY IN NEW JERSEY’. 


Represented nationally by O'Mara & Ormsbee, Inc. 


NEWARK, NEW JERSEY 
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Advertising 


dence; apparently, building an ad- 
vertising theme on the effect of 
women’s “unmentionables” on the 
masculine bystander is an idea 
which is a “natural’’ and reached 
fruition, independently, at two lo- 
cations some 3,000 miles apart. 

Incidentally, Olga finds this 
theme highly successful, in both 
trade and consumer advertising; 
retailers are using the campaign 
idea in local newspaper advertis- 
ing, and report splendid response 
from these ads. 

JERE BayArD, 
Jere Bayard Advertising, Los 
Angeles. 


Monarch Wine Recovers 
from Mother Complex 


To the Editor: Read your very 
amusing The Creative Man’s Cor- 
ner slam at Mogen David on the 
use of the slogan. “Wine Like 
Grandma Used to Make.” 

Our company used the slogan 
some time back—“Wine Like 
Mother Used to Make,” but when 
Mogen David came out with “Wine 
Like Grandma Used to Make”; a 
St. Louis concern with “Wine Like | 
Grandfather Used to Make,” and | 
a Baltimore concern with “Wine 
that Made Mother Stop Making 
Wine,” we quickly gave it up. 

MEYER H. ROBINSON, 

Monarch Wine Co., Brooklyn, 

N. Y. 


Mail Order Article Fits 
F. W. Dodge Promotion 

To the Editor: We read with 
great interest an article in your 
Sept. 28 issue entitled, “Adver- 
tisers Show More Interest in De- 
veloping Sales by Mail” by Whitt 
N. Schultz, appearing on Page 70. 

Since this thought fits so neat- 
ly into our own_ promotional | 
scheme of things, I am wondering 
if we might have your permission 
to reproduce it in a limited way 
strictly for promotional purposes 
in connection with our new con- 
sumer service, Planning Kit for 
Our New Home, which was adver- 
tised in ADVERTISING AGE a few 
months ago. 

Naturally we would carry the 
credit line, “As seen in ADVERTIS- 
ING AGE for Sept. 28, 1953.” 

RICHARD MANNING, 

General Manager, F. W. Dodge 

Corp., New York. 


West Coast Admirer Spots 
Gladys the Beautiful 


To the Editor: Thanks for the 
series on “Gladys the Beautiful 
Receptionist.’ Please do one of her 
full length so that your readers can 
see just how really stunning Mrs. | 
Richardson is. 

W.F. PATzLarFrF, 

The Branham Co., San Fran- 

cisco. 

Guess we might as well confess. | 
The modél for the Gladys the 
Beautiful Receptionist cartoons on 
AA’s editorial page is Mrs. Gladys 
Richardson, well known reception- | 
ist for Henri, Hurst & Mc Donald, | 
Chicago. As in the case of the, 
Biblical incident, the face is the 
face of Mrs. Richardson, but the 
words are the words of “our 
Gladys.” She appears full length 
occasionally, too. 


Still on Wells St. 

To the Editor: It was very kind 
of you...to give us the nice pic- 
ture in last week’s issue of ADVER-| 
TISING AGE. 

In the caption appearing below 
the picture you moved us two 
blocks away to 180 W. Washing- 
ton. For the foreseeable future we 
plan to remain at 201 N. Wells, 
and hope you will have occasion 
to visit us there again soon. 

Georce M. STERN, 

Cruttenden & Eger Associates, 

Chicago. 


Age, October 26, 1953 


Y&R Ad Called Pompous 

To the Editor: I wonder how 
many others feel, as I do, that 
Young & Rubicam’s latest page ad 
is unworthy of their splendid re- 
putation? In a four-stage cartoon, 


this ad pictures an agency man) 
promising oodles of service, re-| 


search, etc., to a juicy account. He 
dreams of landing it, getting loads 
of money from his boss, and taking 
off for a Florida vacation in grand 
style. The dream is rudely shat- 
tered by the prospect’s challenge, 
“Can your creative people equal 


‘the ideas produced by Young & 


Rubicam?” 

As an old and ardent admirer of 
Y&R, who have so consistently 
elevated the whole agency profes- 
sion, I find it disappointing ta see 
them picturing their competitors’ 
solicitations so negatively. The ap- 


/proach seems not only a bit snide, 
but also pompous, despite the in-| 
‘formal cartoon technique. 

Young & Rubicam’s creative | 


ideas are hardly unmatchable. 


Grand as such campaigns as Hunt’s | 


Foods, Four Roses and I|te Say- 
ers may be, there Must be scores of 
creative groups in other agencies 
able to produce equally fine cam- 
paigns, and doing So. (Such cam- 
paigns are often far harder to sell 
than to create!) 

When I tossed the ad to my wife 
and asked for her teaction, what) 


do you think she sa: 
know Y&R, this wo '!d sound like) 
a small agency the’ hasn't itself 
got a big staff for se’. ce, research, 
etc., to talk about!” 
HEN y Mayers, | 
President, Mayer. Co., Los 
Angeles. 


“It I didn’t | 


She Didn‘t Have t' Move 

To the Editor: Here is a story 
that might give you © chuckle. The | 
fact that it is true shouldn't hurt it! 
—or should it? 

Last evening I ha occasion to | 
talk to the manager of the apart- | 
{ment house where | live and it! 
‘went like this: 


Only farm magazine in the Rural Southwest which is 


fdlitul Sopanatily for Oblahoma,! 
Ldliud Sypanaltly fer lewan/ 


Separate editing pin-points specific problems which face farmers and ranchers in 


- You work in an ad- minton, Court & Ball. 
vertising agency, don’t ya? 


to be in that racket myself. Where 


(slightly annoyed): Bad- 


75 


Apt. Mar. (gravely): That’s a 
good outfit. I've heard a lot about 
(expansively): Use ‘em. 

ViIvIAN McMurtrey, 
Copy Chief, Neale Advertis- 
ing Associates, Los Angeles. 


} WHBF 
7 + CBS 


oe WHBE : 


Adds up to — 

BETTER QUAD-CITY 
COVERAGE AT NO 
INCREASE IN COST! 


TELCO BUILDING, ROCK ISLAND, ILLINOIS — 
Represented by Avery-Knodel inc.” 


this Southwest area. In Oklahoma, more than one-third of the editorial content 


is written especially for Oklahomans. 
their Farmer-Stockman w /itten especially for them! 


This is why each issue of the Farmer-Stockman is read just as eagerly as you 
read your home-town paper! And, one of many reasons why the Farmer- 


Likewise, Texans find over one-third of 


Stockman is your best advertising buy when selling this rich, Southwest market! 


401,000 SUBSCRIBER FAMILIES 


Texas : 220,836 
Oklahoma 121,818 
Kansas. 24,510 
Arkansas 20,876 


ee ee ee ee ee ee Se ee ee ee ee ae ee ee ee 


ce Farmer-Stockman 


“COMPLETELY NEW '53 FORMAT 


GIVES ADVERTISERS 


SUCH ADVANTAGES AS: 


STANDARD PAGE SIZE 
LOWER PAGE RATE 
LOWER 4 COLOR RATES 
HIGH READERSHIP 


The Oklahoman 


Serving the Rural Southwest for 42 Years 


OKLAH MA CITY, 
Published by The Oklahoma Publishing Company Ss 


OKLAHOMA @® DALLAS, TEXAS 


5,119 
2,746 
8,159 
401,318 


Oklahoma City Times «© WKY Radio & TV 
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Boston, Oct. 


122 Awards Given by Boston Conference 
for Outstanding Work in Distribution 


Boston conference 
tion; B. Earl Puckett, 
|Allied Stores Corp.; 

| Rabb, chairman, Stop & Shop, Bos- 


chairman, 


20—The Boston |tury.” In doing so, it gathered to- ton; Gen. David Sarnoff, chair- 
Conference on Distribution cele- | gether an amazing collection of top| man, Radio Corp. 
brated its 25th anniversary here! business brass, college professors seph P. Spang Jr. 
today with the distribution of!and economists. 
awards to 122 men and women 


of America; Jo- 
president, Gil- 
lette Co.; Elmer L. 


International 
Corp.; Robert 
E. Wilson, chairman, Standard Oil 
(Indiana), and Gen. Robert E. 


chairman, 


Karl T. Compton of Massa- 


_chusetts Institute of Technology, | Co. 


* * A 4% 


BIGGEST 24-SHEET 
VALUE IN CHICAGO! 


Ilinois Outdoor Adv. Co. 
4338 N. Kedzie Ave., Chicago 18 


National Sales Representatives: 


420 Lexington Ave. 


New York 17, N. Y. Chicago 7, Ill. 


GEORGE £. THOMPSON & ASSOC. 


201 N. Wells St. 


‘chairman of the awards commit-| Wood, chairman, Sears, Roebuck 


‘| tee. & Co. 


Included among the big names 
in industry who graced the head 


|abeth Arden; Bernard F. Gimbel, 
chairman, Gimbel Bros.; J. Frank 
Grimes, president, Independent] sion; 
Grocers Alliance; T. V. Houser, 
| vice-chairman, Sears, 
Co.; Gen. Robert W. Johnson, 
chairman, Johnson & Johnson;|Sturr Butler, former v.p. of Gen- 
|Fred Lazarus Jr., president, Feder-| eral Foods; Edna Woolman Chase, 
ated Department Stores; P. A. 
_O’Connell, president, E. T. Slat-|ley, Crossley Inc.; Alfred W. 
‘tery Co., general chairman of the|Evickson, a founder of McCann- 


given awards included: 


Dartnell 
Har- 


John C. Aspley, 
Services; Neil H. Borden, 


MR. ORYX CAPENSIS 


A handsome beast, this species of Antelope does the 
natural thing when attacked. As Nature gave him a 
strong neck and a strong pair of stately horns, with 
lowered head, swinging his horns in a wide sweep, he can 
stand off a considerable number of hyena dogs. The 
hyena dogs are the Antelope’s natural enemy, and if he is 
attacked by too many of them, he just makes for the 
open spaces, as Nature also gave him fast legs. The 
attacking hyena dogs work in relays in chasing the Ante- 
lope until it finally falls from exhaustion. Although its 
natural habitat is South Africa, the ‘‘Passan’’ was well 
known to early Egyptians, being portrayed in the cham- 
bers of the Great Pyramid of Cheops. 


Do the natural thing—call 


PsA 


for ELECTROTYPES, MATS, PLASTIC PLATES, and R.O.P. COLOR 
PARTRIDGE & ANDERSON COMPANY - 712 FEDERAL ST., CHICAGO 5 + HArrison 7-3732 


since its incep- 


Sidney R./! 


Ward, presi-| 
Some 70 of the 122 recipients of | dent, Goodall-Sanford; Thomas J. | 
who “have exerted marked influ- | the conference’s awards came in| Watson, 
ence on the advancement of dis-| |person to get their citations from| Business Machine 
tribution in the last quarter cen-/| pr. 


® Advertising men, publishers and | 
table during the session were Eliz-|others who were among the 122. 


Wroe Alderson, Alderson & Ses- | 


Roebuck &|vard University, and president of| 
American Marketing Assn.; Ralph | 


editor, Vogue; Archibald M. Cross- | 


Pant a — 
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/TRIM FIGURE—It took Kirsch Beverages, 


Brooklyn, three months to find her, but 
model Midge Ware qualifies as the ““No-Cal 
Girl” for Kirsch’s $1,006,000 advertising 


and promotion campaign for No-Cal sugar- | 
cost 


free carbenated drinks. 


Profits Rose Last 


Year for Nearly All 
TV Stations: NARTB 


WASHINGTON, Oct. 20—Nearly 
three-quarters of all television 
stations made more money last 
year than in 1951, according to the 
National Assn. of Radio & Tele- 
vision Broadcasters. 

Richard P. Doherty, NARTB v.p. 
in charge of employe-employer re- 
lations, last week told a district 


imeeting of the association here 


that 78 of 105 tv stations studied 
reported a greater profit in 1952. 
A total of 108 video stations 


| were on the air for a full 12 


months in ’52. According to Fed- 


}eral Communications Commission 


| figures, Mr. 


Doherty said, 94 
reported profitable operations last 
year and 14 showed a loss. 


© Of the 105 stations covered in 
the NARTB study, nine made less 


money last year, six showed a loss 
in ’51 and a profit in ’52 and five 


| went out of the black into the red. 


Average per-station operating 
in 1952 (exclusive of net- 
works and the 15 net owned and 


Erickson; Donald M. Hobart and | operated stations) was $1,049,474, 


Charles Coolidge Parlin, Curtis | 
Publishing Co.; William H. Johns, 
at one time president of Batten, | 


Mr. Doherty reported. The sam- 
ple covered by the NARTB study 
‘showed lowest reported operating 


Barton, Durstine & Osborn; Arno expense for the year was $166,366 
H. Johnson, Vergii D. Reed and {and the highest, $2,944,341. 


Stanley Resor, J. Walter Thomp- | 


son Co.; Godfrey M. Lebhar, Chain 
Store Age; 
rade; A. C. Nielsen, A. C. Nielsen 


Arthur H. Motley, Pa- | 
|seven-station markets of 


Co.; Alfred Politz, Politz Research; | 


Carmel Snow, editor, Harper’s Ba- 
zaar; Paul W. Stewart, Stewart, 
Dougall & Associates; 


tion areas, 
Robert A. | 


According to FCC statistics, nine 
of the 14 stations that failed to 
make a profit last year were in the 
New 
York and Los Angeles. Two red 
ink operations were in four-sta- 
two in three-station 
communities and one was in a 


Whitney, president, National Sales | two-station market. All 40 single- 


Executives, 
man, Super Market Merchandis- 
ing. 

Paul Mazur, partner, Lehman 


Bros., was included in the list and 
was given a special award “for his 
distinctive pioneering contribu- 
tions in the field of retailing and 
in the development of distribution 
techniques.” 


Two Appoint Potter-Repak 

Grandon Co., Providence book 
publisher, has appointed Potter- 
Repak, Providence, to handle its 
advertising. National science fic- 
tion magazines will be used. Henry 
Gorman & Sons, Providence jewel- 
ry manufacturer, has named the 
agency also. National trade publi- 
cations will be used. 


and M. M. Zimmer-| station markets were profitable for 


telecasters, said Mr. Doherty. 


WMFY-TV to Increase Power 


WMFY-TV, Greensboro, N. C., 
has purchased land for the reloca- 
tion of its studios and the erection 
of a higher transmitter tower, per- 
mitting an increase in wattage 
from 16,720 to 100,000. The plans 
have been approved by the Federal 
Communications Commission. 


To Lippincott & Margulies 


H. Edward Oliver, formerly su- 
pervisor of packaging design for 
Remington Rand Inc., has joined 
the packaging department of Lipp- 
incott & Margulies, New York in- 
dustrial designer. 


@ 


when you TEST food 


advertising in Ghee bed. 43 


“And I'm glad to listen! 


“Like most families in Roanoke, 
we’re comfortably well-off. And I 


do a lot of buying to feed 
a growing family. 

“Like most women in 
Roanoke, I depend on food 
advertising to help me get 
the best for my family.” 

You have it. If you want to 

make sure you also have the 

right advertising to sell it... 
do your testing in Roanoke. 

You'll be talking to the kind of 

shopper who reflects “buying” 

families throughout the country. 

Home, owners ... family people 

. just the kind of “jury” 


needed to give you.a trustworthy Sawyer +Ferguson+Walker Co. 
National Representatives 


verdict on your new campaign. 


The test of a good test market... | é 
Is it geographically isolated? Is it industrially 


Is it compact? 


diversified? Roanoke is all these and more, as 


you will see for yourself 
when you read your FREE 
copy of the new prize- 
winning 36-page book, 
“Portrait Of A News- 
paper Market.’’ Write 
Sawyer, Ferguson, Walker 
Co., 60 East 42 Street, 
New York 17, or 


TIMES AND WORLO-NEWS ; 
ROANOKE + VIRGINIA . opiates, * 
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NEW, NOT OLD—American Distilling Co., 
Pekin, Ill., is taking @ new approach in 
its ads for Guckenheimer whisky, featur- 
ing “a whisky made expressly for your 
modern taste.’ Newspaper ads will be 
supplemented by insertions in Collier's, 
Esquire, Newsweek and Time. Abbott Kim- | 

ball Co., San Francisco, is the agency. 


Briton Suggests 
Advertising in 
UN Publications 


UnITED Nations, N. Y., Oct. 20 
—A fresh study of the feasibility 
of soliciting advertising for United 
Nations publications will be un- 
dertaken. UN publications, for 
which subscriptions are taken 
row number 15. A previous study 
of whether or not advertising 
should be sold was negative, ac- 
cording to Andrew Cordier, exec- 
utive assistant to the Secretary 
General. 

But the issue has been raised 
again, this time by Sir Alec Ran- 
dall, Great Britain’s delegate to 
the General Assembly’s adminis-| 
trative and budgetary committee. 
He suggested last week that UN 
publications could earn money by 
opening their pages to “selective 
advertising.” The United King- 
dom, he said, has done so suc- 
cessfully in a number of its offi- 
cial pamphlets. 


8s Sir Alec’s suggestion touched 

off a brief debate on exactly how 
selective “selective” advertising is 

It was pointed out also that most 

of the UN publications have com- | 
paratively small circulations. 

A fresh study was recommended 
by the committee to the Secretary 
General. This will be undertaken 
AA was told, “as soon as practic- 
able.” 


New Annual to Appear 


With a controlled circulation of | 
75,000 The Integrated Office, an 
annual, will make its appearance 
this month. According to publisher 
Jerome W. Harris, it will be “a 
new sales approach to the business | 

market for air conditioning, light | 
and color conditioning, acoustical | 
controls, partitioning, communica- | 
tions systems, maintenance and 
safety devices, and morale Pro- | 
grams.” This new book is to be 
published by Management Meth- 
ods, 141 E. 44th St., New York 17. 


Joins Edward Petry & Co. 


George Johannessen, formerly 
research director of Harry B. Co- 
hen Advertising Co., New York, 
has been named research manager 
for television of Edward Petry & 
Co., New York radio-tv represent- 
ative. 


Murphy Joins Borden Co. 


Edward J. Murphy Jr., formerly 
with the Houston Post and the 
Gazette, Cedar Rapids, Ia., has 
joined the public relations de- 
partment of Borden Co., New 
York. 


For the first 8 months of 1953: 


linage gains of 
The Detroit News oe 


over the previous year 


were ONE MILLION LINES 
GREATER tHan tHosE 


OF ANY OTHER DETROIT 
NEWSPAPER! 


From January Ist to August 31st of this year, 
The Detroit News carried 27,052,352* lines of 
advertising - almost as much as both other 
Detroit newspapers combined. This was the 
highest of any January-August period in 
Detroit newspaper history. 


As Detroit grows, so grows the News! 


The News’ tremendous linage gain is proof 


of its business-producing effrctiveness . . . 

and an accurate indicator of [Dv 'roit’s record- ; 

breaking retail sales volume. gs of September 1, 1953, was 1,450,000, This 

Today, as always before, buy ‘xe News and wes only 45,000 short of the all-time record 

you buy Detroit! employment reached in June-July of this year. 
lia Records, Ine Of this 45,000, approximately 20,000 were 

pees beens layoffs resulting from 
480,084 Weekdays §52,238 Sundays March 31, 1983 


The Detroit News 


THE HOME NEWSPaAP 


Eostern Offices 110 E 42nd St, New York 17 —under ment of A HW KUCH 
Western Offices, JOHN E LUTZ CO, Tribune Tower. ( 
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Consumer Magazine Publishers Going into 
Trade Paper Field, Bernard Gallagher Says 


(Continued from Page 2) 


have “sleepers’’—books whose po- 
tentials are A-1. 

An opportunity lies in the trade 
field, he went on, because some 
books, now spread-eagling the op- 
position, have had no real com- 
petition. 


s Noting increased activity in 
buying and_ selling magazines 
over the last two years (Mr. Gall- 
agher now stands as negotiator for 
the sale of four general newsstand 
books and 14 business publica- 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 


8x 10's = Post Cards — Tip-ons — 
Miniatures —Port# : $s Cards 


THE GROGAN PHOTO COMPANY. 
Batis St., Danville, Hiinois 
‘ OFFICE i: 


2 ’ 7m 
gan Ave , Phone WEbs 


tions, plus a client with $2,000,000 
for the purchase of general or 
trade books), he said the underly- 
ing reasons were: 

“On the seller’s part: increased 
costs; changes in public’s reading 
habits; retirement of superannu- 
ated publishers; liquidation of 
publishing company holdings by 
heirs. 

“On the buyer’s part: low cost 
absorption of additional publica- 
tion; interest in growth and serv- 
ice fields; investment of cash re- 
serve and acquisition of tax losses; 
publishing executives starting out 
on their own.” 


® Large circulation consumer 
books (1,000,000 and more) up 
for sale, he finds, are usually put 
on the block because (1) they’re 
general books that have passed 
their popularity peak; (2) they’re 
privately held properties owned 
and controlled by one or more ex- 


h to retire; (3) 
aded properties 
vho believe that 
get the highest 


ecutives who wi 
they’re publicly 
owned by heirs 
now’s the time t 


price for their h.idings. 
Medium circu). tion (100,000 to 
1,000,000) consumer magazines 


ial and business 
sually because: 
s not in an al- 
r properties put 


and trade, indus’ 
books are sold 

(1) a publicatiorx 
lied field with ot! 


out by the sam: company; such 
books are often available at a 
bargain price; (2) the. “right 


for a book not 
ale; (3) publi- 


price” was offere« 
officially up for 
cation is in distress over improper 
financing, inadequate management 
or both. In this category the great- 
est asset is often “the tax loss 
which may be carried forward for 
two years by the purchaser.” 


s Small circulation books (up to 
100,000) are often on the market 
because: (1) one-man owner is 
tired of the uphill fight, feels his 
best years are past, has no heirs, 
and wants to sell while price is 
high; (2) financial record has 


How to Make More People 
Keep Your Catalogue 


"4 farm 
- ~ 
we Od medina 


"Rig ang Ovitding 


There are two requirements for every catalogue: 


(1) that it be looked at; (2) that it be kept and referred to. 


An attractive cover is the sure way to meet the first re- 


quirement. Preferably, a cover made of Buckeye—the 


good-looking, long-wearing cover stock that has long 


been the first choice of printers and admen everywhere. 


Extending and die-cutting the back cover to form a fil- 


ing tab, as shown in above photo, suggests that here is a 


book worth filing and one that is easy to file. It’s a prac- 


tical and highly recommended way to make more cus- 


tomers and prospects keep your catalogue for reference. 


BUCKEYE COVER 


Made by The Beckett Paper Co., Hamilton, Ohio 


never been any better than break- 
even. 

As for buyers of magazine prop- 
erties, first there’s the large con- 
sumer or trade publisher. He 


wants to buy on the basis that | 
growth is necesary for continued | 


success. He’s interested in hobby, 
science and mechanics, outdoor 
and how-to-do-it books. Or trade 
books with growth potential and a 
minimum ad potential of $300,000. 
Another reason: adding an allied 
book with little addition to over- 
all costs. 

The smaller publisher seeks to 
augment his properties in order 
to: invest reserve cash; satisfy a 
desire for growth; cut costs. 


CLAUDE P. ELSTON 
GREENWICH, CONN., Oct. 20— 
Claude P. (Jack) Elston, 66, re- 


tired advertising manager of West 
Virginia Pulp & Paper Co., died 
Oct. 18 at the Greenwich Hospital 
following an operation. He was a 
summer resident of Old Green- 
wich. 

Mr. Elston retired in October, 
1952, after nearly 50 years with 
the paper company. He originated 
and was the author of “Westvaco 
Inspiration for Printers,’ the com- 
pany’s house organ which was 
widely read in the graphic arts 
field ‘and frequently cited as a 
model of its kind. 


EDWARD B. BEDFORD 


OneErpa, N. Y., Oct. 20—Edward 
B. Bedford, 61, director of the pub- 
|licity bureau of Oneida Ltd., died 
Oct. 13 of injuries suffered when 
he was struck by a truck while 
|crossing the street. 
| He joined Oneida Ltd. in 1916 
,and spent his entire career in ad- 
'vertising and merchandising. He 
was named publicity head in 1947. 


LESLIE W. JOY 

PHILADELPHIA, Oct. 22-—Leslie W. 
Joy, former general manager of 
Station KYW, died yesterday at 
his home in Chester Springs, Pa. 

He had been manager of the sta- 
tion for 12 years before he retired 
_in 1947. He also was manager of 
|Station WDAS for about a year. 
(Mr. Joy began his radio career in 
|New York with NBC as an an- 
'nouncer and was associated with 
radio for more than 25 years. 


Galland Advertising Moves 

Galland Advertising, New York, 
has moved to larger quarters at 
‘18 E. 48th St. 


| GEORGE A. RUDNICK, creative group head 
for Ruthrauff & Ryan, Chicago, has been 
named v.p. and copy chief. Mr. Rudnick 
| joined R&R in 1946 after his discharge 
from the Army. 


Total of ABC TV 
Affiliates Reaches 


163 with Newcomers 


New York, Oct. 20—American 
| Broadcasting Co.’s list of television 
| affiliates now totals 163, about 60 
of which are u.h.f. operators. 
| Stations which have been added 
/to the network in recent weeks are 
| WTAP-TV, Parkersburg, W. Va. 
| (Channel 15); WFIE, Evansville, 

Ind. (62); KOPR-TV, Butte, 
Mont. (4); WREX-TV, Rockford, 
Ill. (13); WICS-TV, Springfield, 
Ill. (20); WTOV-TV, Norfolk, Va. 
(27); KTAG-TV, Lake Charles, 
La. (25); KJEO-TV, Fresno, Calif. 
(47); KOIN-TV, Portland, Ore. 
(6); WROL-TV, Knoxville (6), 
and KCRI-TV, Cedar Rapids, Ia. 
(9). 

Stations which will be picking 


up ABC programs’ soon are 
WARM-TV, Scranton, Pa. (16), 
about Dec. 1; KFBC-TV, Chey- 


enne, Wyo. (5), Dec. 25; WJMR- 
TV, New Orleans (61), Nov. 1; 
WAYS-TV, Charlotte, N.C. (36), 
Nov. 1; KTVQ, Oklahoma City 
(25), Oct. 25, and KRBC-TV, Abi- 
lene, Tex. (9), Nov. 1. 


Quaker Backs ‘Zoo Parade’ 

The Ken-L-Products division of 
Quaker Oats Co., Chicago, spon- 
sors “Zoo Parade” over NBC-TV. 
In its issue of Oct. 19, AA errone- 
ously listed Gaines dog food (Gen- 
eral Foods Corp.) as the program's 
sponsor. 


KSTM-TYV, St. Louis affiliate of 
American Broadcasting Co., began 
commercial programming Oct. 25. 


NOW KEEP THIS COPY 
CALM AND SOFT... 
CREATE A QUIET, 
SERENE 


MATS * PLASTIC PLATES - ELECTROTYPES 
aa 


NCGQUSSWE waraix Company 


WABASH 2-1204 + 517 SOUTH JEFFERSON ST. CHICAGO 7. 1K 
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A Business Paper Success Story... 


For 30 Years, Cannon Mills Has 
Been a User of Business Papers 


New York, Oct. 23—Cannon 
Mills has been using business pa- 
pers consistently for 31 years. 
Three decades ago it used business 
paper advertising to establish Can- 


non as a brand name. Today it is. 


using business paper advertising to 
accomplish two things: to tell a 


continuing story of what the com-. 


pany is doing to promote sales to 
consumers, and to give distribu- 
tors and dealers specific news 
about products and the company’s 
promotion efforts. 

The company started business 
paper advertising long before it 
ever ran a line of consumer copy, 
George Beyer Jr., advertising man- 
ager, told AA. Today, Cannon uses 
nine consumer magazines and 33 


Sunday supplements in addition to. 


Cannon’s popularity must be at- 
tributed in part to the company’s 
consistent advertising, and to the 
fact that it reportedly does seven 
times more advertising than the 
manufacturer of any other brand 
in the same field. 


e Another thing that the company 
features in its business paper ad- 
vertising is store display of mer- 
chandise. This type of business pa- 
per advertising, Mr. Beyer said, 
helps materially to provide Can- 
non products with better display 
and attention at point of sale. This 
in turn helps Cannon’s customers 
sell more goods. 

Mr. Beyer has been advertising 
| manager of Cannon since 1949. Be- 


“Show 
me 
figures 
first... then we'll talk the future of 


U errousaremocne 
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4. Whee reed te yee ptm oo hey? 


ADS THAT HELP CUS)OMERS—This example of business paper advertising used by 
Cannon Millis shows how the company uses market survey data to help merchants 
increase their sales of Cannon products. Young & Rubicam is the agency for Cannon 
sheets and N. W. Ayer & Son for Cannon towels, bedspreads and nylon stockings. 


fore that he was associated with 
' Young & Rubicam. 

The business papers being used 
currently by Cannon include Daily 
News Record, Department Store 
Economist, Linens & Domestics and 
Merchants’ Trade Journal. 


United Air Lines Names Two 


William Ferree, formerly pub- 
lic relations director of Hydro- 
Aire Inc., has been appointed dis- 
trict publicity representative in 
the Los Angeles office of United 
Air Lines. William Blaha, former- 
ly with the publicity department 
of International Harvester Export 
Co., Chicago, has been named pub- 
licity representative at United's 
Chicago headquarters. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 


Division of 
</ ° Menvfecturing Corperction 
900 Kibby St. Lime, Obie, U.S.A. 


"Trademarks Reg. U.S. Pet. OF. 


a half-hour Saturday morning ra-, 


dio show (“Give and Take’’) on 
55 CBS stations. 


es This consumer advertising is 
merchandised to the company’s 
salesmen and to 


ing and reprints of particular ads. 
Salesmen are also armed with re- 
prints of consumer advertising. In 
their call reports, the salesmen re- 
port on how both consumer and 
business paper advertising is be- 
ing received by the trade. Several 
important suggestions for copy 
have been developed in that way, 
Mr. Beyer said. 

“Our fundamental approach in 
our business paper advertising,” 
he explained, “is to tell a contin- 
uing story of what we do to pro- 
mote the sale of Cannon products 


and to evaluate the degree of con- | 


sumer acceptance. This is based on 
continuing surveys by independent 
research companies and the na- 
tional consumer panel used by 
Young & Rubicam, which handles 
Cannon sheets advertising. N. W. 
Ayer & Son is the agency for the 
company’s towels, bedspreads and 
nylon stockings.” 


@ In one survey by National Fam- 
ily Opinion Inc., housewives were 
asked whether they had heard 
about fitted bed sheets: 85° said 
yes; 15% said no. Asked if thev 
owned any fitted sheets, 19% said 
yes; 81% said no. Asked whether 
they planned to buy fitted sheets 
within the year, 43% said yes, 57% 
said no. 


An ad addressed to store buyers , 


presented this data and other ma- 


terial and emphasized the market | 


potential. This ad was used as the 
basis for a continuing campaign in 
business papers which presented 
the data, stressed the market po- 
tential, told what Cannon was do- 
ing to help promote sales, and ex- 


plained what was in prospect for) 


consumer advertising. 

It is hard to pinpoint results of 
a campaign such as this, Mr. Bey- 
er said, but, since the advertising 
started last summer, the company 
has enjoyed a substantial sales in- 
crease in fitted sheets. 


® Most people probably would 
need no proof of the fact that Can- 
non as a brand name for towels is 
pretty generally known. But Mr. 
Beyer and his associates refuse to 
take anything of this kind for 
granted. They want to know. A 
national survey was recently made. 
Women were asked what brand of 
bath towels they bought last time. 
The results showed that 82.3% 
said Cannon. 

“Here’s what it means,” a forth- 
coming Cannon ad in business pa- 
pers will say: “It means that 8 out 
of 10 women will come to your 


its dealers by) 
means of business paper advertis- 


Man 


: on spects are : 
— bestin the 


payroll “HUMS” to the 


Market have 


the nation showed a 306% 


And to make 


faster . . . new industries ar 
in at the rate of $5 milli no ; 
month. This rich market is 
and sold by The Salt Lake T; 
Deseret News & Telegram. . 
coverage at one, money-savi 


Represented Nationally By. 


MOLONEY, REGAN & 
SCHMITT, INC 
Metropolitan 

Sunday Neu spapers 


counters with Cannon towels in| 


mind.” 


Since 1940, manufacturing payrolls 
in the Great Salt Lake Interr ountain 


 «INTERMOUNTAIN 
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gained 405%, while a 
< crease. “This is the Place” 
the gears hur even . 
comine for your business 


1 

eached 

une and 
rate. 


pleasure to help you. 


_GREAT SALT LAKE 


~! 


The area covered by The Salt Lake Tribune and the Deseret 
News & Telegram has everything you need to make money— 
natural resources, soaring payrolls and a place where people 
like to live and work. For complete data on opportunities 
here, write Gus P. Backman, Salt lLoke City Chamber of Com- 
merce, 207 South Main, Salt lake City, Utah. It will be a 


Che Salt Lake Tribune 


1 MILLION PEOPLE 
10 _ . 


DESERET NEWS wo 
Salt Lake Felegram (EVENING) 


(MORNING & SUNDAY) wtX' co 
NAY 
iD ‘J 


Prreet 


: Bor eA ae es Oe NE as 2 Re REN Se AMER. AM ame Bia ave sad ee, Meee tener: ad ag OS nai te ooo ee PC oa Rea er aig cel et A ae a TPN ie RG aes earache | aS OEE 
I Pie SRR I Eas EO et RS as, ANEMONE SE RMI og athe Sa Se GREEN ad wey tee ani See sgl, ee 
953 ee 79 
A Ao B FITTED SHEETS 
4 
; \ V {4 -_ —— 
| PO 7 } | Fe | 
a Z|.) 
———————— 
—" | S Je Z > Sc : 
een ee LG ‘a 7" 
. ¥ XY ) : S3eseeacences 7 
nick 71% ote 8 / STi Seem serene oe oom ae 
jail % ‘ \, \4 pun, P n | ee os mek ae Oe ee! " 
VW, = == Bs any 
| : Aa os che 
(“Ss CANNON FITTED SHEETS | je 
ee 
| SS 
| ee ay a 
ae ; | tt—i“‘(‘O™sCO#OCOC#*#*#*#*C*C*C*C UR SRessnnenssns e 5 
7 j PO 4 ne 
‘ . . . Ps A “a 1 
a : , st 
: a es 
ed $1,870,354,000 IN PAYROLLS oe 
ire ' . a 
fa. N INCREASE OF 294.3% SINCE 1940 
le, - e@ ~- _ ° oa ; as 
te, i= po 
rd, s _— ae t 
id. ore i ae = | 
la. ori, ae 2 ir 
| 
es, e 
‘? re — 
re. | cpuepe: > 2 “te > oe 
), —— Gyowing : : mi _ a &. — = ce = 
ad x Ponts - M ob os — eek. 
re i Aes : : — fdoed i — = ‘. ye ee 
y eee = a SS : 
a " Na oe age a es ae 
. La ay ae pie eek 
1; , eee - oa Z a es 
), wa ian an F 27 st 
: —— ML ff” baie EZ ae 
y + (ae F a . *e. a -¥ hd iy om hs o ee 
< “Vas NO a 4 , fly ae 
a © A Ao A em / 4 Bie 
. . vA 5 " 
of ! py tg fo ot | 
; 4 - ape 
1- ad : PY om sep ’ Ait 0 hy ee 
V. : ese. - ; oe a ar > 3 y te * ~ - pes A oa 
ve ! ie I eh sia ~ : . Mea ° rs Ee 
l- TER og ee be } Md _— — o./ * Ana 
Dun 2 Nee Mines ieee : ? ! ’ bs J Pa Aa 
; = 2. turin Ss Ve a as bes 
‘ ' Ry , x tid yy ‘ 7 , (7 peat 
eS ae | ay” a , One 
: iat A ~ iif; — bd me oi 
~ tune of $187,876,000 _ ey, hl oe ry ‘ a ar 
‘ = 3 ? ¥ a - ; iw oe” us . , 7 ; ‘ “ of’ - en ms e 
Saat ae, Rae <t ted * 
CCCs _°» Intermountain. = ~~ —Ps i. ae a 
iz y 
- : oe: 
ee “ob EBs 
. eco eo : oe 
P| 
| ee 
_  & z 
a ] E 


lines (maximum—two) 30 letters and 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Reguler card discounts, 


HELP WANTED 


size and frequency, apply on display. 


HELP WANTED 


Printing Salesman for medium size off- 
set and letterpress shop. Good opportun- 
ity for experienced man with following. 
Salary and commission. 
Leonard Davis Co. 
325 W. Ohio St. Wh 4-6631 Chicago, Ill. 
. ADVERTISING-SALES-PROMOTION 
Quality jobs for qualified men and women. 
THOMAS PERSONNEL 

8 S. Michigan FR. 2-6220 Chicago 

CLIPPING SERVICE DIRECTOR 
Man or woman, thoroughly experienced 
in details of managing a newspaper clip- 
ping service, offered opportunity to man- 
age new service in New York. Give de- 
tails of experience and salary. 

Box 5983, ADVERTISING AGE 

801 Second Ave. New York 17, N. Y. 
FRED J. MASTERSON 

ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago | 


WOOD DISPLAYS |2 


SALES REPRESENTATIVE | 
We are a 37 year old large manufacturing 
plant, complete with high speed produc- | 
tion machinery, assembly, spraying and | 
silk screening departments. We produce | 
all types of P.O.P. counter displays, floor | 
merchandisers, etc., with wood and ma- 
sonite as the basic materials. We need 
a real producer of sales for the Chicago 
area and will pay a high commission rate. 
CONTINENTAL of ROCKFORD, INC. 
631 Cedar St. Rockford, Il. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


ADVER. AND PROMOTION DIRECTOR 
Foremost food processor requires man 
with creative ability to run one-man de- 
partment. Will become part of executive 
group, and will exchange promotion ideas 
with sales executives. Has sole responsi- 
bility for integrating programs and plan- 
ning and distributing advertising mate- 
rials. Should have experience—and be 
competent—in layout and copy. Produc- 
tion background helpful but not essential. 
Excellent starting salary and unusual op- 
portunity for growth. Give full back- 
ground including experience and salary 
required. Box 5987, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


WANTED — TWO 

STRONG AD MEN 

One Agricultural 
One Industrial 


strong, Midwest, 4A advertising 
agency if you combine good back- 
ground with talent for originating 
and administering creative advertis- 


Excellent opportunity awaits you in | 
| 
ing. Write in detail in confidence to: |) 


Box 668 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING COPY 
CREATIVE COUNSELOR 
Leading beauty products firm desires 
WOMAN to work with brand managers, 
agency researchers and creative people, 
to help evaluate advertising copy and cre- 
ative efforts in radio, TV and print in 
light of continuous product advertising 
and consumer research, plus her own 

“WOMAN'S VIEWPOINT.” 

Requires intelligence, analytical percep- 
tion, ability to express ideas and ability 
to get along with people. Knowledge of 
advertising practices, familarity with ad- 
vertising research techniques desirable. 

Write in detail, fully covering educa- 
tion, experience and salary requirements. 

Box 5980, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
09 S. State Ha 7-199) Chicago 


ENGINEER WRITER 
Career opportunity for young technical 
writer or engineer to use his engineering 
knowledge to create interesting advertis- 
ing. Require coilege degree but not ad- 
vertising experience. Will give compre- 
hensive training. Large, growing firm 
making varied products including adhe- 
sives, gasketing material, etc. Small city, 


| eastern Pennsylvania. 


Box 5993, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, III. 


POSITIONS WANTED 


OFFSET EXPERIENCE FOR SALE 
Estimating, production, purchasing, sales 
background. Desires opportunity in Chi- 
cago or suburbs. 33 years old. Married. 

Box 5995, ADVERTISING AGE 

200 E. Illinois St., Chicago 1i, Il. 
Does a publisher in the Chicago area need 
help with production, administrative 
work, circulation. Twenty years of pub- 
lishing experience, the last ten as head of 
successful publishing operation has given 
me the necessary knowledge that will re- 
lieve the pressure on a busy publisher. 

Box 5996, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Test yourself 
for this 
promotion 


[] Agency trained? 
(] Prefer both copy and contact? 


(J Essentially creative; analytical, 
objective in approach to adver- 
tising ? 


C] Realize high grade industrial 
advertising demands more than 
consumer ? 


Spend hours to get copy right, 
double-check all detail? 


C 


— 


(] Want more money, bui also hap- 
py work, surroundings, people? 


Ready to put down roots in mid- 
west, become one of younger 
group slated to take over senior 
responsibilities and agency own- 
ership before too long? 


e 


| oe 


If you answer “Yes” to all 7, and 
are not over 40, write us in detail. 
If you have had experience with 
heavy construction or material-han- 
dling equipment, describe fully. 


Box 666 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, TIl. 


| ment experience; j 


POSITIONS WANTED 


EXECUTIVE A> =ISTANT & SEC’Y 
Young Woman - «ver 8 yrs. administra- 
tive experience ir one man agency; all | 
phases of advg. f-» diversified accounts. 
Box 5994, ADVERTISING AGE 
200 E. Illinois , Chicago 11, Il. 
Executive—sales, dvertising, merchan- 
dising—business engineering and manage- 
dustrial and consumer 
Box 5975, ADVERTIS- 
inois St., Chicago 11, 


markets. Age 53. 
oe AGE, 200 E. | 


SS=S=—— 
REPRESENTATIVES WANTED 


Leading trade pu 
field, open for re 
middle west area 


ication, only one in 
resentation in entire 
Write details as to 
staff, territory covered regularly and 
publications now : «presenting. 


Box 5999, ADVEKTISING AGE 
801 Second Ave., New York 17, N. Y. 


CHICAGO REPRESENTATIVE WANTED 
by long established monthly trade maga- 
zine at present carrying fair amount of 
advertising in the territory. Excellent op- 
portunity for energetic advertising sales- 
man. Give details regarding present ac- 
tivities and references. 


Box 5998, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


Want to Represent 
Industrial Publication 
Established publishers’ representative de- 
sires additional magazine in the Cleve- 
land area. Have four years experience and 
well established with present magazine. 
Work on a selective service program, 
rather than a mass call basis. Am ready 
to sell advertising in a buyer’s market. 
Box 5997, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


BUSINESS PAPER PROPERTY WANTED 
Responsible and well-established publish- 
ing house seeks properties, new or es- 
tablished, in the business paper field. All 
communications will be held in strictest 
confidence. Please submit details in writ- 
ing to 
Box 5976, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Advertising Age, 


— 


ns lead 


October 26, 1953 


FARM WRITER LOOKS EAST 


Seasoned copy man with strong agricul- 
tural background and other useful attri- 
butes will consider change to eastern sea- 
board. Now with top Chicago agency 
Visiting in Mass. first week in December. 
Interview then, if you are interested. 


Box 665 ADVERTISING AGE 
200 E. Illinois St Chicago 11, Il. 


You’re young but 
you’re good, 
Mr. COPYMAN 


... and you're fed up with being 
coddled along. You want guidance 

- not control. You’ve had your 
crack at a couple of big ones, but 
you're tired of the constant flow 
of little stuff. You’re ready to go 
it on your own ... to write your 
heart out... soundly but emo- 
tionally. You can prove you've 
got what it takes. 


You’re anxious to take a ground 


floor seat with no ceiling . . . dig 
in with a new Associate Copy 
Chief to build a group. . . pro- 


duce fresh, cliche-free copy that 
meets the standards of the hottest 
4-A agency in southern Ohio. 
You'll start at $7500 .. . maybe 
a little more if you’ve got the 
experience. 

Now it’s your turn. Sell us with a 
letter. Include a résumé of expe- 
rience, a recent snapshot, and a 
few of your own samples. 


Box 664 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


200 E. Illinois St. 


ADVERTISING ASSISTANT 


One of America’s best-known industrial advertisers, over fifty 
years old, and now advertising in over 200 magazines and news- 
papers, plus extensive use of all other media, needs one more adver- 
tising man to join the hard-working team assisting the Advertising 
Manager in handling all phases of important national advertising. 
The requirements: You must be able to get along well with many 
people; you must be willing to work hard, digging out the facts we 
need about our products; you must be able to keep track of many 
details. You should have a good knowledge of how advertising 
works to help salesmen make sales. Everything you know about 
advertising agencies and the techniques of producing advertising 
will be in your favor. You will enjoy living in a small town about 
100 miles from Detroit—and you will have a real opportunity to 
grow in experience with one of the most varied advertising pro- 
grams in the nation. Please write fully and in confidence to: 


Box 667 ADVERTISING AGE 


Chicago 11, IIl. 


8-8233. 


PROMISING OPPORTUNITY 
in Des Moines, lowa 
FOR AGENCY EXECUTIVE 


Like to be head man on a profit-sharing basis in a “hard 
sell” advertising agency in Des Moines? If you would 
and if you are confident you can be successful quickly 
and are qualified otherwise, I suggest you get in touch 
with me without delay. J. M. Hickerson, 270 Park Ave- 
nue, New York 17, New York. Telephone MUrrayhill 


’ 
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MAXWELLS HIGHSPOT DISPLAYS 


ON THE FAMOUS ATLANTIC CITY BOARDWALK 
IT’S 18,000,000 ANNUAL VISITORS 


ELECTRIC SPECTACULARS + POSTERS + PAINTED DISPLAYS 


Coming 
Conventions 


*Indicates first listing in this column. 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

Oct. 31-Nov. 2. New England District, 
Advertising Federation of America, Hotel 
Taft, New Haven, Conn. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. 

*Nov. 13. Southeast chapter, American 
Assn. of Advertising Agencies, Dinkler- 
Plaza Hotel, Atlanta. 

Nov. 14-15. Fifth District, Advertising 
Federation of America, Kentucky Hotel, 
Louisville. 

Nov. 16-18. Public Relations Society of 
America, sixth annual conference, Shera- 
ton-Cadillac Hotel, Detroit. 

Nov. 16-18. Advertising Trades Insti- 
tute, 2nd Advertising Essentials Show, 
Hotel Biltmore, New York. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 


Elgin Watch Sets Yule Ads 


Elgin National Watch Co., Elgin, 
Ill., for its 1953 Christmas season 
promotion has scheduled a two- 
and-a-half-page magazine ad 
which presents 27 specially se- 
lected watch models, covering the 
entire price range. The four-color 
ad will run in the December issue 
of Farm Journal, Dec. 7 issue of 
Life, December issue of Progres- 
sive Farmer and the Nov. 21 issue 
of The Saturday Evening Post. 
Elgin jewelers will receive dis- 
plays, full color folders tying in 
with the national promotion, 
newspaper mats and car and bus 
cards. Young & Rubicam, Chicago, 
is the agency. 


Raytheon Ad Offices Move 


The sales and advertising de- 
partments of the television and 
radio division, Raytheon Mfg. Co., 
Chicago, have been moved to the 
company’s main office and plant 
at 5921 W. Dickens Ave. 


* 


Personnel Consultant 
to cAdvertising and the Graphic cArts 


DOUG SMITH, INC. 


A complete placement service 
of Ad men, for Ad men. 
who has worked in all the jobs himself 


for over 20 years 


.. by an Ad man 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


GOING WEST MISTER? 


Growing agency in San Jose, Cali- 
fornia has opening for experienced 
ad man, preferably from small or 
medium sized office. Must be cre- 
ative, able to write hard hitting copy 
for publications, radio and TV, know 
art and production. Should be expe- 
rienced in preparing complete ad 
and merchandising plans for ac- 
counts. Also maintain client con- 
tacts. Prefer man about 40 having 
food background. Salary open plus 
bonus. Give experience, references 
and personal data. Address P. O. 
Box 1293, San Jose, California. 


Cay, eh 
ite ee ® 


1 to 100 
TYPISTS — STENOS 
SURVEY WORKERS 
AVAILABLE TODAY 


If you need typists, stenos or surve 
workers for 4 hours, a day, a week 
or longer, call Manpower, Inc. Use 
our employees in your office or ours. 
We operate on a quick call basis at 
low hourly rates. Manpower, Inc., 
the nation’s largest temporary help 
service, operates in Boston, Chicago, 
Cleveland, Cincinnati, Detroit, Mil- 
waukee, Minneapolis, New York, 
Philadelphia, ——-. Seattle, 
San Francisco and affiliated cities 
coast to coast. 

Call your nearest Manpower, Inc. 
office today or write Manpower, 
Inc., 330 W. Kilbourn Ave., Milwau- 
kee 3, Wis., for full details. 
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Advertising Age, October 26. 


WCCO, Minneapolis, Names 2 


Jack Lucas, since 1946 a station 
accountant of WCCO, Minneapo- 
lis-St. Paul, has been promoted to 
sales service representative for 
national accounts, a new post. 
Richard P. McClanahan, formerly 
a salesman for KHDM, Des 
Moines, has joined the WCCO 
sales staff as an account executive. 


the Wall Street 


the LABOR PRESS 
Journal said: 


“You don't have to look far into 
this iield to realize it has come a@ 
long way in the last few years 
toward increasing its effectiveness. 


“Tf the job of a publication with 
editorialized content is to influence 
its reading public, then the Labor 
Press is doing just that, according 
to people in the field. Unions know 
all the angles when it comes to 
putting their messages across.” 


Leading national advertisers have 
discovered that it pays to advertise 
in the Labor Press. For better re- 
sults from sales or institutional 
advertising. get the facts about 
185 national and local labor pub- 
lications with 4,000,000 circula- 


tion. 
TRADE 
UNION —s 
ADVERTISING 


1133 Broadway, N. 
Watkins 9-4290 


1953 


|More Dramatic Plays, 
Situation Comedies 
on AM and TV Nets 


New York, Oct. 21—Situation 
comedies and dramatic plays are 
the big favorite these days with 
many network radio and television 
sponsors. 

An analysis of the fall program- 
ming fare by Executives Radio- 
TV Service shows a decided in- 
crease in the number of such 
shows now being offered to tele- 
viewers. Network tv currently has 
63 sponsored dramatic programs. 
The number of situation comedies 
has jumped from six last fall to 
21 currently, while dramatic plays 
rose from 16 to 22. The 14 mvys- 
teries now on sponsored video 
add up to about the same total as 
a year ago. 


s Network radio lists 40 spon- 
sored dramatic shows. The num- 
ber of 
from five last fall to 11 this fall, 
while dramatic plays went from 
nine to 13. 

The information service put the 
number of network TV sponsors 
ai 159, with 162 programs. This 
compares with 141 sponsors and 
149 programs a year ago. Com- 
parable totals for radio show 131 
sponsors and 174 shows this fall, 
against 139 sponsors and 196 pro- 
grams last year. 


‘Cue’ to Issue Miami Edition 
Cue, New York entertainment 
weekly, with its Dec. 19 issue will 
publish a Greater Miami edition. 
Initial distribution is expected to 
reach 15,000 copies. One time b&w 
page rate will be $325. This com- 
pares with $960 for other editions 
with 100,000 guaranteed circula- 


edition will be solicited by Hal 
Winter Co. 


situation comedies rose) 


tion. Advertising for the Miami | 


Maureen O'Neill, 
23, a London lass picked as ‘Queen of 
Leather” by Britain’s tv viewers. She 1s 
dressed, it goes without saying, in an all- 
leather outfit. Her strapless gown is made 


A TRIFLE WARM—Here 


of doeskin. Her comment: ‘Comfortable, 
but just a trifle warm.’ 


Gets Pacific Advertising 

Carl W. Sickler, for the past six 
years co-owner of Pacific Adver- 
tising Staff, Oakland, Cal., has as- 
sumed full contro] of the agency. 
|An expansion program and staff 


additions are planned, although 
over-all policies remain un- 
changed. 


Promotes William Bienemann 


William J. Bienemann, contact 
executive of MacFarland, Aveyard 
& Co., Chicago agency, and assist- 
ant to A. B. Dicus, executive v.p., 
has been promoted to a v.p. 


WNAX-570 Promotes Peterson 


Roland (Pete) Peterson, farm 
news editor of the farm service 
department of WNAX-570, Yank- 
'ton, Sioux City, has been promo- 
‘ted to production manager. 


|\WXYZ-TV Hikes Power 
WXYZ-TV, Detroit, on Oct. 


18) 


Detroit, 


81 


Ford Joins Marketing Group 
Ford Motor Co., 


has 


went from 28,000 watts to 112,000 joined the American Marketing 


watts, 


power 


a four-fold increase 


in | Assn., Chicago, the 114th company 
ito do so. 


WALIACES 


FARMER 


lowa’ Homestead 


PuB.B 


DEPENDED ON MOST by lowa farmers 
when they need information on 
"Corn and Other Field Crops". 


pus. C 
1.9 


Where do Iowa farmers get their infor- 
mation? Their best source of information 
is your best selling media in this $2 
billion farm market. Get the facts from 
‘“‘InFARMation Please No. 2’’, a study 
conducted by the Statistical Laboratory 
of Iowa State College. Write for your 
copy now—on your letterhead, please. 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, IOWA 


yton’s favorite 


“live” talent 


fraeidw e That’s Greek for charm—and 
Venus is the gal who's loaded with €raeido 
the kind that wowed the folks way back when. 

But that was before television! 
Today, folks prefer to be charmed by 


top performers like 


WIW-D’s Neal VanElls, Betty 
Ann Horstman and The Arvie 
Recore Duo. Consistent top 
ratings for 3'2 years prove it. 
No wonder WIW-D has so 
much to do with guiding 
buying habits in Dayton’s rich, 
industrial market. 

So when you buy TV time in 
Dayton, be sure to yet top talent 
plussed by the exclusive client 


services of WIW-D! 


WiW- 


D EXCLUSIVE $s, 


DAYTON e | 


OFFICES: 


NEW YORK © CINCINNATI 
JMBUS @ ATLANTA @ CHICAGO @ HOLLYWOOD 
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Drop-Off in Business Activity 
Seen at Distribution Conference 


(Continued from Page 1) 
any business that promises a prof- 
it these days... 


s “We are likely to see a tidal 
wave of all sorts of methods and 
devices of sales promotion, such | 
as the extended use of trading 
stamps, sales contests, merchan- | 
dise clubs, giveaway programs and | 
a wide variety of sales bait. We | 
are now witnessing and we shall | 
see even more of the most hyster- 
ical commercials on radio and tv. 
that have ever been tried since_ 
these media were invented. Phony 
huckster methods will probably | 
come out badly, but it is a pity 
that the money expended in these | 
methods will be wasted.” 

In addition, Dr. Nystrom said, 
a decline in the birth rate during 
the next decade seems inevitable, 
with the possibility that not only 
the rate, but even the actual mum- 
ber of babies born, may decline 
in the next five to ten years. 

“If this forecast is correct,” he 
said, “then manufacturers and re- 
tailers who are now reaping a 
golden harvest from the enormous 
sales of infants’ foods, toys, play- 


(2) rise of the middle income 
group, and (3) the growth of sub- 
urbia, Ralph D. Paine Jr., publish- 
er of Fortune, told the conference. 

The last of these, marking a de- 
cided change in American living, 
is perhaps the most important, he 
said, emphasizing the growth of 
Sunset Magazine—the only suc- 
cessful regional magazine in the 
home field—as a tip-off that Cal- 
ifornia may give the country the 
shape of things to come. 


@ In general, Tobe Coller Davis 
reinforced Mr. Paine’s analysis of 
what is happening to American 
living, explaining that the new 
pace-setter in fashion and in liv- 
ing is still someone named Jones, 
but not the top-drawer Jones of 
fiction. Instead, it is the middle- 
class suburban Jones, who has 
blossomed as the great mass 
American market. This is a vast 
new market which fashion must 
now cater to, she said, and which 
represents a real challenge to dis- 
tribution. 

The concept of distribution and 


marketing as more important cur- 
rently than production was also | 


tem of distribution will be clogged 
with vast quantities of goods 
which we can produce without ef- 
fort, but which we cannot sell. 


“In such a society, it is inevi- , 


table that the murketer, the sales- 
man and the advertising man 
must, in the final analysis, carry 
the burden of keeping the eco- 
nomic machine running. They are 
the people who must carefully 


tend the most important machine | 
of all—the machine that manu-_ 


factures orders.” 


s Mr. Swain reviewed briefly de- 
velopments in a variety of indus- 
tries, with special emphasis on 
mechanical and electronic devel- 
opments, and suggested that the 
same techniques can make vast 
changes and improvements in dis- 
tribution as wel] as in manufactur- 
ing. 

New techniques of self-service, 
and the development of integrated 
shopping centers, are two major 
developments in_ retailers’ at- 
tempts to “put its merchandise 
where the customer can get at it 
and to put stores where customers 
can get at them,” Mr. Kaylin said. 

B. Earl Puckett, chairman of 
the board, Allied Stores Corp., al- 
so emphasized the vital need for 
a substantial increase in the con- 
sumption of consumer goods to 
keep the economy at a high level. 
“Distribution must become much 


things, clothing and other goods | voiced by Robert E. MacNeal, |™ore dynamic. It must create de- 
that children require, had better president, Curtis Publishing Co., | S!7es and convert them into wants, 


watch their step and look for al- | 
ternatives to take the place of | 
these goods when their sales start 
to decline.” 


= The same general pattern of 
thought was voiced at the Monday 
luncheon by Fred Lazarus Jr., 
president, Federated Department 
Stores, and Paul M. Mazur, part- 
ner, Lehman Bros. 

Return of a buyers’ market and 
potential drop-offs in defense ex- 
penditures need not result in sub- | 
stantial recession or unemploy- 
ment, Mr. Lazarus said. In fact, 
he voiced one of the most optimist- 
ic statements made by any retailer 
recently. 

“In order to cancel out the ef- 
fects of these reductions [in de- 
fense expenditures] from the 1953 
gross national product,” he said, 
“we would have to sell about 9% 
to 10% more consumer goods and 
services than the estimated $230 
billion being sold in 1953. 

“In my opinion, we retailers can 
make up most of this difference, | 
and. the increase can be achieved 
with relatively few business 
risks.” 
All it takes, he added, is an in- | 
tensive return to selling, plus a 
reasonable economic climate, one 
of the main features of which, he 
said, would be a realistic approach 
to credit. 

“A restrictive credit and money 
policy,” he asserted, “can easily | 
cause widespread unemployment. 
I am not arguing for a policy so) 


who reviewed his company’s long | 
history in marketing research, and 
concluded: 

“We have solved many of the, 


: , | 
most basic of our production prob- | 


demands and sales,” he said. “The 
fundamental objective of the re- 
tailer is to ‘obtain a desired emo- 
tional reaction’ from the customer. 


Products and methods change. | 


lems in this country. Our indus- This fundamental objective never 
trial capacity is enormous. Our | does.” Retail personnel must rec- 
need in the future is to manufac- ognize this fundamental objective, 


| population distribution of recent 
years. 


| 


ture customers for all the goods | 


and services we are equipped to) 
produce and to learn enough about | 
those customers to know what, 
they will buy that hasn’t even yet | 
been made. We must do that if we | 
are to keep our economy dynamic. 
We must create the capacity to ab- 
sorb our present and potential 
production. Marketing research 
well done and rightly used can be 
an invaluable aid in the future 
growth of America, for grow we 
must and shall.” 


® The importance of continuing 
market research was also empha- 
sized by Dr. Vergil Reed, associate 
director of research, J. Walter 
Thompson Co., who reviewed 
many of the changes in popula- 
tion, family formation, income and 


“Cupid, the stork and even the 
delayed calls of the grim reaper 
are certainly showering business 
men with market blessings,” he 
said. “But always overshadowing 


'these blessings is the inescapable 


need of discovering, studying, and 
measuring the dictates of the 
Great God Change. What is he do- 
ing to your market in terms of 


|be that people 


and personne] selection and train- 
ing must be geared to it, he said. 


® And William A. Blees, v.p. in 
charge of sales, Avco Mfg. Corp., 
told the conference: “It used to 
in this country 
bought things because they needed 


‘them. Now, it is what they want 
‘that causes them to buy, since we 
‘are over postwar shortages. It is 


the discretionary power of the 
consumer to choose what he wants 
that is the most important thing 
to recognize today.” 

The consumer has been absorb- 


ing 62% of our national output 


of goods and services and he can 
absorb more, Sylvia F. Porter, fi- 
nancial editor, New 
told the conference. 

“All Americans involved in the 
production or distribution of goods 
now have an immense responsi- 
bility to maintain the consumer's 


York Post, | 


Advertising Age, 


4 LE. McGivena & Co, m Alvateme 


44 Medien Keno, Now Tart Cae 


DOFFED HAT—L.E. McGivena & Co., New 

York, is running this house ad as the first 

of a series in the Harvard Business Review, 

hoping to “influence the ‘new manage- 

ment’ man who perhaps will be more up- 

preciative of the caliber and quality of our 
creative effort.’ 


A challenge to the conventional 
concept of “distribution costs’? was 
voiced at the opening session by 
Robert J. Eggert, manager, pro- 
gram planning department, Ford 
division of Ford Motor Co. 

“Why is it,’”’ he asked, “that the 
authors of reference sources, when 
referring to manufacturing, speak 
|of it in terms of value added, 
whereas when referring to mar- 
keting, they speak of it in terms of 
cost?” It’s about time, he indi- 
cated, that the real values added 
by distribution—without which 
the values added by manufacture 
would be meaningless—be recog- 
ognized by business, by economists 
and the public, and that “value 
added by marketing” replace the 
“cost of distribution” phraseology. 

Toward this end, he suggested 
more intensive study should be 
initiated to determine’ exactly 
what constitutes marketing, and 
to develop more scientific meth- 
ods of setting values on the mar- 
keting function. In addition, Mr. 
Eggert said, ‘“‘the marketing indus- 
try today seems to be in dire need 
of a coordinated and aggressive 
program explaining its functions 
‘in the broad marketing area.” 


= James B. Lee, president, Frank 
H. Lee Co., hat manufacturer, told 
the opening session yesterday 
that the men’s clothing and fur- 
nishings industries are finally 
'waking up to the fact that man’s 
,motivations require study, and as 
|a result are moving toward “giv- 
ing the man what he wants.” 
“Since 1939 our adult male pop- 


buying interest, to stimulate the} 
consumer’s wants and desires, to| ulation has gone up 10% and our 
encourage him. and her toward|spending power has_ increased 
new and higher living standards,” | 250%,” he said. “Yet in that time 
Miss Porter said. “It’s not just an cuttings of men’s suits have de- 
opportunity; it’s a responsibility |clined 22%. One male customer 
...If the consumer is not intrigued | Out of ten doesn’t even own one 
by the inventiveness, flexibility,| year-round suit. The average 


liberal as to return the inflation to| numbers, composition, location, 
which we have been subjected, but | concentration, income and its dis- 
we must be careful that the pen- tribution, leisure time, diets, pref- 
dulum does not swing too far the erences, interests, hobbies and 


other way.” | habits? Finding the answer to this 
| question will bring you generous 
es Mr. Mazur, 


emphasizing in ata aad for the seeking.” 
concepts of an expanding, dynam- 
ic economy which he outlined 
in his book, “The Standards We} American economy is largely up 
Raise” (AA, Sept. 14), said: _to distribution and marketing peo- 
“In a static economy, mass pro- ple was again emphasized this 
duction must be the creator of morning at a panel discussion par- 
unemployment. The antidote to ticipated in by three business pa- 
this dangerous poison in the ar-/| per editors—Philip W. Swain, 
teries of trade is constant growth | Power; S. O. Kaylin, Chain Store 
of the economy...In the economic | Age, and S. R. Bernstein, Apver- 
partnership of mass production | TISING AGE. 
and mass distribution within the| “The dangers that confront us 
U. S., mass distribution has be- |in the economic realm have noth- 
come the senior partner. Upon it ing to do with lack of goods or 
will depend prosperity under a | services,” Mr. Bernstein said. “On 
system of competitive enterprise.” | the contrary, they all revolve 
Three major factors of signifi- | around the horrible and ever- 
cance in the American marketing | present danger that we may pro- 
scene in the past few years have duce too much—that our factories 


@ That what happens to the 


been (1) growth in population, | and our industries and our sys- 


boldness and know-how of sellers, 
he may well pul! back, start try- 
ing to save his earnings. If he does 
that, he will join other forces 
working toward a weakening of 
our boom and make a fairly severe 
shake-out inevitable.” 


s Appropriately, the final speaker 
on the conference prograrn was A. 
W. Zelomek, president, Interna- 
tional Statistical Bureau, who has 
written a book just released this 
week. The title is “No Major De- 
pression in Our Lifetime.” 

“What I say in the book may be 
repeated here,” he said. “America 
will continue to enjoy an expand- 


ing economy, expanding produc- | 


tion and expanding consumption. 
But, we won't have the blissful 
sellers’ market we had during the 
war. Consumers will have the dol- 
lars, but business men will have 
to be smarter than ever to cap- 
ture those dollars, especially dur- 
ing the kind of period which we 
are entering now.” 


number of suits owned by every- 
body is barely two! Only a third 
of the male population has a sports 
jacket; only 40% own a spring 
suit. ' 

“These are not comments on the 
lack of buying power in the U. S. 
They are comments on the fact 
that the American male has elec- 
ted to spend his wealth in other 
channels than clothing. They are 
comments on the failure of the 
apparel industry to understand the 
nature of the American male.” 


® The apparel industry is finally 
awakening to the fact that the 
male doesn’t want drab, uncolor- 
ful, formalized clothing, Mr. Lee 
said, and wants casual clothes in- 
stead. Business shirtings, he re- 
ported, have fallen off 40% from 
1948 to 1952, whereas sports shirts 
have risen 110%. So tne men’s ap- 
parel industry is going in more 
and more for clothes designed to 
meet the trend—casual clothes, 
more colorful patterns, clothes and 


October 26, 1953 
accessories designed for comfor- 
table living. 

Fenton B. Turck, president, F. 
B. Turck & Co., told the conference 
this morning that “new products 
are the magic touch that opens 
tight consumer purse strings even 
in a recession. Stimulating new 
buying power for new products is 
the No. 1 preventive medicine of 
a severe business slump.” 

However, he added, “the sub- 
merged seven-eighths of the ice- 
ber g—distribution—frequently 
| wrecks product expansion pro- 
grams.” Research and study in 
distribution are essential requi- 
sites to the manufacturer introduc- 
ing new products, he said, to make 
/ certain that the proper weight and 
emphasis are given each of the 47 
| factors in distribution, so that the 
prcduct is presented to the custo- 
| ner in the right place, at the right 
ime, with proper packaging and 
| pricing, ete. 


s Man-made fibers will continue 
to make substantial progress in the 
'three major textile markets—ap- 
parel, household and industrial— 
Harry L. Dalton, v.p., American 
Viscose Corp., assured the confer- 
ence. He presented an interesting 
chart which showed the trend in 
the past 25 or 30 years. In 1920. he 
reported, cotton represented 88.3% 
of all fibers consumed, with wool 
accounting for 9.8%, an extreme- 
ly modest 0.3% representing the 
rayon-acetate share. In 1952, cot- 
ton’s share of the market had de- 
clined to 69.6%, wool’s to 7.2%. 
Acetate and rayon fibers were up 
to a substantial 18.9%, and other 
man-made fibers accounted for 
4% of total consumption. 

Foreign marketing and distribu- 
tion had an important place in the 
conference-discussions, with speak- 
ers on various aspects of foreign 
marketing including Philip Cort- 
ney, president, Coty’s Inc.; Lloyd 
K. Neidlinger, executive director, 
U. S. Council, International Cham- 
ber of Commerce; Gottlieb Dutt- 
weiler, Federation of Migros Co- 
operatives, Zurich, Switzerland: 
Sir Richard Burbidge, chairman, 
Harrods Ltd., London, and Doug- 
las Ambridge, president, Abitibi 
Power & Paper Co., Toronto. 


a Mr. Cortney made a plea for a 
return to the gold standard and the 
stabilization of world currency, at 
a suggested price of $70 an ounce 
for gold, and Mr. Neidlinger 
echoed his sentiments for stabilized 
currency. Mr. Neidlinger also ex- 
pressed the confident belief that 
some sort of European federation 
will eventually emerge, with re- 
markable advantages to business 
and important effects on the Euro- 
pean standard of living. 

Mr. Duttweiler reported that “I 
feel that food distribution has 
reached such a high standard of 
efficiency that the days of revolu- 
tionary progress are over,” and 
then proceeded to detail numerous 
experiments in food and other re- 
tailing, and in distribution, which 
are currently being tried out in 
Switzerland. 


® The job of getting trade and in- 
dustry back on its feet in England 
has been a slow and painful one, 
Sir Richard reported, but it is fi- 
nally being accomplished. Most ra- 
tioning and restrictions have now 
been abolished, he reported, and 
|in spite of limitations enforced by 
the necessity for increasing foreign 
trade, substantial progress can now 
be anticipated. 

Individual or independent re- 
tailers still do 56% of the total vol- 
ume of trade in England, he said, 
with chain stores accounting for 
26%, cooperative stores 12%, and 
department stores 6%. 

Mr. Ambridge made a plea for 
greater freedom of movement in 
the economic and business sphere 
between the U.S. and Canada, with 
|particular reference to tariffs 
which prevent sales in the U.S. of 
a wide variety of Canadian goods. 
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The new draft rep 


Joins Bruce B. Brewer & Co. 


Camillus Boone Willett, former- Bill Munsell, formerly an ac- 
gned to ly art director of Art Display Co., count executive of W. D. Lyon 
employes. has joined the staff of Long- Co., Cedar Rapids, la., agency, has 
rtedly sub- Haymes Advertising Agency, Win- joined the Minneapolis office of 
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Defense Contracts 


WASHINGTON, Oct. 20—The De- 
partment of Defense confirmed to- 
day that its top auditing officials 
have been circulating proposed re- 
visions in procurement regulations 
specifying the kinds of costs—in- 
cluding advertising—which will 
qualify as reimbursible expense in 
defense contracts. 

The drafts have been submitted 
for comment to the auditing and. 
procurement officials of the in- 
dividual branches of the armed 
services. A Defense Department 
spokesman warned that the draft 
might be substantially changed be- 
fore it is finally issued. 

The document represents an ef- 
fort to eliminate the uncertainty 
which has developed during the 
three years since the existing pro- 
curement regulations have been in 
use. In the present version, the 
sections on advertising are re- 
ported to be broader and more def- 
inite than the existing rules. 


#® In confirming the fact that a 
draft of proposed changes in the 
procurement regulations was being 
circulated, a Defense Department 
spokesman said he believed it is a 
classified document. 

ADVERTISING AGE has not seen an 
actual draft of the proposed rules, 
but it understands the following 
important provisions are included: 

1. Personnel recruiting: Under 
the heading of production, the 
draft allows advertising expense 
for the purpose of recruiting per- 
sonnel or necessary material. The 
contractor is left free to use any 
media he chooses for such pur- 
pose. 

2. Advertising in trade and tech- 
nical publications: Revised rules 
provide two types of situations 
where contractors can use ads in 
trade and technical publications: 
(a) Where the ads follow the cus- 
tomary business practice, and will 
aid military production, and (b) 
where they appear in a publica- 
tion within the contractor’s in- 
dustry which is believed to be of 
benefit in the dissemination of 
technical and business informa- 
tion. The first provision is ex- 
pected to help sub-contractors 
who are advertising for materials, 
services and additional defense 
business. The second part is also 
somewhat more liberal than ex- 


NATION S LARGEST TRADE TERRITORY 


IN EL PASO 


—there are TWICE as many gas 
meters, 2'/2 TIMES as many elec- 
tric meters, and 3 TIMES as many 
telephones as there were in 1940! 


IT’S A SWELL PLACE 
TO SELL MERCHANDISE 


The Z1 Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ Line BUYS BOTH! 


vised version of the termination 
regulations would require the gov- 
ernment to pay a_ proportional 
share of the commercial advertis- 
ing obligation of a firm that sells 
regular commercial products to the 
government under a_ negotiated 
contract. 

4. Good will: An entirely new 
provision would permit a manu- 
facturer who has lost consumer 
good will as a result of his preoc- 
cupation in defense work to ob- 
tain payment for advertising ne- 
cessary to regain his loss. This pro- 
vision has been criticized as un- 
workable, and will probably be 


eliminated. 
5. Subscriptions: New wording 
proposes that subscriptions for 


trade, technical, professional and 
business periodicals and services 
will be allowable when incurred 
according to established practice. 


stitutes such terms as 
tice’ and “previous: 


usu il prac- ston-Salem, N. tll 


Bruce B. Brewer & Ca. 


business ex- 
perience” for the te: necessary” 
which appears frevientiy in the 
rules. currently in ‘ise. Officials 
feel the proposed t:'ins are more 
easily understood. i 
y rules will 
all kinds of 


If adopted, the 
be used as a basis | 
defense contracts. ey will not 
apply to existing © ‘tracts, how- 
ever, unless the co ractor agrees 
to accept them. Sin. in many re- 
spects they would | more liberal 


than existing rules. it is believed " 


OF QUAD-CITY 
AUTO SALES 


are on the 
Illinois Side in 
ROCK ISLAND 
MOLINE 

EAST MOLINE 


They read these newspapers: 


they would, in prac ice, come into 
general use. 


Graves Joins Donuhue & Coe 

Charles Graves, ‘ormerly with 
N. W. Ayer & Son, hus been added 
to the radio-video writing and pro- 
duction staff of Donahue & Coe,) 
New York. 


The MOLINE Dispated 
Zhe ROCK ISLAND 7¥egus 


¢ \ almost /0%OF the 
notions sakes 


‘ “J LAKES place 


a ahi 
WIR MARKET PATA Great 
%, of total 

U. S. market ; IAKCS 

Population ..... PCO ey JO Ain 601,300 8.3 Pre 
I. c' 5 5 ibe de aeae hab ecen dnd 185,540 8.6 
Farm RadioHomes................ 8,990 5.9 
ss 5 a hand cu aieklites $ 4 447,000 103 
eo eae $ 3,2 766,000 9.4 
Retail! Sales pan ta ae e $13.6 431,000 9.3 
Filling Station Sales sess dds $ 7 614,000 10.1 
Passenger Car Registrations 16,934 10.2 


WJR is the one salesman that can effec 
increase your volume in all of this rich n 
day of the year WJR, the most influential 
region, will carry your advertising messa 
in Michigan, Ohio, Indiana. Pennsylvania 
success and popularity do a real selling job 
Contact WJR or your Christal representat: 
for your advertising dollar in one of the | 


Let area. Every single 


HERE 
in WIRe primary 
coverage AER ; | 


ely and economically 


ce in the Great Lakes 
to millions of buyers 
| Ontario. Let WJR’s 


' 
r you 


it, The Goodwill Station 
S Radio Network 
50,000 watts 
today to get the most 
wns richest markets. 
AN IMPORTANT AREA FOR YOU 
~~ FAMILIAR AREA TO 


WIR, Fisher Building, Detroit 2, Michigan 


“4 WIR, Eastern Office: 665 Fifth Avenue, New York 22 
_# Represented Nationally by the Henry 1. Christal Company 
KE Canadian Representotives: Radio Time Sales, (Ontario) Ltd. 
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N. W. Ayer & Son Names Six | 
N. W. Ayer & Son has made six 


Advertising Alone 


appointments to its Philadelphia | s 
and New York. staffs. They are Moves Merchandise, 


Dirk Watson, service staff, Phila- 
delphia; John H. Trux Jr., Phila- 
delphia plans-merchandising de-| 
partment; Murray E. Morse Jr.,| 


public relations department, New| ness must reverse its thinking of | 


Donnelly Declares 


SCRANTON, Pa., Oct. 19—“Busi- 


This advice wis given to mem-_ 


bers of the Advertising and Sales 
Club of Scranton !ast weekend by 
Edward C. Donne!!ly Jr., president 
of the Advertisinz Club of Boston 
and of John Don: elly & Sons, Bos- 
ton outdoor adve-tising company. 
Pointing out thet business during 


York; Hene K. Hartwig, time buy- the past 20 years and devote more |the past two decades operated in 
ing staff, New York radio-tele-| attention to distribution and less| an economy of depression and war 
vision department; Patricia Ga-|t problems of production. More which brought «bout restrictive 


bany, client publicity group of 
the radio-tv department, and Al- 
bert E. Stott, Philadelphia out- 


| 
| 


attention must be given to crea- 
tive advertising and dynamic sell- 


door advertising department. , ing.” 


government controls, Mr. Donnel- 
ly stressed that today’s require- 
ments are in the area of distribu- 
tion. 


s Advertising, he said, “is the 
mass selling technique that alone 
can create demands, stimulate 
buying and move _ merchandise. 
Creative advertising and dynamic 
selling must be used to move goods 
and create demands which will 
make increased production pos- 
sible. 

“If our economy is to expand,” 
Mr. Donnelly said, “we must get 
out and sell. We must employ all 
of the multifarious techniques of 
modern advertising. We must make 
advertising more effective and 
more acceptable. 

“Along with making advertising 
more effective, we must make it 
more truthful. The small number 
of advertisers who lack con- 
science,” he said, “unfortunately 
exert an influence beyond propor- 
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|ness bureaus, more self-regulation 
——2 | by the advertising business and 
active participation of advertising 
leaders in civic and charitable ac- 
tivities. He praised the work of the 
Advertising Council and said that 
“every advertiser should take an 
active part in its many public 
service projects.” 

Mr. Donnelly also noted that 
“advertising is now an $8 billion 
prop to our $300 billion economy. 
It is the single most effective and 
economical investment business 
can make in the future economy.” 
| He decried pessimists who pre- 
|dict a recession and warned that 
“business could create a slump if 
/it heeds only the alarmists.” 


! 


* ’ * ’ 

NOW IN COLOR—Hiram Walker & Sons’ JOins “Progressive Farmer 
familiar butler serving Walker's Deluxe, John Phillips, formerly electric 
bourbon will appear in full color for the appliance salesman of Hunter 
first time in national magazine ads. The Bros., Fayetteville, N. C., distrib- 
company will also use photographic ads in| utor, has joined the advertising 
newspapers for the first time as part of |sales staff of Progressive Farmer, 
its holiday campaign to introduce the new| Birmingham. Mr. Phillips will 
Deluxe decanter. Foote, Cone & Belding | assist John B. Gordon, manager of 
is the agency. ‘the advertising office at Raleigh, 

i oF 


It’s Walker's DeLuxe, sir, in its gift decanter 


tion and cause doubt in the public, U. S. Rubber Boosts Worthen 


mind as to the merit and social | : 

and economic good of all advertis-| _ Thomas R. Worthen, assistant to 

ing.” the advertising and sales promo- 
tion manager of the international 

sd division, United States Rubber Co., 

= To safeguard advertising, Mr.| New York, has been promoted to 


Donnelly urged “militant support | manager of advertising and sales 


}of national and local better busi-| promotion. 


Not for long, amyway, because good production men just aren't 
easily fooled . . . certainly not about high fidelity reproduction. 
They know that no amount of planning, equipment or skill can 
coax quality printing out of just ordinary plates. 

They know that the fate of fine printing is in the hands of the 
photoengraver. That’s why more and more sharp production men 
are buying photoengravings with high fidelity performance built 
right in... at... 


° eo 
ENGRAVERS 


FORMERLY STEARNS & COMPANY 


It's a brand mew name and trademark and a grand new experience for 
buyers who demand unusually fine engraving at reasonable prices. 
Chicago Engravers is your starting point for fine printing results. 


7 means QUALITY photoengraving down to the smallest detail 
. . . highlighting, color corrections, tooling, proofing . . . that’s 
quality where it counts, where pride makes the difference. 


¢ means KNOW-HOW with a complete staff of skilled tech- 
nicians, authorities in their field, and all of them anxious to discuss 
your problems now. 

% means SERVICE, too, and always on a friendly, competent 
basis, by a seasoned staff of sales personnel . . . 


Including people like Art Myhrum who joined Stearns 
& Company. now called Chicago Engravers, in January 
1953. Before that, Art held top management advertising 
posts with the Chicago Tribune; later, he was appointed 
advertising manager of the Chicago Daily Journal. He 
was also vice president of the Pioneering Publishing 
Company, advertising director of the Omaha World 
Herald and western manager of James A. Coveney. 
co-publishers’ representatives... Art makes this 
observation , 

“Dependability of Quality. That's what my customers 
like about the work of Chicago Engravers. They find 


the quality consistently superior and that means a lot 
to me.” 


FORMERLY 


Stow 


ARTHUR MYHRUM 


PHOTOENGRAVINGS 
. WITH HIGH FIDELITY 
ENGRAVERS - gesuits: suit In 


417 NORTH STATE STREET 
CHICAGO 10, ILLINOIS 


Film File: NASH MOTORS 
Agency: GEYER ADVERTISING, INC. 


MOVIES DELIVER NEW CAR DEMONSTRATIONS AT A COST 
OF LESS THAN 1/15th OF A CENT PER READER TO NASH 


1952 Campaign Reached Theatre Audience of 20 Million 


Nash rates its theatre screen advertising cam- 
paign as highly effective for several key reasons. 
J. B. Huntress, advertising manager of the Nash 
Motors Division of Nash-Kelvinator Corpora- 
tion, explains: 

“We have used theatre screen advertising 
consistently throughout the post-war period. 
Our experience with this advertising medium 
has proved it a low-cost method of realistically 
demonstrating Nash Airflytes in action and en- 
abling our dealers to project their names and 
addresses before large audiences at a fraction 
of a cent per impression. 

“This does not imply that theatre screen ad- 
vertising is as effective as personal demonstra- 
tions, but film-ads do an excellent job. In fact, 
with Nash Movies we are able to demonstrate 
some features that a salesman can’t show in a 
personal demonstration. For example, an ex- 
treme camera close-up can show how the fender 
of a Nash remains level while the wheel absorbs 
the punishing shocks of high speed driving over 
a rough testing ground ... or a phantom shot 
can show, in action, the internal construction 
features of the Super Jetfire Engine. 

“The combination of pictures, color, action and 
sound in a single advertising medium is a very 
potent one, and we rate theatre screen adver- 


tising as an exceptionally good buy!” 


Supervising the film productions for Nash 
is Geyer Advertising, Inc. Nineteen 26-second 
color movie-ads were used in the 1952 series; 
13 featured new cars, six featured service and 
used cars. 

Coverage was about equally distributed be- 
tween large and small cities in all parts of the 
nation. The film program was merchandised to 
Nash Dealers by 300 salesmen (the sales force 
of five companies in the Association of Film 
Advertising Companies). Sponsoring dealers 
paid the local film servicing costs, and the 
movie-ads were displayed in dealer-selected 
theatres, both conventional and drive-ins. 


Alexander Cooperative theatre screen adver- 
tising is tailor-made for manufacturers with 
large dealer organizations. Used side by side 
with spot television, it delivers comprehensive, 
nation-wide film advertising coverage. Produc- 
tion of both TV and theatre film commercials on 
a single schedule achieves economy for the 
sponsor. 

With 34 years of experience as the world’s 
largest film advertising organization, Alexander 
Film Co. is geared to serve every film com- 
mercial need from scenario to screen! 


— Write Today for Complete Information — 


LEXANDER 


Firm 


O. 


COLORADO SPRINGS, COLO. 
World’s Largest Producer of Film Commercials for Theatres & TV! 
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Audit Bureau's Board 
Gets 4th Agency Man 


(Continued from Page 1) 
to four.) | 
The four retiring advertisers are 
John A. Martin, Montgomery Ward. 
& Co., Chicago; Robert M. Gray, 
Esso Standard Oil, New York; 
Wesley I. Nunn, Standard Oil Co. 
(Indiana), Chicago, and R. C.| 
Robertson, Colgate-Palmolive-Peet 
Co., Chicago. 

Yesterday, however, while the 
agency men considered the we- 
want-more-representation resolu- 
tion they were drafting, word 
came from the advertisers’ session 
that the latter would agree to 
giving up one seat. The offer 
quickly was accepted and the is- 
sue was settled—for this year, at 
least. 


® Based on this and other action, 
the ABC membership today re- 
turned 11 men to the board and 
elected five others to freshman 
terms. 

The new agency representative 
is George C. Dibert, J. Walter 
Thompson Co., New York. His 
term is for one year. Named to 
first terms of two years each by 
the advertisers are Henry Bots- 
ford, General Motors Corp., De- 
troit, and Walter Lantz, Bristol- 
Myers Co., New York. Frank 
Tucker, B. F. Goodrich Co., Ak- 
ron, will serve a one-year term 
as an advertiser board member. 

Tightest race for the board was 
for the two-year vacancy in the 
magazine section. Tally of the 
secret ballot gave a six-vote (127 
to 121) lead to S. O. Shapiro, 
Cowles Publishing Co., New York, 
over Robert 


Haig, Hearst " “Yager J 
Magazines, New ; 
York. 


Reelected to 
the board by the 
advertisers were | 
William N. Con- » ie 
nolly, S. C. John- Ned 
son & Son, Ra- | 4 
cine, Wis.; Carle-  \ 
ton Healy, Hiram : 
Walker & Sons, _ §&. O. Shapiro 


Detroit; Harley 
H. Noyes, Oneida Ltd., Oneida, 
N.Y., and John H. Platt, Kraft 


cost ratio of subscription offers to 
newsstand single-issue price. 


® The coupon-deal amendment 
(coupon deal now cannot be in- 
cluded as net-paid) was prompted 


iby a Brown & Williamson Tobacco 


Co. proposal to include magazine 
subscriptions in its premium cata- 
log. 

Advertisers and agency mem- 
bers of ABC favored the proposal 
but advocated more study of the 
plan. All others opposed the 
change. 

Newspapers opposed the pro- 
posal to include circulation break- 
downs based on Census Bureau 
metropolitan areas, declaring that 
a newspaper’s market cannot be 
measured adequately by this 
standard. In other words, they feel 


they have heavy circulation out-| 


side these areas in some cases and 
in others there are several news- 
paper towns in the same area. 
Agencies and advertisers sup- 
ported the inclusion of the new 
breakdown. 


® On the question of combining 
subscriptions obtained by catalog 
and independent agents, maga- 
zines, advertisers and agencies 
voted their support to the proposed 
change. Farm publications were 
opposed to any change that might 
apply to themselves. 

Advertisers and agencies backed 
the proposal to list more sub- 
scription offer vs. newsstand price 
data. Magazines were strongly op- 
posed to the change and demanded 
an opportunity to present their 
case before the board. Business 
papers asked for more study, but 
didn’t commit themselves. Farm 
publications opposed the change. 


® In their business session, busi- 


ness paper representatives urged | 
,} ABC to promote the aims, activi- 


ties and benefits of ABC opera- 
tions through purchase of space 
in advertising publications. In- 
crease in membership dues was 
advocated if necessary to provide 
a sufficient promotion budget. 
The resolution apparently was 


Foods Co., Chicago. All will serve 
two years. 


® Reelected to two-year terms by 
the agencies were H. H. Kynett, 
Aitkin-Kynett Co., Philadelphia, 
and Ben C. Duffy, president of 


Batten, Barton, Durstine & Os- 
born, New York. 
Business paper members re- 


turned Stanley R. Clague, Mod- 
ern Hospital Publishing Co., Chi- 
cago, to a two year teri. Named 
to succeed himself another two 
years was Leslie A. Watt, Poultry 
Tribune, Mount Morris, Ill., farm 
publication representative. 

The newspapers returned to the 
board E. R. Hatton, Detroit Free 
Press: Verne E. Joy, Sentinel, 
Centralia, Ill. and Harlan G. 
Palmer, Citizen-News, Hollywood, 
Cal., all for two-year terms. 


® Major issues developing at the. 


meeting—and to 
the directors at 
meeting—are: 

1. A proposal that subscriptions 
obtained through redemption of 
tobacco premium coupons be con- 
sidered as net-paid. 

2. Change of ABC reports of 
newspapers to include circulation 
in the standard metropolitan areas 
designated by the U.S. Census Bu- 
reau. 

3. Consolidation of subscriptions 


be weighed by 
their December 


obtained through catalog agents 
and independent agents in one 
listing. 


4. A new rule which, if adopted, 
would require detailed data on the 


| hadn’t 


based on references made by ABC 


President William A. Hart in his | 


opening address, which indicated 
that the promotion budget may be 
cut drastically from its current 
$70,000 level. 


When the business paper publi- | 


cation resolution was announced 
Mr. Hart hastily said that he 
intended to give the im- 
pression that a promotion slash is 
in the wind. Just what does hap- 
pen will depend on what occurs 
when next year’s budget is drawn 
up. 


® BBDO’'s Mr. Duffy related his 


,complete lack of fear expressed by 


some persons over figures showing 
that the percentage of national in- 
come spent on national advertis- 
ing has declined for many years. 

“It shows we're doing a better 


‘job for less money,” he asserted. 


He also scoffed at newspaper and 
magazine fears that television will 
run off with their ad revenues. He 
pointed out that newspapers took 
56% of the advertising dollar in 
1920 and only 30% in 1952, but 
added that there were a great 
many more ad dollars in 1952. 

The 1920 volume in newspapers, 
he said, was $200,000,000° but in 
1952, with a smaller share of total 
advertising spending, newspapers 
did a $526,000,000 volume. 

Radio and tv, he asserted, really 
have been a blessing for media ad- 
vertisers alike. Without the de- 
velopment of the broadcast media 
since 1920, he said, the demand for 
advertising pages would exceed 
the supply, bringing higher costs. 


JR. PREXIES SPEAK UP 
niversary, several of the 
New York. Left to righ 
founder of YPO; David | 
president of Servo Cor; 
Co., paint maker, who 
com any presidents under 40 years of age. 


When the Young 


ced the growth 


Presidents Organization had its third an- 


outhful executives spoke before the Sales Executives Club of 
ore Ray P. Hickok Jr., president of Hickok Mfg. Co. and 
Mahoney Jr., head of his own agency; Henry Blackstone, 
electronics maker, and Lee A. Potter Jr., Forman, Ford & 


of YPO to its present membership of 600 


would get 
are today, 
competition 
issue of a 
and 


Or, he added, issu 
even larger than tt 
resulting in more 
among ads in the si ‘nie 
|publication, lower ‘cading, 
less value to the ad\ crtiser. 


e J. Ward Maurer. chairman of 
ithe board of the As:. of National 
Advertisers, suggesicd that the 
ABC may be too secretive and too 
slow in some of its actions. 

| Mr. Maurer, who is also direc- 
tor of advertising of Wildroot Co., 
said the bureau should try “to 
achieve greater understanding on 
the part of the advertising com- 
munity. My reaction is that ABC’s 
light is still somewhat under a 
bushel and that we could all bene- 
fit by knowing a little more about 
why certain decisions are reached 
by the bureau and why certain 
problems aren’t solved as prompt- 
ly as might be expected in cer- 
tain quarters. In line with our mu- 
tuality of interest, it seems quite 
logical to me, as I know it is to 
others, that the ANA might repre- 
sent a helpful channel of com- 
munication in this respect.” 


# Mr. Maurer took the position 
that the bureau should not concern 
itself with “producing information 
about printed media beyond cir- 
culation audits themselves.” 


/now being performed by the ANA. | 
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Philip Morris, 
Benson & Hedges 
Propose Merger 


New York, Oct. 22—Philip Mor- 
ris & Co. and Benson & Hedges to- 
day announced a proposed merger 
which will provide the fourth larg- 
est cigaret company with an estab- 
lished filter brand. 

The new company, to be called 


grandsire in that classification. | philip Morris & Co., will be acti- 


The ARF is finally rolling in high 
gear, and offers unparalleled op- 
portunities for sound basic adver- 
tising research of virtually any 
kind so long as it is of real value 
to an important segment of its 
media, agency and advertiser sub- 
scribers.” 


| 


vated if approved at special stock- 
holders’ meetings of the two com- 
panies between now and the end 
of the year. 

It is unlikely that any change in 


jagencies will take place, at least 


for the time being. Benson & 
Hedges’ Parliaments are handled 


ir. Maurer spoke of the three|}, Benton & Bowles, while Philip 


liaison meetings held 
months with the Federal Trade 
Commission by the ANA _ and 
American Assn. of Advertising 
Agencies and said the additional 
participation of media will later 
be essential to the success of the 
joint effort for closer cooperation 
with government. 


® While the Audit Bureau should 
“remain true to its first principles” 
and function solely to determine 
net paid circulations of publica- 
| tions, it should make its audit re- 
| ports more useful to agencies and 
_advertisers. This was the opinion 
voiced by George C. Biggers, pres- 
ident of Atlanta Newspapers Inc. 
and of the American Newspaper 
Publishers Assn. 

Less than 10% of the 1,443 U. S. 
| cities and towns with newspapers 
/have two or more dailies, Mr. 
| Biggers observed. There is far 

less temptation now, than in ABC’s 
early days, for a publisher “to play 


“The ANA itself,” he said, “at | fast and loose with his circulation 
one stage thought that the ABC | Methods and totals when there is 
might wish to undertake the trend | © competitive newspaper breath- 
analysis of circulation then and | NB down his neck.” 


| This feeling is an understandable | ® Mr. Biggers made several sug- 
| one. There is no question that buy- | estions as to how ABC could help 


| ers, under continued pressure from 


‘the general managements of ad-| 


advertisers and agencies: 
1. “The advertising agencies are 


_vertiser concerns, do need to dig | requesting that all ABC reports 


|large and mounting expenditures 
|in advertising time and space. It 
is equally true that the ABC... 
| would seem to offer a_ logical 
channel for such extension of 
function. 


s “I have a feeling, however, that 
there may be a lot of merit in 
this situation in the old adage 
about the shoemaker sticking to 
his last. The great surge in circu- 
lations in recent ycoars has un- 
doubtedly increased materially the 
job which the ABC ‘5 called upon 
to do. There are a! new prob- 
lems with store distributed maga- 
zines, and in other «rections. The 


Advertising Resear:’, Foundation, 
furthermore, is nov itself a tri- 
partite organizat like this 


formerly man- 
Aorse Interna- 


CHARLES H. WEISSNER 
ager, media department 
tional Inc., and an acc. 
at J. Walter Thompson 
executive staff of Roy : 

the agency's Nes 


representative 
hos joined the 
urstine Inc. in 
* office 


deeper into the facts about their |Should list the counties in the 


_metropolitan areas.” In his own 
(city, said Mr. Biggers, “the arbi- 
|trary fixing of a line around At- 
|lanta and calling it a retail trad- 
ing zone does not influence our 
local advertisers one bit. They 
know the area from whence they 
| get business. The national adver- 
| tisers, on the other hand, might be 
| thinking in terms of a metropoli- 
tan area circulation and total cir- 
culation, and seeking a quick 
method of determining those fig- 
ures and evaluating them. If that 
is what the advertiser wants and 
'it will help newspapers get more 


in recent | 


Morris has Biow Co. and Cecil & 
Presbrey. 

Asked about future advertising 
plans, Alfred E. Lyon, Philip Mor- 
ris board chairman, said any new 
advertising plans would be “pre- 
mature,” and smilingly reminded 
a reporter that he was no longer 
his own boss. 


s® The new Philip Morris & Co. 
will assume all assets and liabil- 
ities of the two companies when 
the merger is accomplished. Stock- 
holders of B&H and old Philip 
Morris will receive one share of 
stock for each held in either of the 
old companies. 

Under current plans, the present 
board of directors of Philip Morris 
will be augmented by Joseph F. 
Cullman Jr. and Joseph F. Cull- 
man III, respectively president and 
executive v.p. of Benson & Hedges. 

Mr. Lyon and O. Parker Mc- 
Comas will be chairman of the 
board and president of Philip 
Morris as they are now. J. F. Cull- 
man Jr. will be chairman of the 
executive committee, and J. F. 
Cullman III a v.p. 


8 Benson & Hedges will be oper- 
ated as a separate division, with 
most B&H officers and department 
heads retaining their jobs. 

Philip Morris salesmen then 
would carry the Benson & Hedges 
line also. 

Reason for the merger was put 
succinctly by Mr. Lyons: “The 
most significant trend developing 
in the tobacco field is the phe- 
nomenal growth of sales of filter 
cigarets. Our analysis of the indus- 
try today indicates that sale of fil- 
ter cigarets will become an in- 
creasingly important factor in the 


future.” 

| Mr. Cullman asserted that Par- 
| liament king-size cigarets have 
{met “unbelievably fine reception” 
in the few markets where they 
have been introduced. 


business, I am certainly in favor | 


of making it possible. 


es 2. Agencies feel that the audit} 


reports “take too long 
publication... Circulation 
can go stale as all other 
does.” 

3. Agencies would like to have 
the number of occupied dwelling 
units in cities and towns outside 
the metropolitan area printed in 
the report. 

4. Agencies want a better def- 
inition of out-of-town circulation 
by metropolitan newspapers (es- 
pecially Sunday papers) “so that 
they would not be obliged to deal 
with what they now consider to 
be an inflated family coverage fig- 
ure, 


news 
news 


Moss Joins Elrick, Lavidge 

John J. Moss, formerly on the 
advertising and promotion staff of 
Armstrong Cork Co., Lancaster, 
Pa., has joined the planning and 
research staff of Elrick, Lavidge & 
Co., Chicago marketing consult- 
ant. 


in their | 


. If the merger goes through, the 
/new corporation will market these 
|brands: Philip Morris regular and 
‘king size, Parliament regular and 
king size, Dunhill king size in plain 
and cork tips, Marlboro, English 
Ovals, Players, Spuds, Benson & 
Hedges Private Blend and Debs 
cigarets. 

Other tobacco products to be in- 
cluded are Bond Street, Revelation, 
Lyons Own, Country Doctor, Pipe 
Club, and Formula No. 12 pipe to- 
bacco and Benson & Hedges Import 
Selection cigars. 


Names Bruck Advertising 
Artistic Card Co., Elmira, N. Y.., 


greeting card publisher, has 
switched its account from Phil 
fyordon Agency, Chicago, to 


Franklin Bruck Advertising Corp., 
New York. The agency has han- 
dled the Friendship Studios divi- 
sion of the company since January, 
and now will have charge of all 
advertising. Magazines, weekly 
supplements and television will be 
used. 
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Facts Must Combat Glamor in Selling - 


Newspapers, Canadian Ad Execs Told 


(Continued from Page 3) 
advertising dollars that policy 
might result in shrinking, merging 
or folding. 


es “It may shock you to hear 
an advertiser say it,’’ Mr. Hogue 
warned, “but if I were in charge 
{of a newspaper] I think I’d raise 
my rates until I got linage down 
to reasonable size, so that each ad 
stood a better chance for reader- 
ship—a better chance for effective- 
ness. That would mean a smaller 
paper, but it would be a better 
paper with a higher editorial-to- 
advertising ratio for the reader, 
and also a more profitable paper 
for the publisher, whose newsprint 
costs are foremost in his mind to- 
day.” 

Mr. Hogue said that in raising 
rates he would abolish the local- 


Northern Ohio’s 
Badge of Authority 


These names 

arrest attention... 
Reliable reporting of latest news 
... fast and accurate on-the-spot 
coverage... makes listeners 
keep tuned to WGAR. 


CHARLES DAY 


WGAR’'s news director 
dominates a dinner- 
hour audience at 6 
with the Day’s News. 


JIM MARTIN 


Three early morning 
news casts have driv- 
ers and shift workers 
quoting Martin 
throughout the day. 


\ 


. 


JACK DOOLEY 


Summarizes the day's 
news events daily at 5 
P.M. and 11 P.M. 


JACK PERKINS 


Covers weekend news 
events; frequently fea- 
tures on-the-spot re- 
ports and interviews. 


Able coverage by these top-flight 
newsmen, in Northern Ohio's 
oldest established radio news 
room, gives listeners what they 
want. No wonder they give 
WGAR the “badge of authority!” 


In Northern Ohio 


*WGAR 


THE SPOT FOR SPOT RADIO 
Cleveland 
50,000 watts aettes 


- ) ‘ 
CBS ee 
Eastern Office: at i 


cc 
Ey) 
. 665 Fifth Ave, N Y.C 


Represented by The Henry | Christal Co. 
tn Cosade by Radio Time Sales, Ltd., Toronto 


‘national differential, and perhaps 


install a new discount structure 
based strictly on the money saved 
by handling bigger ads or more 
frequent insertions. Pointing out 
that handling costs are the same 
for a 1,200-line ad or a 40-line ad 
and that sales and accounting costs 
are the same for a 52-insertion 
contract as for a one-timer, he 
said he’d give the 1,200-line and 
the 52-time advertiser the benefit. 
Then, he said, he would raise the 
whole new rate structure until a 
balance was struck between ad- 
vertising effectiveness and the pa- 
per’s profitability. 


® Again striking at the local- 
national differential, the P&G ad- 
vertising chief said that Canadian 
newspapers are leading U.S. news- 
papers in doing something about 
getting rid of this old newspaper 
tradition in that the Canadian dif- 


\ferential is only one-half or two- 


thirds of that in the U. S. 

“Newspaper advertising has been 
of tremendous assistance in our 
endeavors to fill our role in the 
food industry,” Sam _ Steinberg, 
president of Steinberg’s Groce- 
terias Ltd., Montreal, 
delegates. 


Mr. Steinberg said that his or-| 


ganization expects to have a busi- 


ness volume of $80,000,000 this | 
year, supported by 2,000,000 agate | 


‘continued and 
newspaper advertising,” Mr. Stein- 


told the} 


lines of newspaper advertising 
space. 
“The story of the growth of 


Steinberg’s is interwoven with our 
increased use of 


berg said. “It was about 1930 that 
we signed our first yearly news- 
paper advertising contract of 2,500 
lines. . . 


@ “It was during the introduction 
of self-service in food stores in 
the period between 1933 and 1938 
that the value of newspaper adver- 
tising was emphasized more than 
ever...It is another great trib- 
ute to the value of newspaper ad- 
vertising in respect to nationally 
advertised brands that the custom- 
ers’ immediate acceptance of this 
new way of merchandising re- 
flected an instant recognition and 
confidence in the brands offered,” 
he said. 

Mr. Steinberg explained that) 

when the supermarket came into) 
its own around 1939, his company’s | 
newspaper advertising had reached | 
a total of 100,000 lines annually | 
and business volume amounted to) 
approximately $8,000,000. 
# “When we stepped up our news- 
paper advertising program to 300,- 
000 lines, our volume reached $11,- 
000,000; at 1,000,000 lines our 
volume went to $27,000,000. and 
now that we are using 2,000,000 
lines of newspaper space, we ex- 
pect the volume to reach $80,000,- 
000,” he predicted. 

Mr. Steinberg added that 73% 
of Steinberg’s advertising budget is 
allotted to newspapers and stressed 


Advertising Age, 


the company’s policy of promoting 
brand name products, “the most 
important single factor in our 
daily newspaper advertising.” 


e Most newspaper admen are 
poorly trained and unqualified to 
do the job expected of them, Loyal 
Phillips, publisher of the Cana- 
dian-owned St. Petersburg Inde- 
pendent, told the NAMA. 

“In recent years, newspaper ad 
departments have been strongly 
criticized by both local and na- 
tional advertisers for their failure 
to offer the kind of service which 
competing media are performing,” 
Mr. Phillips said. 

“It should be the advertising 
manager’s prime objective,” he de- 
clared, “to train and develop a 
sales staff which is thoroughly 
qualified to give intelligent agency- 


|type service to retail stores.” 


The establishment of a retail 
training school for every publica- 
tion was recommended to the dele- 
gates by Bill Hamilton, member of 
Parliament and executive director 


of the Federation of Canadian Ad- | 


vertising & Sales Clubs. In addition 
to studying training booklets and 
taking examinations, salesmen 
should become thoroughly con- 
versant with the ways in which 
retailers synchronize their promo- 
tions, Mr. Hamilton said. 


s Court Conlee, 
ager of the 


promotion man- 
Milwaukee Journal, 


told the convention that with the | 
'growth of commercial tv in Can- 


ada, more intensive use of the pro- 
motion department must parallel 
the growth of other specialized de- 


No, Shakespeare 
doesn’t write AA 


Feature Articles, but... 


Carter Advertising 


Kansas City, Mo. 


has ever received 


“We get Ad Age 


Vonday at home. 


jective news. 
“dnd I like the } 


to write (a factor 


ing journals). 


home.” 


of business publications 


One of the sweetest orchids Advertising Age 


is from Hamilton Wilson. 


\ccount Executive, Carter Advertising Agency, 
Kansas City, Mo. 
writers know how to write—and that’s what 
we think, too. Say 


He avers that our article 


s Mr. Wilson: 


at the office, but 1 want to 


have my own personal copy delivered ever) 


“I like AA’s compleie, up-to-the-minute, ob- 


eature articles by men who 


not only know advertising but also know hou 


so often missing in all fields 
including advertis- 


“Ad Age is the only advertising magazine I'll 
spend my own money on to have delivered at 


No, our feature writers aren't Shakespeares— 


HAMILTON WILSON 


Account Executive 


but we think you'll get some pleasure and 
benefit out of how they say what they say .. . 
in the leisure and quiet of your home. MAIL 
THE COUPON below for a $3 personal sub- 
scription to be sent to your home and get 
FREE a copy of “Salesense in Advertising”. 
the best of Jim Woolf's weekly articles. 


Agency 


| ADVERTISING AGE 
| Dept. 


026, 200 E. Illinois St., Chicago 11, Il. 


| Please enter my 1-year subscription to Advertising Age. I am to receive FREE a copy of 
| James D. Woolf's “Salesense in Advertising.” 


50,000 watts ttle, 
| Company__ Fan Lo eae ee ee oe ’ : eas. 
1 Home leg Bix CBS ‘¢ 
| . _ ¢ Street pete - AN Ad wa 
[] Company 5 be Ester Office or. 
; City ———— SO ee 665 Fifth Ave, N.Y.C. 
' 


oO My check for $3 isenclosed. [ Bill me later. ( Bill my firm. 


October 26, 1953 
|partments in the modern news- 
|paper. It need not be a large de- 
‘partment, he said, adding that 
“one good resourceful man can 
‘often do wonders.” 

Although newspaper revenues 
are now their highest on record, 
despite competition of other media, 
promotion departments should be 
more fully exploited, Mr. Conlee 
said. 

A promotion department’s work 
should not be limited to prepar- 
ing promotional ads and mailing 
pieces. It should prepare good sales 
talks and other sales aids for news- 
paper carriers, dealers and space 
salesmen, Mr. Conlee emphasized. 

At the closing session J. Ross 
Bates, St. Catherines Standard, was 
elected president of the association. 

Other officers are Charles G. 
Fenn, London Free Press, 1st v.p. 
and chairman of the 1954 conven- 
tion; R. W. Pearson, Sudbury Star, 
2nd v.p., and L. Phil Vezina, 
L’Action Catholique, Quebec, sec- 
retary -treasurer. 


When Customers 
Tell Dealers: 


| 


| 


It proves your messages 
have the ring of authority! 


WGAR commands the respect of 
a large listening audience because 
of authoritative news reporting, 
outstanding shows and special 
events, both local and CBS. This 
buying audience is yours—to ring 
up results in cash registers! 


ADVERTISERS GET 
RESULTS ON WGAR 


Sales results obtained through 
use of WGAR are reflected in 
the number of years both local 
and national advertisers have 
been with Cleveland's Friendly 


Station! 

221 advertisers...... 3-5 years 
94 advertisers..... 6-10 years 
17 advertisers... .11-15 years 


16 advertisers. .over 16 years! 


WGAR’S PLEDGE 


Based on 23 years’ experience, 
“WGAR secures from its staff 
and its clients, careful prepara- 
tion and delivery of advertising 
messages to maintain high 
standards and good taste.” 


Listeners quote WGAR _ because 
they’ve learned to respect its voice 
of authority. We invite you to share 
the impact of this voice for your 
sales messages. 


In Northern Ohio 


‘WGAR 


THE SPOT FOR SPOT RADIO 


R ted by The Henry !. Christal Co. 
In Ganado by Rodio Time Sales, Ltd., Toronto 
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Selling to Institutions... 


1953 


Royal Metal, Englander Link Arms 
to Offer Complete Furniture Line 


CuHIcAGo, Oct. 2i—Two Chicago 
furniture manufacturers have a 
new answer to the perennial prob- 
lem of keeping ahead of the com- 
petition. 

Englander Co. and Royal Metal 
Co. this month began a coopera- 
tive sales and design program— 
believed to be the first of its kind. 

Both companies make extensive 
but non-competitive lines of fur- 
niture for use by hotels, hospitals 
and other institutions. 


inability to offer complete room 
settings with unified styling. 


® Royal Metal was founded in 
1897 to manufacture the then new 
wire chair for drug store soda 
fountains. Since then it has 
brought out case goods, tables, 


chairs and other metal furniture _ 
—but no beds—for offices, factor- | 


ies and institutions. 

Englander has produced beds, 
dual-purpose sofa beds and mat- 
tresses and is two years older than 
Royal Metal. Its products are de- 
signed for institutional and home 
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COOPERATION—Royal Metal Mfg. Co. and 
Englander Co. are running this page in 


eight business papers to announce their | 


new cooperative merchandising program. 


use, but like Royal Metal dealers, 
Englander’s sales force has heard 
more and more hospital, hotel and 


motor court operators express 
preferences for matching room 
settings. 


Before Royal Metal and Englan- 
der agreed to join forces to supply 
what the other lacked, the latter 
firm considered going so far as to 
produce a complete line of furni- 
ture, despite tooling and other 
production problems. 


® Result of the cooperative sales- 
service program is that institu- 
tional purchasers can place “one 


stop” orders for everything from | 


mattresses to laboratory stools. 
Salesmen of either company can 
take the order for delivery from 
the closest warehouse of the prod- 
ucts requested. Delivery schedules 
are timed so that both shipments 
arrive at about the same time. 

Cooperation, of course, also ex- 
tends into the design sections of 
both companies. Advertising and 
merchandising programs also must 
be coordinated. 

Leo Burnett Co., Englander’s 
agency, and Kuttner & Kuttner, 
which has the Royal Metal ac- 
count, have placed a series of ads 
this month announcing the new 
sales arrangement. Page insertions 
will appear through the rest of the 


year in American Motel, Hospital | 


Management, Hospitals, Hotel 
Management, Hotel World Review, 
Institutions, Modern Hospital and 
Tourist Court Journal. 

A catalog listing some 75 items 


However, | 
each felt it was handicapped by 


Sold through dealers of either 
/manufacturer also has been pre- 
‘pared. Both companies also use 
direct mail. 


@ Englander and Royal Metal 
each has an organization of dealers 
who handle only _ institutional 
sales. (The institutional, or con- 
tract sale, division of Englander 
is separate from its consumer sales 
department.) 

This type of dealer setup sim- 
plifies selling to institutions, for 
as Richard W. Girvin, Englander 


advertising manager, expressed it, | 


these dealers are big operators 
who know their business. Many 
employ interior decorators who 
plan settings for their institutional 


customers. 

Royal Metal anc ander, 
however, maintain a v serv- 
ices to assist deale: special 
problems. The same is ex- 
tended to prospecti istomers 
who request it, but p ict orders 
are taken only throt ealers. 
® Both companies ¢) pear confi- 
dent that the coope ‘tive selling 
plan will work. Mr. © ~vin, echoed 
by Royal Metal exe itives, said, 
“We were always  onsiderably 
handicapped because we couldn't 
offer a coordinated om setting. 
Now we can.” 

The institutional © partment is 


a recent addition to } \:ciander and 
now accounts for ab: i! 10% of its 
annual sales. 


WANN, Baltimore, Names Reps 


| WANN, Baltimore radio station 
aimed at the Negro market, has 
appointed John E. Pearson Co. its 
national representalive. Dora- 
Clayton has been named southern 
representative. 


Schwegmann Upset 


(Continued from Page 3) 
refusal to review his fair trade 
suit. , 

“To say that I am not disap- | 
pointed and heartsick over the de- 
cision of the court not to even 
hear the fair trade case would be 
an untruth,” he said. “To deny 
the hearing of the people's side of 
the fair trade issue is beyond my 
comprehension. The nefarious 
fair trade law does not represent 
the will of the people.” 

Declaring the law “actually 
|raises the cost of living,” Mr. 
|'Schwegmann said the statute de- 
stroys the principle of free enter- | 
prise, and added, “Every year) 
more and more products will be | 
added to the list of fair traded | 
merchandise, and every year the| 
people of this country will be) 
overcharged billions of dollars.” | 


s Eugene N. Beesley, president 
of Eli Lilly & Co., alse released a} 
statement in New Orleans today | 
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,in which he said the Supreme 


Court’s action in refusing to re- 
view the lower court’s decision 
“is more than victory for the 
Lilly company.” 

“It is a victory for the small, 
independent business man and 
his right to play a vital role in 
our free, competitive enterprise 
system without being subjected 
to unfair competition from  pre- 
datory price-cutters,” he said. 

My. Beesley said that in refusing 
to review the decision, ‘the justices 
have refused to upset the will and 
intent of the Congress as expressed 
in the McGuire Act.” 


Dent Named June Dairy Head 

Daniel M. Dent, president of the 
Evaporated Milk Assn., Chicago, 
and v.p. of Borden Co., New York, 
has been appointed chairman of 
the 1954 June Dairy Month na- 
tional sponsor committee. Chair- 
men and members of the JDM pub- 
lic relations, national industry re- 
lations and national sales promo- 
tion committees will be named 
within a few weeks. 


n important cog 


in the industry 


In any industry, the compilation and dissemination of information 


is a vital cog in the management machine. In the restaurant field, 


as more than 30,000 important executives can tell you, that job 
is adequately handled »y RESTAURANT MANAGEMENT ma azine. 


source of ideas that bu 'd bigger, better, more profitable 
restaurant operations. 


Selling to Rest 
ular 100-page : 
information o1 
hotel operatio: 
venient readin 
lems concerni: 


| phases of 


AHRENS PU) 


71 Vanderbilt / 


201 No. Wells: = Chicago, Ill. 


-ants and Hotels — This pop- 
rence manual is chock full of 


t's pocket size, too, for con- 
‘any of the answers to prob- 
advertising, marketing and 


restaurant and 
of the old ones. 


SHING COMPANY, INC. publishers of 
New York 17, New York 


For over 30 years, RESTAURANT MANAGEMENT has been a constant 


distribution can be found between its two covers. 
This book is designed to help manufacturers 
market new products or get more mileage out 


A copy will be sent to you upon your request, 
free of charge. Copies are limited. 


Hotel Management, Restaurant Management, 
Restaurant Equipment Dealer, Hotel World Review, 


Travel America Guide, Frozen Food Age. 
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Food & Drug Is 


Key in Rule on 
Anti-Ulcer Drug 


(Continued from Page 1) 

While Food and Drug theoreti- 
cally leaves the regulation of ad- 
vertising to the Federal Trade 
Commission, the “squeeze play” 
has enabled the agency to keep a 
firm hand on the claims used for 
drug products. 

Under this program Food and 
Drug checks the label against the 


JUST ASK FOR MARIE: 


meograph, 
wick pick-up and de- 
ah ee eonerets port lenty 
rience rsonnel, charges 
in line. ThE LETTER SHOP 


our 23rd 


a 
In 
(Now in 


successful vear 


ad claims. Where the ads suggest 
uses for purposes other than those 
specified on the label, the product 
is seized as improperly labeled. 

The label on Tryptacin offers 
the product for “temporary relief 
of excess gastric acidity.” The ad 
before Judge Hall, widely used 
throughout the country in the past 
year, contained this language: 
“Sensational new Tryptacin stops 
acid pain of diagnosed stomach 
ulcers...We have proved it; 
actual clinical X-ray tests patients 
showed almost complete healing in 
4 weeks...before Tryptacin was 
made available to sufferers of ex- 
cess stomach acid including diag- 
nosed stomach ulcer victims, clin- 
ical tests were conducted...” 


ws The judge said the advertise- 
ment “when considered in the 
light of the evidence presented, as 
to its meaning at the trial, and 
when read in its entirety, suggests 
and recommends the article for use 
in treatment of stomach ulcers.” 
“Tryptacin is not in and of it- 
self an adequate and effective 


in| 


treatment for stomach ulcers. If 
stomach ulcer; are not treated 
effectively, se-ious complications 
may develop,” he commented. 


The judge  xplained that the 
directions on the bottle are not, if 
followed, an -ffective treatment 
for stomach uicers and the label 
does not bear directions for treat- 
ment of stomach ulcers. 

The large-sciuie seizure program 
got under way when Rhodes con- 
tinued its ads following the court 
decision on Sept. 5. 


@ The case reached the court un- 
der the labeling provisions of the 
Food and Drug Act. Under those 
provisions of the law, the agency 
is permitted to seize a dangerous 
product or a product which in- 
volves a_ substantial ‘economic 


cheat.” Since Tryptacin was not, 


considered dangerous or a sub- the government's position. 


stantial “economic cheat” the law 
permitted only a single seizure 
initially. The multiple 
now under way became possible 
only after the case was adjudi- 
cated, and the court had supported 


.. It costs when 

your advertising 
production job is 
scattered all over 
town — costs in time, 
money, ulcers, and 
quality! 


CREATIVE COMPOSITION 


Bertsch & Cooper is the only typographical 


house today set up to give you really complete 


production service...from creative make-up on your 


AND LAYOUT 


MONOTYPE 

LINOTYPE 

FOUNDRY TYPE 
EXPERT HAND SETTING 


ELECTROS 


TRU-TONE" PLASTIC PLATES 


NEWSPAPER MAT SERVICE 
TRU-TONE” ETCH PROOFS 
TRANSPARENCIES FOR 


OFFSET ANDO GRAVURE 


ea 
sf [THAT SELLS 


DMERCHANDISE 


original copy, to your final electros and mats. 


That's why ad men call Bertsch & Cooper typography 
‘sales-minded"' typography. Phone us collect 


wherever you are—HArrison 7-5920 


Send for Oz Cooper's famous, original type sizer... 
Designed for ad and production men, it cuts 


BERTSCH & COOPER, Inc. 


copy-fitting and copy mark-up time in half! 


FREE 


547 SOUTH CLARK STREET, CHICAGO 5, tit. 


NAME 


FIRM NAME 


ADORESS 


city 


ZONE STATE_ 


seizures | 


Advertising Age. 


MISS HELEN GOLBY, former advertising and 
promotion manager of Elizabeth Arden 
Sales Corp., has been appointed products 
publicity director of International Latex 
Corp., New York, for Playtex girdles, baby 
needs, foam pillows and home hair cutters. 


® Tryptacin is advertised through 
O'Neil, Larson & McMahon, Chi- 
cago and New York. 

E. D. Silha, manager of the a-| 
gency’s New York branch, said) 
there was “no comment” to be) 
made at this time about the Bov- | 
ernment’s action. 

Rhodes also markets Imdrin and | 
Imdrin Rub. The Federal Trade | 
Commission, in September, 1951, 
won a temporary injunction a- 
gainst Rhodes, which it said would 
prevent the company from adver- 
tising Imdrin as anything more 
than a temporary relief from pain. 
Rhodes at that time said Imdrin 
had never been advertised as a 
cure or remedy or that it would 
affect the underlying causes of 


October 26, 1953 
arthritis, rheumatism, _ sciatica, 
gout, neuralgia, fibrositis or bur- 
sitis. 


® The following month, the cir- 
cuit court of appeals in Chicago 
rejected a Rhodes motion to stay 
the injunction, issued by the 
U. S. district court. In December, 
Rhodes was fined $500 under a 
seldom-used section of the Federal 
Trade Commission Act for using 
paid space in Drug Topics to 
“knowingly” misrepresent the im- 
plications of an earlier court de- 
cision to reject an FTC request 
for an injunction. 

The fine was levied by the 
federal district court in Philadel- 
phia, which said the ad suggested 
the Chicago court cleared Imdrin 
of the FTC charges and supported 
claims that Imdrin is effective in 
allaying pains of arthritis and 
rheumatism. 


3 Name Lando Advertising 


Lando Advertising Agency, Pitts- 
burgh, has been appointed to han- 
dle advertising for Magnetics Inc., 
Butler, Pa., manufacturer of tape 
wound cores for the electronics in- 
dustry; Churchill Wafer Steak Co., 
Pittsburgh, and Gimbel’s depart- 
ment store, Pittsburgh, for a live 
television effort. 


Appoints Fred Gardner Co. 


Perfume Distributors Inc., New 
York, has appointed Fred Gard- 
ner Co., New York, to handle ad- 
vertising for Rigaud’s “Un Air 
Embaume,” French perfume and 
cologne now being reintroduced in 
this country. Media include fash- 
ion publications. 


TWIN CITIES 
MARKET 


ST.PAUL AND MINNEAPOUS 


+The Twin Cities Metropoil:an Area 
as defined by the 1950 U. S. Census. 


: 


af 


$1,263,527,000_ 
spent here annually 


DIVIDES INTO 


2 Distinct ‘‘Halves”’ 


Ramsey and Dakota Counties form the 


ST. PAUL 


“HALF” DY) §) fom 


The 404,000 persons in the 
St. Paul “Half spend 
$457,414,000 annually in re- 
tail sales and are reached 
ONLY by the ST. PAUL 
DISPATCH and PIONEER 
PRESS. 


ANOKA 


HENNEPIN 


HOUSEHOLD COVERAGE (Ram. & Dak. Co.) 


M 


E s 


DISPATCH-PIONEER PRESS 51.1% 85.1% 91.8% 


OTHER TWIN CITIES DAILIES 3.2% 7.7% 19.6% 


Market 


Metropolitan 
figures from the 1950 


I Ss 
**1948 
Trade, 


Census 


Census Retall 


Source: Households, 1950 Census 
Dispatch-Pioneer Pres-—A. B.C — 12/31 
Other T C. Daiiles—A. Bo C —3/31/52 


PA 


‘DISPATCH 


{352 


Representatives 
RIDDER-JOHNS, INC. 


New York—-Chicago 
Detroit 
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Jergens to Sponsor ‘Bride & Groom’ on NBC TV 


ies : > New York, Oct. 23—NBC-TV has made three new ( \\'.me sales 
‘ 94 Andrew Jergens Co. will sponsor “Bride and Groom” Mo! Wednes- 
a3 Free Tri day-Friday, starting Dec. 2. The five-days-a-week show f een spon- 
aa FHS — sored by General Mills and Toni Co. on CBS-TV. Rob < W. Orr & 


Associates is the Jergens agency. The Borden Co. for its tant coffee 
has bought the Wednesday and Friday segments of “Hé » «ins Falls,” 
through Doherty, Clifford, Steers & Shenfield. Procter & Gamble, via 
Benton & Bowles, will add alternate Mondays to its Tue: -through- 
Friday sponsorship of ‘Welcome Travelers.” 


Hertz Boosts Magazine Budget 10% 

CuHIcaco, Oct. 23—Hertz Rent-a-Car System will incre -© its adver- 
tising in consumer magazines by more than 10% in 19° ° Four-color 
ads will be used instead of two-color. The agency is Ca \pbell-Ewald 
Co. Hertz will continue its co-op ads on rail-auto and pla’) -auto travel 
plans (AA, Sept. 28). 


Sherman & Marquette Elects Templeton V. ”. 
end Pep padiages will corey dotclle of © New York, Oct. 23—William B. Templeton, director of radio and 
new contest sponsored by Kellogg Co., Bat- tv for Sherman & Marquette, has been named v.p. in Charge of that 
tle Creek, Mich., offering 35 all-expense Gepartment. Before joining Sherman & Marquette two 
paid trips to the Orange Bowl game in Mi- WaS With Kudner Agency as producer of the Milton Beiic show. 


ami. This four-color ad in Life, Nov. 2, | ‘Collier's ‘1954 Sales Are Up; Other Late News 


announce the contest. Leo Burnett Co., Chi- 
cago, is the Kellogg agency. |@ Advertising orders for space in Collier’s for 1954 exceed bookings 
| as of a year ago by 28% in space and by 49% in dollars. according to 


Good Salesmen Don’ t | Shepard Spink, advertising manager. 


e McGraw-Hill Publishing Co. 
Need Charts, Cole ‘months ended Sept. 30 consolidated net income, after al! charges and 
Tells Dotted Line 


| taxes, of $2,792,323, or earnings at the rate of $3.17 a share on each of 

the 880,000 shares of common stock outstanding. This compares with a 
Cuicaco, Oct. 21—Advertising | net of $2,539,891 for the comparable period of 1952. 

salesmen representing ABP pub-/|e Family Circle has announced its advertising revenue for 1953 will 

lications turned out in large num- | approximate $12,000,000, a record figure and 23% higher than last 

bers to get their batteries re- | year’s $9,749,206. 

a o i all-day mosting of e The Knoxville News-Sentinel will begin distributing Parade, Sunday 

yond persit weir Club — yester- | nicture magazine, Nov. 8. This brings to 43 the number of newspapers | 
+ = — was 1 8. currently distributing Parade, which now reports a circulation of 6,- | 
Alan S. Cole, executive v.p., | 000.000 

Breskin Publications, said the best eon 

selling is done without charts, sur- | @ Vance Pidgeon & Associates, Minneapolis, has been elected to mem- 


~ yourself and fevortte high schoo! football tear it.” Miarnsc 


KELLOGG CONTEST—Kellogg’s Corn Flakes 


veys and other accessories. He em- | bership in the American Assn. of Advertising Agencies, becoming the | 


phasized the psychological factor | 300th Four A’s agency. 
involved in actually closing a sale,| ¢ Food Research Laboratories Inc. has appointed the industrial divi- 


and compared the technique of 4! gion of Sterling Advertising, New York, to handle advertising and pub- 
salesman with the bedside manner | jj¢ relations. 
of a good physician. ; . 
Nelson Bond, v.p. and advertis- | @ Barrington Associates, management consultant, has appointed St. 
ing director, McGraw-Hill Publish- | Georges & Keyes, New York, to handle advertising and public rela- 
ing Co., emphasized the importance | tions. 
of good personal appearance in|» Paper-Mate Eastern Inc. has appointed Foote, Cone & Belding, New | 
selling. He decried the current! york, to handle its advertising. The agency now handles the entire 
tendency to go hatless and to wear Paper-Mate account through the New York and Los Angeles offices. 
socks without benefit of garters| Erwin, Wasey & Co. is the previous agency for Paper-Mate Eastern. 
as reducing the dignity of a sales- 
man’s approach. Smoking in a 
customer’s office without an invi- 
tation to do so was also questioned 
as not being in good taste. 


e First participating sponsor for NBC Radio’s new Sunday afternoo 
“Newspaper of the Air’—‘‘Weekend”—is B. F. Goodrich Co., 
which has bought two minute participations. 


ated through Batten, Barton, Durstine & Osborn. 


® G. E. Carlin, circulation director,|e H. G. Strong, formerly v.p. of Ziff-Davis Publishing Co. 

Reinheld Publications, told how | York, has been named publisher of Hunting & Fishing in Chicago, suc- 

special computations of circulation | ceeding E. F. McClure (AA, Oct. 19). 

data help salesmen. Semi-annual ve 

checks of subscribers to deter- 

mine changes in titles and positions | Farm Publishers GEORGE F. KERR 

result in upgrading the circulation, New York, Oct. 23-—George F. 
Kerr, 84, illustrator and cartoonist 


he said, thus adding to the sales Reelect Officers 
with The American Weekly, na- 


value of the Audit Bureau of Cir- 
culations statement. CHICAGO, Oct. 22—Agricultural tional Sunday supplement maga- 
Albert Isaacs, production man- Publishers Assn. reelected all of- zine of the Hearst newspapers for 
ager, Chain Store Age, gave the ficers at its annual meeting here more than 30 years, died yester- 
salesmen a good idea of production Monday and Tuesday. — day at his home in Yonkers, N. Y., 
W. E. Boberg, The Farmer, St. after a long illness. !ic had been 


problems involved in business pa- . ; 
per publishing. He emphasized the Paul, was reelected president, and pjind for several yea 


value of knowledge of these sub- °ther officers reelected were Os- A native of Brooklyn, Mr. Kerr 
jects in discussing such questions as ©@" M. Dugger, Progressive Farm- studied art at Cooper Union and 
color and position with advertisers. ©" V-P-; Frank X. Gaughen, Cap~ then did illustrations for the old 

E. E. DeGraff, director of sales P& Publications, treasurer, and New York Herald b ‘ore his as- 
training, McGraw-Hill Publishing ?: E- Spivey, Southern Planter, sociation with the He rst newspa- 


secretary. Victor Hawkins, Capper pers, He also did cart 
Publications, was named chairman torjals by the late Ar‘ 
of the marketing committee, which and illustrated mar 
has been working closely with the books, including “Pet 
American Marketing Assn. on 
studies of the farm market. 

On Wednesday, Farm Publica- 
tion Reports held its annual meet- 
ing. Mr. Boberg, who is also presi- 
dent of this group, was reelected, 
as were other officers. 


ns for edi- 

ir Brisbane 
children’s 
Rabbit.” 


Co., told what should be in a sales- 
man’s kit and how to make use 
of various selling tools. 

William K. Beard Jr., president 
of Associated Business Publica- 
tions, urged salesmen to sell edi- 
torial service as the basis of read- 
ership and advertising value and to 
study their own publications in 
order to be able to demonstrate it 
to advertisers. January, has resigne 

Robert E. Kenyon, advertising ——-— 


director, Printers’ Ink, discussed Trendex TV Ratings 


buying methods of advertisers and 
agencies and the importance of Ten Multi-Station Cities 
Oct. 1-7, 1953 


Kirckhofer Resigns 

Karl Kirchhofer, v 
eastern editor of Ad 
quirements in New Y 
magazine began pi 


has been 
tising Re- 
since the 
cation in 


year-around selling. 


Klein Loses Fair Trade Appeal ,.,, 


Program Rating | 6 Jackie Gleason Show scafe, 
The appellate division of the 1 1 Love Lucy (Philip Morris, CBS) 53.0) Schick shaver, She CBS) 37.0 
New York state supreme court has 2 Godfrey's Talent Scouts wedi 7 Groucho Marx Show oto- 


affirmed a lower court judgment CBS) . 47.8 Plymouth, NBC) .. 35.5 
prohibiting S. Klein, New York 3 Dragnet (Liggett & Myers, 8 T-Men in Action (Bord “8C 34.4 
department store, from selling toy NBC) . . 455 9 Colgate Comedy Hox ertin 

train items manufactured by the 4 Godfrey & His Friends (Liggett & Lewis, NBC) . 33.8 


& Myers, Toni, Pillsbury, CBS) 406 10 Red Buttons (Generc ods, 


Lionel Corp., New York, at below 
Milton Berle Show (Buick, NBC) .. 37.3 CBS) 


fair trade prices. 5 32.5 


and subsidiaries report for the nine) 


Akron, | 
The contract for the) 
company’s return to network radio after a lengthy absence was negoti- | 


Last Minute News Flashes Affiliates Weigh Charms of NBC's 


‘Rosah’ Lure for Holiday Advertisers 


NEw York, Oct. 22—Affiliates 
still are sizing her up and the sales 
department calls her birth an- 
nouncement premature, but Na- 
tional Broadcasting Co. is rushing 
ahead to make “Rosah” the belle 
of the Christmas media ball. 

NBC-TV’'s latest plan for get- 
ting a bigger share of the adver- 
tiser’s dollar is called “Run of 
Schedule Advertising—Holidays” 
or “Rosah” for short. The brain 
child of Sylvester L. (Pat) Weav- 
er, vice-chairman of the network, 
the proposal, outlined in a wire 
to stations this week, is tailored 
to attract holiday season advertis- 


ears ago, he ers who have last-minute expendi- 


tures, specialty advertisers and 
small companies which normally 
use printed media. 

Mr. Weaver's wire explained: 
“After getting our feet crushed by 
the weight of the October, Novem- 
ber and December issues of most 
| publications, we finally figured out 
a way to get in on that money.” 


|@ This is the 
| poses: 
Effective now and 
through Dec. 31, one-minute, 
filmed commercial participations 
| will be offered for sale on sustain- 
ing segments of telecasts aired be- | 


technique he pro- 


continuing 


as to just how many stations are 
included in the $3,530 price. 


® So far, reaction to Rosah around 
the stations is practically nonexist- 
ent. 

Walter Damm, of WTMJ-TV, 
Milwaukee, head of the NBC Af- 
filiates Committee, refused to com- 
ment on the new Weaver plan or 
to say whether it will be discussed 
when the affiliates meet in Chi- 
cago Nov. 17-18. A member of the 
sales staff at WNBQ, NBC’s o-and- 
o Chicago outlet, said he hadn't 
even heard of Rosah. 

AA then found that NBC’s Chi- 
cago network sales department was 
unaware that Rosah had come out 
in public. 

“The release on the new plan 
was premature and unfortunate,” 
was the comment. 


® AA also was told by the Chicago 
sales office that meetings with af- 
filiates still must be held before 
the plan goes into effect, that NBC 
itself is “not fully satisfied with 
it’ and that “there are still a lot 
of problems to be worked out in 
i” 

“If and when the new plan goes 
through and everybody approves 
it,’ said the NBC’ spokesman, 
“there will be a general release. 


tween 10 a.m. and noon, EST. The | 'NBC has released nothing on it to 


network will decide when and) 
| where the announcement will run. 
After it has run, the advertiser will 
‘be notified when it ran, on what 
|}show and the circulation reached. 
| Included in this catch-all offer 
| are unsold segments of “Ding Dong 
| School,” “Glamour Girl,” “Haw- 
kins Falls,” “The Bennett Story,” 
i“Three Steps to Heaven,” and 
|“Follow Your Heart.” The price: 
| $3,530 gross, ‘with the same facil- 
| ities program-time cost charged 
|for all purchases.” 

ADVERTISING AGE got no answer 


~ from Mr. Weaver or the network 


the trade, so far as I know.” 


A. P. Golf Forms Agency 
A. P. Golf, formerly northern 


‘California advertising manager of 


General Electric Supply Corp., has 
formed his own agency, A. P. Golf 
Advertising, at 115 New Mont- 
gomery St., San Francisco. New 
accounts include B. F. Goodrich 
Bay Area stores, Imperial Motors, 
Sabella’s Grotto, Heil Equipment 
Co., Purcell Bros., Dillers Cloth- 
iers, Gardner’s Men’s Clothiers, 
Superior Auto-Trim Service, Fill- 
more Street Merchants Assn. and 
Tick-Tock Burgers Self-Service 
Drive-In. 


National Nelsen Ratinas of Top TV Shows 


Two Weeks Ending Sept. 26, 1953 
All figures copyright by A. C. Nielsen Co. 


in New! 


Program Popularity’ 


| Rank Homes 
| Program (%) 
1 Racket Squad (Philip Morris, 
GE esdasees 55.3 
2 Dragnet (Liggett & Myers, 
ot ickivetickaha a 
3. See It Now (Alcoa, CBS) . punter 
4 Arthur Godfrey (Liggett & Myers, 
GE). srseccssercosnssevbeeestonsenenionntonsei 47.6 
5 Toast of the Town (Lincoln-Mercury, 
CBS) 46.2 
6 Jackie Gleason Show (Schick, 
Sheaffer, Nescafe, CBS) ............46.1 
7 You Bet Your Life (DeSoto-Plymouth, 
NBC) re 441 
8 Godfrey's Talent Scouts (Lipton, 
IPED ssiicionesiostnxertiausstnsdtetntseniacaibed 44.0 


9 Arthur Godfrey (Pillsbury, CBS) ....43.3 
10 Red Buttons (General Foods, 
=| GASSER Siensileaendaas eatvessel 


Total Homes Reached 


Rank Homes 
Program (000) 
1 Dragnet (Liggett & Myers, 
NBC) ... ..12,966 
2 Racket Squad (Philip Morris, 
CBS) 12,901 
3. Arthur Godfrey (Liggett & Myers, 
CBS) 11,381 
4 You Bet Your Life (DeSoto-Plymouth, 
NBC) bbonced 10,924 
5 Toast of the Town (Lincoln-Mercury, 
CBS) : 10,640 
6 Godfrey's Talent Scouts (Lipton, 
CBS) coisniens ee 
7 Arthur Godfrey (Pillsbury, 
GO) stsiccienennheia 9,833 
8 Arthur Godfrey (Toni, CBS) ......9,668 
9 Westinghouse Theater (CBS) ...... 9,257 


10 Ford Theoter (NBC) . 9,245 


*Percentage of homes reached in area where program was telecast. 


Pulse Network TV Ratings 
In 31 Markets, Sept. 1-3, 11-14, 1953 


EVENING, ONCE A WEEK 


Godfrey's Talent Scouts (Lipton, CBS)....35.1 
Dragnet (Chesterfield, NBC). : .35.0 
Racket Squad (Philip Morris, CBS) ........34.2 
Toast of the Town (Lincoln-Mercury, 

SGD. : adnvdcinvseabanianbeesaipheondiensiiadedts 31.2 
Groucho Marx (DeSoto- Plymouth, 

NBC) 30.6 
Show of Shows (Several sponsors, 

NBC) 30.3 


Godfrey & His. Friends (Chesterfield, 


TON, FREY, CIGD seccesvnrsaiiccnnsisers 30.0 
What's My Line? (Stopette, CBS) . 29.4 
Burns & Allen (Carnation, Goodrich, 

CBS) ...28.8 
Jack Benny (American Tobesse, CBS) ae 
Fireside Theater (PAG, NBC) . 26.4 
TV Playhouse (Philco, Goodyear, 

SUR ‘sunsssenvsenncsedbedncctdiblanbaiecsinoesins 25.6 


Mama (General Fi Foods, CBS) . Shad .25.3 


| Studio One (Westinghouse, CBS) 24.4 


The Web (Kent, CBS) 24.4 
MULTI-WEEKLY 

Howdy Doody (Several sponsors, 

tt , 12.7 
Camel News Careven (NBC) . 11.3 
Perry Como (Chesterfield, CBS) 11.0 
Strike It Rich (Colgate, CBS) 106 
Search for Tomorrow (P&G, CBS) 98 
Love of Life (American Home Products, 

96 
Arthur Godfrey Time (Several sponsors, 

| 9.5 
Guiding Light (P&G, CBS) 92 
Bride & Groom (General Mills, Toni, 

> a= ; 89 
Eddie Fisher (Coca-Cola, NBC) 87 


Jane Froman (General Electric, CBS) . 8.7 
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FC&B's Hussey Raps Publishers 
For Poor Defense Against TV 


(Continued from Page 3) 
sell factually against tv has print 
made? Mighty few, I think you will 
agree. Individual agencies and in- 
dividual advertisers have 


re- through 


ing—by types of media—-revealed 
by ADVERTISING AGE this spring for 


the big budget advertisers? Data | 
covered the five years from 1948 


1952—specifically with 


searched, have tested, have ana-|tegard to the shares of budget 
lyzed. They’ve had to! But so far,| Spent for magazines, farm papers, 
it seems to me, they have had supplements, radio and tv. AA 


strikingly little help from either 
the magazines or newspaper in- 


took only these five types as tanta- 
mount to 100% of budget, be- 


dustries as such. It might pay to Cause newspaper data was too dif- 
get rolling before tv becomes whol-/ ficult to secure, but the results 


ly mature! 
“Perhaps you may feel 


on the spot by tv. Well, let’s look 


at the record. And let’s look at a) 


few of the top advertisers, not the 


(among these ten top advertisers, 


it is at least) would probably have been 


too strong to refer to print as put| very much in the same direction 


had newspaper expenditures been 
included. 


average of all. Let’s look at your|s “Let's see who (besides radio, 
preferred sources for spreads and|of course) shows up as ‘on the 


color cycles. 
“What are the patterns of buy- 


spot’ because of tv. 
“At P&G, the radio-tv share of 


and 
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ITS HOT 
OR COLD 


B WET OR DRY 


Whatever the weather 


...Here’s how 
to put it towork 


making friends for you! 


National Weather Institute’s 30-day 
advance forecast is now being sold in 
desired quantities for advertising pur- 
poses. Imprinted with your firm name 


sales message, it’s a promotion 


piece that customers will welcome 
every month. Valuable for any execu- 
tive whose business or recreation is 
affected by weather (and whose isn’t? ). 


On a nationwide basis you get the 
big three-color chart—divided into 38 
weather zones—with a day-to-day 
temperature and precipitation fore- 
cast. In addition, 80 Major Mer- 
chandising Cities are pin-pointed with 
monthly forecasts of precipitation and 
high and low temperatures. 


The regional 30-day in advance chart, 
7 (in black and white) provides a fore- 

‘ cast and other weather data for spe- 
cific marketing areas, ranging from 
a few counties up to several states. 


These Forecast Charts prepared by | 
National Weather Institute are sup- 

plied only thru Western Union. Your 

supply of copies is sent you well in 

advance to meet your deadline dates. 

(If you like, we’ll even handle dis- 

tribution for you, in any quantity, 

direct to your list. ) 


For samples, rates, and full informa- 
tion on how this time-tested accurate 
service can be fitted to your own 
needs, consult your local Western 
Union office. 


WESTERN UNION 


| budget (ex new 
|a terrific 68% 
| 79% in those fi, 
| plements taking the entire rap. 
| “At General Foods, radio-tv rose 
\from 52% to 61%, supplements 
‘from 3% to 8%, while magazines 
and farm papers ‘ook the rap. | 
“Colgate’s racio-tv share went) 
from 40% to 57°%, with magazines 
the chief victim. while Lever went 
from 46% to 71°: in radio-tv, with 
magazines again the loser. 
“ADVERTISING AGE did show Gen- 
eral Mills with remarkably little 
change of pattern—radio-tv hold- 
ing at a high 69%, and only a 
very small shift from farm papers 
into supplements. 


) an astounding 
years—with sup- 


s “But at General Motors the 
share of budget devoted to radio- 
tv rose from 17% to 31%, and the 
magazines were once again the 
chief victim. 

“In the tobacco companies there 
was a similar picture. Reynolds’ 
broadcasting went up from 53% to 
a remarkable 77%, supplements 
from 1% to 3%, and it continued 
to come out of magazines and farm 
papers. 

“Liggett & Myers went from 
66% clear up to 74% in broadcast- | 
ing—this time with both supple- 
ments and magazines the victims. 
American Tobacco went from 48% 
to 63% radio-tv, and from 6% to 
9% in supplements, with maga- 
zines the sole sufferers. 

“At General Electric alone did 
magazines score a share success. 
GE’s broadcasting remained un- 
changed, supps and farm papers 
suffered a little, and magazines fi- 
nally went up—from 61% to 66%. 


a “In summary, except for Gen- 
eral Mills and General Electric 
(for both of which broadcast 
shares remained unchanged, at a 
high level for the Mills and at a 
low level for GE), for all these 
other top advertisers there was a 
large increase in broadcasting, and 
invariably it was at the expense of 
magazines, or of supps, or of farm 
papers—in short, at the expense of 
some form of print! 

“This was true of share, and 
often almost as true of dollars—al- 
though over-all budgets were ris- 
ing so rapidly that some media 
stayed level or gained in revenue, 
while still losing rather seriously 
in share. 

“Were slowly rising print costs 
the answer? I doubt it. Was it the 
‘get-into-tv-fast’ fad? Somewhat, 
yes. Was it a passing franchise 
scramble? Yes, partly, and one that 
only a few succeeded at. Was it 
provable tv-radio sales results? 
Yes, probably in very large part! 


e “But surely magazines, supple- 
ments and farm papers also could 
show many sales success stories, 
some of them right in mature tv 
areas. Or could get them. Or could 
have researched the problem and 
documented offsetting advantages 
of print. Yet I miss such a file of 
documented data around my office. 

“Was it that overworked ‘old 
davil, impact’? Well, who alone 
offers color? 

“Conversely, which medium 
didn’t, until very recently, offer 
more than 63 markets out of this 
whole vast country—still isn’t na- 
tional in a full sense? 

“Which gives the consumer no 
chance to study, to reread, to dis- 
cuss an advertising message, yet 
every chance to get on with the 
housework, or run down the city 
water pressure, while lending only 
one ear to the advertiser? 


|'@ “No, I believe with all its great 
‘sales effectiveness, tv isn’t the 
only medium that should maintain 
or gain much in share. There could 
be, I strongly believe, far more 


,dollars for magazines, for supple-| 


|ments, for comics, for daily and 
Sunday r.o.p. ‘vith and without 
,color, yes, and for outdoor and car 


— 


| 
ipers) rose from 


i alt PY Rome 


Advertising 


Age, October 26, 


READY FOR COLOR—Making plans for a color telecast of the annual Tournament 
of Roses parade on New Year's Day are (left to right) Lewis S. Frost, director of 
public relations for the western division of National Broadcasting Co.; Harry Hurry, 


president of the Tournament of Roses, and 


Barry Wood, color coordinator for NBC-TV. 


cards, too, than these media have 
really fought for—hard, intelli- 
gently and in a well organized 
way. 

“Radio got hit first and worst, 
and it seems to me radio has so 
far fought back best—not only 
against tv, but against print, too. 
Because radio is at present out aft- 
er everybody—in a big way. And 
while radio’s share of advertising 
dollars is more or less holding now, 
magazines have begun to lose. And 
tv isn’t national yet—doesn’t offer 
magazine-type coaverage—yet! 

“As for newspapers and supple- 
ments, they have already lost a 
fifth of what has been there to be 
had during the past decade or so. 


a “I eannot help feeling that news- 
paper and magazine publishers— 
numerous, divided and notably in- 
dependent though they most cer- 
tainly are to date—can, if they 
make up their minds to it, stop or 
reverse their shrinking shares of 
the U.S. advertising dollar. But it 
seems to me it needs concerted 
work and study, not by one book 
or newspaper, but by many, prob- 
ably all. And soon! Yet, to the best 
of my knowledge, little is so far 
being done in any organized, fac- 
tual, documented way. 

“Ty has made a number of 
studies. These studies prove that 
tv homes are forgetting how to 
read. No time for it! This in the 
face of circulation gains for most 
magazines! When are we agencies 
going to get the authoritative facts 
about this glaring contradiction on 
which such big budget decisions 
swing? Do people actually buy 
more magazines and then stay so 
glued to tv that they haven't time 
to open them? 

“It seems to me we could all use 
some reliable, documented evi- 
dence in rebuttal.” 


Servel Inc. Promotes Two 


Neal E. Schuman, sales manager 
of the Wonderbar refrigerette di- 
vision of Servel Inc., Evansville, 
Ind., has been promoted to field 
sales manager of the company’s 
appliance sales division. Frank A. 
Mitchell, appliance sales manager 
since 1952, has been promoted to 
general product manager. Both 
these titles are new in the Servel 
organization. 


Reiss Handles Butler Bros. 


In its Oct. 19 issue, AA car- 
ried an item on 
Christmas promotion of Butler 
Bros., Chicago distributor of gen- 
eral merchandise, incorrectly stat- 
ing that Friend-Reiss-McGlone 
handled the account. Joseph Reiss 
Associates, New York, has the But- 
ler Bros. account. 


Hale's Stores Boost Rogers 


Carroll Rogers, with the com- 
pany since 1937, has been pro- 
moted to advertising manager of 
the appliance division of Hale’s 
Bay Area Stores, San Francisco. 


Davidson Joins Doremus & Co. 

Warren R. Davidson, formerly 
with the United Press in Boston, 
has joined the public relations 


|staff in the Beston office of Dor- 


emus & Co. 


Montreal Papers Hike Rates 

In its Oct. 12 issue, AA reported 
monotone rotogravure rate in- 
creases for La Presse and La Pa- 
trie, both in Montreal, to take ef- 
fect Jan. 1. Four-color and two- 
color rotogravure rates will also 
be raised $100 each. 


FOR BUSY EXECUTIVES 
with long 


CHRISTMAS LISTS 


A GIFT ANY MAN Wii. WELCOME 
IDEAL FOR CUSYDMERS, 
PROSPECTS, ASSCICIATES 


Can't think of what to give your 
customers and business associ- 
ates this Christmas? Here’s the 
perfect solution to your business 
gift problem — Cook-ette, a port- 
able grille which will delight 
every amateur chef and outdoor 
cooking enthusiast. 


The proud receiver of a gleam- 
ing, stainless steel Cook-ette can 
enjoy sizzling broiled meats in all 
seasons, both indoors and out. 
Cook-ette is portable and com- 
_ pact, yet has a large cooking 
area. It never rusts, uses any type 
of solid fuel, and gives tremen- 
dous heat with little fuel, thanks 


the Toytown) 


to its unique “Draft Diffuser” and 
| parabolic firebox design. 


SHIPPED ANYWHERE IN THE 
_U.S.A., POSTPAID \“ 
1 lake 
Se a 


of 
Order now for shipment 
postpaid anywhere in the : 
United States...and write 
| “Cook-ette” beside all 
those names on your list. 
We do the rest. 


ORDER NOW ! 


Please enter my order immediately for 
| Cookettes. Check is enclosed. 
| Up to 9 units, $25.00 each; 10 or more, $22.50 
| each; 25 or more, $21.25. 


Ship postpaid to me at address below 


| 
rc Ship postpaid individually with my card 
‘enclosed 


to names and addresses on attached list 
Name 

Address 
City State 


THE OUTDOOR OVEN FIREPLACE CO, 
869 Windsor St. 


i sioreenastsienenlendamneniatealinmeaeeiadinn em tiaeeainen see 


Hartford 1, Conn. 
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If your product or service needs a promotion vehicle 
that fits into advertising’s production-promotion- 
merchandising market as snugly as the cherries in a 
bowl of Jello — then with all due apologies to the folks 
who produce all those delicious flavors we simply have 
to say, ““Now’s the Time for Advertising Requirements!”’ 
We don’t know of anything else that fits its pattern so 
precisely and fills a need in such timely fashion as AR. 


AR exclusively serves the $3 Billion production-promotion- 
merchandising market, and the buyers in this field tell us 
that AR’s editorial content is really their dish. They gobble 
it up. Naturally. Because AR fills a long-felt need in the field 
of advertising publications. The advertising press, while 
doing an excellent job otherwise, has never before been able 
to deliver adequate, specialized information service on the 
important non-media phases of advertising sufficient to 
attract and serve the buyers and planners in this tremendous 
market. 


But AR has changed this picture radically. Editorial matter 
dealing solely with the daily problems and purchases of these 


Now’s the time for AR. 


Es Advertising 


cople — there’s nothing here for time and space buyers — 
as made AR a monthly cover-to-cover “must” for pro- 
‘uction-promotion-merchandising workers. These are AR’s 
eaders — 21,000 people who represent all known buying 
oower in the field of advertising supplies, services, materials 
and equipment among general national, industrial, regional, 
and large local advertisers and agencies. 


That it really is their dish is attested by their tremendously 
active response to suppliers’ sales messages in AR. They 
tell us, for example: 


*... fine response... number and caliber of inquiries most 


satisfying... very good prospects and orders.” 
Oberly & Newell Lithograph Corp. 


“Pleased with results ...my small space ads have pulled 


phenomenally ... have instructed agency to double space.” 
Minute Man Decalcomania Co. 


‘.. great response from every ad... thank you for excellent 


sales job your magazine is doing for us.” 
Monsen-Chicago, Inc. 


‘.. excellent results... your publication reaches exactly the 
market we want to reach, at less money than any other way.” 
Service Bindery Co. 


Direct response to ads gratifying ... sales resulting have 


paid for space many times.” 
Sander Engraving Co. 


“ads are still pulling ... inquiries have been of high caliber.” 
Rapid Copy Service, Inc. 


Very satisfactory response ...two inquiries already 
converted to substantial orders.” 
Modern Clock Advertising Co. 


Two and one-half times as many requests for our free catalog 
- received from any other magazine on our schedule... 
uality of inquiries high...” 
Fototype, Inc. 


-CTION like this is effective evidence of AR’s importance 
a how-to-do-it and where-to-buy-it workbook for buyers 
advertising materials, services, supplies, and equipment. 


m't wait. Try it! 


Requirements 


Published by the publishers of Advertis ige and Industrial Marketing 


200 E. Illinois St. 


cago 11, Til. 
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“So what,” snapped the president of a giant manu- 
facturing company and the largest advertiser in his 
field. 

“So what if you publishers hang up new advertis- 
ing linage gains. Who cares? All we’re interested in 
is how you can sell more (censored) for us.” 

As this incident is recalled to our minds, it gives 
us at House BeautTiFuL a slight pause. We want very 
much to tell the world we have just closed the 
biggest, fattest, thickest, heaviest, whoppingest. 
humdinginest November issue in our 58 years of 
publishing: our biggest issue of all time! 229 pages. 
over $860.000 in revenue. 

Will somebody echo “So what?” “Who cares?” 

Well. frankly, we think that anybody who invests 
in an advertising medium cares. So does a prospec- 
tive advertiser. We think that such people realize 
that reported progress figures are symbolic and 
represent the endorsement of House BEAUTIFUL by 
readers and advertisers alike. You must have the first 
before you can attract the second. 

And whether it’s magazines, mink coats, or mouse- 
traps, if you are constantly increasing the demand 
for your product, then you Must be turning out a 
superior product. You must be getting results. It 
couldn’t be otherwise. And when a magazine does 
this, that magazine Must be doing a job for adver- 
tisers: selling their merchandise. Anybody care 
about that? 

November is just the latest peak on a long march 
of progress (which we hope to surpass come next 


November). Advertisers invested: more money in 
House BEAuTiFUL during the first eleven months of 
1953 than in any other full year! (November issue 
closed September 1.) Since 1945 we have more than 
doubled our circulation (ABC) and our advertising 
revenue (PIB). 

Such progress is possible only because House 
BEAUTIFUL is edited with an acute realization of its 
responsibility to readers. We'll continue to be mind- 
ful of this responsibility. Because by keeping faith 
with our readers we keep faith with advertisers since 
reader action is for their benefit. And we believe 
advertisers care very much about this. They call it 
“sales effectiveness.” 

Our November issue and our 1953 record are 
proof that this unique House BEAUTIFUL sales effec- 
tiveness has attracted more and more advertisers 
who have invested more and more money in House 
BEauTIFUL. This unique House BEAuTIFUL sales ef- 
fectiveness has caused many top men in their field 
to say 

“It pays to be a REGULAR House BEAUTIFUL 
advertiser.” 

So what? 

So this: 

Give your product its deserved opportunity — 
make sure it meets the right people, those who have 
and spend. BEa regular Hous BEAUTIFUL advertiser 
and watch your sales increase. HousE BEAUTIFUL 
Magazine, 572 Madison Avenue, New York 22, N. Y. 
PLaza 1-2100. 


boom oi dele : pe S ete me kha : s ee a apt ie Gotan tee pee Ace ae Mh ag Se wee, edie i ph. Se Teale MIs 5 Sere eae nty Zo Se ARI Se De Oe « See aan py a se igh, 
is Sota apie eee Naa bo: rr amie oa OE ig Se Let ca ge Rite 0 5a eae = (ype oie ag ae Ange Washer ool 4 bs eet cee ti Cee ic ou Oe) 0 ac ile Pe Sane va ay ae 
ig Ba aU ichien Ae Oo ey Dis is cag RL Ee Role Se k= «Up al See asic, ie et 3 na ae ‘Sy Ne hi aie OS i ‘ “ wr ee Bi i Se : . Pea i Oe em Pi eae cede ss ioe Be ey 2 ‘hetero ee ‘ bike ao «Sh ae eer 
OT Ae an OR Sd = : SSE Es aM wt tats ay ck, Se eS h Pi = Ae pti IR 50° isc aaa aii Be Pe) 3 ae ' Rates 0 eae ane ee Se ae ve Uae | ae Sein vats Spee es Reclame 3.5 COR gee EINE i: at eC a ete eA cs Nt Pree rab oe 
Serle ee ae oe Pt eae Pd Hee ae ae te a ea a i merger ef ag RR 5 mers: ie ee er te viene anes eae : BE Gai: pie amen i att c= A Ope deg ea ag ee 
eee) pete ey Mee OS aes ; Phere ‘ oe a ae Pat ae: ‘ eat os ar ae : 3 et mg err ° Daa es : 
ie r . - € 5 ae: fs cca aie ea rm ; mks eye) ‘ * 
ee . aca uPA r te hee be : = ip oe Ree an ee a 
< * a oar Se he ae by Gis oe eee Pee So as, a eae errs es eM ar va ‘ 2 ‘ Bi ae Sk : a 
ee 4 esse. Pe ‘ : . Tr * fet Be ray BE laugh) aiehe eee ape wee ae epee 7 \ wt ae ‘i 2 ae Ste ‘ B 3 pf ec Shape as coe a eee 4 4 e I te an ‘ 
BeOS f Tn —_* > feces Soke ee 
BE ge ea iy 9h lif aE eee “ ————— oS a te ee 
aes, r oe 
i Aen ¥ 
rah. aie 
ce ee 
Pe 7 
rf 
Se jog a 
aes 
m= ates 
ae 
- > 
‘ 
4 
i 
as 
oe 7 
ae : 
Be. > : 
ae ee Sy 
eG galas Ss 
re ‘ 
eo: 
/ 
1 | 
eS 
ae : 
eres eh 
eine f 
Koga mee : sey aN ties A 
Arye eg ee, © ie 
Doe is ys bear ee, 
Ng th, : Seige 
a 2) Sone 
A eM AD hy eae 
; Y Eton A faves 
ey wh as eens 
7 ° ee ee 
age oe 
pare Site a 
apie Gert Ae a 
a fe . Sees _ 
6 cig ‘ ern 8 
aha? rf % ee, 
Ra agsae : Pe er : _ ae or 
cic wnat - ke sn a iii 
halo al 7 ee aria 8 
it is ii 
ys o£ : ee * 
ree ‘ 7 MA : ; Baty fe ‘a 
Sate eas » Ae ac ee ee 
eels eer Be ag 
ee page ee 
seth - Bis tee es 
‘ ; 
os fe epee 
pam rie ak ee 
oes ae ee 
Piece = sake 
guns: Terie 1, 
Bits? oe EE 
ips aioe oe 
ser + a 
oes az 
ie see aca 
it apeege pat esa 
ea, erg ere 
yaa hii se ge 
Sep Rea 9 ae oe 
etaion. seria 
his eo A 
a amr om 
sai 2 
eeceel Bae raat 
rhe : Pst 
Bede eo 
mace aii cee 
mt ae 
Bas. Ree ae 
Met. a 
tay 7 Bea) ae 
eo is i. eae 
al Se ee 
woe 
eS, ee 
ah ey ae 
Se Feet Fat 
1a oe fo APRS tgs 
ee "i ira 
Ae Rg a oe as eats 
sey 4) adel 
ee) ee 
Bri a 
ete: Bien eG 
eT estar a 
A 
ace eae 
“aiid eee 
3s een ee 
Ro ga nbs. re 
= oi pee % See 
’ 2 
Rn hee! 
= Ree ene 
pte, ‘es apes 
aes eet ies 
beer eas : 
Boron Oi ee 
Rea AS BA A 
eatin: ; oy 
ates cone Lt. 
- +A eee rs 
2 ¢ ee 
are tee ey 
sant ee 
ae Bees 
SREP re 
Mires e, i ee 
Be: 5 oie 
ee : Bei 
Serene oe arn! 
raean pe ie ahs 
ee bi oS a 
ff bs . ake q oe 
ae. ee : 
sc eee 
Jig ‘ mo ee eS 
ce. Siac ee 
4 tiene Nabin cl 55 
: ee ©. <8 A« : car) ‘i : : ‘ F - Pi F 
7 ; ; » , ’ 2 . ; : ; +4 of yaa Fi “ty one v $ Fs , ; ae ak a Bs ai a ie Sir ‘ 
Ne Cy tie Asam : : : xe sd Ohmi ae 6 ang : 2 “AS oh . ; : be tt 5a ete i 7 


